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HOLMES & EDWARDS DIVISION 

INTERNATIONAL SILVER COMPANY 

MERIDEN, CONN. 

Please ship: __.DW Chest M___(Mahogany) .. . B___(Blonde). 
Knife and fork samples all Regular__.or Viande and Regu- 
lar__.. 52-piece Service for 8 in Romance . . . Regular___or 
Viande__.. Soups: Round Bowl___Cream___Desssert__. 
Please ship: ___PT Chest (Supplementary Pieces) . . . M___(Ma- 
hogany) . . . B___(Blonde). 
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Licensed Manufacturer 


CHEEVER, TWEEDY & COMPANY, INC. 


North Attleboro, ‘Massachusetts 
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\ > EARRING GUARDS 


A NEW OVER-THE-COUNTER ITEM 


WITH A READY-MADE DEMAND... 


EVERY WOMAN WITH EARS 


/ -Comfysafe’ EARRING GUARDS are hollow-formed discs of stainless 
Steel that snap onto the screw ends of earring fasteners. They pro- 


vide a non-slip grip that holds securely with only light pressure on 
the ear. NO MORE LOST EARRINGS, NO MORE PINCHED EARS! 
Every woman has been wishing for something like this, and will eagerly 
part with fifty cents for the comfort and safety ‘Comfysafe’ EARRING 
GUARDS will bring. You can sell her a set with every pair of earrings 
she buys, and for every pair she now owns. They fit all screw type 


earrings. 


Each pair mounted on a tent folder 
(shown actual size) that will stand in 
your showcase. Dozen pair to a card 
(right) designed for self service. Price 
to the Jeweler, $3.00 per card. Retail 
50c pair, exempt from Federal tax. 


A. SAUER & COMPANY 
KON-ITE BLDG., CINCINNATI 2, OHIO 
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ull Color Ads Push 
Carvel Hall Spring Sale 
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Tell millions of readers 
Carvel Hall Cutlery is the 
perfect gift for .es 
















WEDDINGS 
ANNIVERSARIES 


BIRTHDAYS 
MOTHER’S DAY 


Eight Steak Knives © fas 
in Aristocrat Case. 4 9 

Classic silver overlaid handles. 

$43.00. Other Steak and Carv- 


Matching Carver, Slicer, Chef, ing Sets as low as $8.50. 


ege d P ° K ° e e & 
ran Soe ee ~N You can’t miss in 1953 


mine handles. $19.95. 





Knives available 
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Coane fll exclusives! 


Only Carvel Hall Cutlery offers you such sales 
compelling features as: strikingly provoking 





Eight Fruit & Cheese FULL COLOR ADS, 2 world-famous PERSONALITY 
Knives in Aristocrat 

Sane: Senate ENDORSEMENTS, smart GIFT PACKAGING, trend- 
dles. $20.00. Other setting DESIGNS and STYLING and lifetime 
cate fan 4 to 8 SERVICE and QUALITY GUARANTEES. All you 
pieces, $10.95 to need do is display Carvel Hall Cutlery .. . it 
$32.00. sells itself. To cash in on this fast-moving line, 


call your wholesaler now or write Cuas. D. 
BRIDDELL, INc., Crisfield, Maryland. 


Carver, Slicer and Fork in 
Jewel-Box Chest. Vogue 
handles. $26.00. Other 
sets, 2 other handle styles 
available, from $9.00 to 
$134.50. 


FINE CUTLERY 
by Briddell 
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Team them together...spot 
them separately—see them sell watch 
bands as never before! Bretton gives you 
— FREE —three high-powered salesmen 
designed to lift your store to new sales peaks. 


Place one at your repair counter—one on your watch 

counter—one at your cashier’s counter. At night 

place them together for an effective window 

unit. Here are practical displays designed to put you 
in the watch band business the profitable way! 


If you haven’t heard from your Bretton 
representative, write, wire or phone us today! 


cae! We are prime contractors in the defense effort. 
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BRUNER-RITTER, INC., 630 Fifth Avenue, New York 20, New York 
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ESIGNS UNLIMITED 
UPPLY UNLIMITED 


AARTAN ¢ BLETOHER 


Perfect Die-Struck Rings and Findings 


KB Die-Struck Rings and Findings, in Unlimited Style and Unlimited 
Design, are your ready answer to all of your production problems. 
Easier to assemble, Easy-to-Set and Easy-to-Size, you will find that 
KB Die-Struck Rings and Findings also take a better finish and are 
non-porous and non-brittle. Here, at Karlan & Bleicher, meticulous 
skill and expert craftsmanship, are your guarantee of a constant 
and unchallenged source of Ring Finding supply. 


Cluster Setting 





FOR QUALITY LADIES’ & GENTS’ STONE RINGS — IT’S 
FALCON STONE RING MANUFACTURING COMPANY, Inc. 
(6 : A DIVISION OF KARLAN & BLEICHER 

, INC. 


reators and Desyners of Perle bg ndliys 
188 WEST FOURTH STREET: NEW YOBA/4 NY offices IN CHICAGO AND LOS ANGELES 
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MSS-2244 Men’s Set (SSTK- 
224 Tie Clip — SSCL-224 Cuff 
Link) 

Set price $11.25 plus tax — 
Suggested Keystone 
SSTK-224 Tie Clip — $3.75 
plus tax — Suggested Keystone 
SSCL-224 Cuff Link — $7.50 
plus tax — Suggested Keystone 


MSS-2274 Men’s Set (SSTK- 
227 Tie Clip — SSCL-227 
Cuff Link) 

Set price $12.25 plus tax — 
Suggested Keystone 
SSTK-227 Tie Clip — $4.75 
plus tax — Suggested Keystone 
SSCL-227 Cuff Link — $7.50 
plus tax— Suggested Keystone 


Here are two fast-selling men’s sets... 
perfectly matched cuff links and new, slimmer 
tie clips for the new, slimmer ties. 

Nationally advertised . . . selling on sight, these two 
quality sets are the hottest profit makers in the 


. > . ® 7 
trade. Are you getting your share: as advertised in Zaquire 


UNO — 
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ATTLEBORO, MASS. 
MAKERS OF QUALITY GOLD FILLED JEWELRY FOR 80 YEARS 


SOLD THROUGH A SELECTED LIST OF WHOLESALE JEWELERS 
Canadian Distributor: JACK W. LEES, 44 King Street West, Toronto, Ontario —xTu's | 
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BAKER & CO., INC. 


113 ASTOR STREET, NEWARK 5, N. J. 


NEW YORK e SAN FRANCISCO CHICAGO 
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These shanks and settings were selected because of 
their popularity and to convey some idea of the variety 
and versatility of our line. Our one-piece shanks cover 
a tange from plain basic shapes to elaborate designs. 
Among them are fish-tail and styles adapted to hold 
diamonds on both sides of the solitaire. Any of our 
settings will fit our shanks and, with them, distinctive 
combinations can be made. Both shanks and settings 
are made in jewelry palladium and gold. 


Where an asterisk appears opposite the number, the 
shank may be ordered in yellow gold-palladium 
combination. 
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| ar «Style hint of the month | \, 


Bert Bacharach Says: 4 


“Certain general fashion trends are favorable to the * 
wearing of jewelry. Such a one is the ever-growing popu- F 
larity of charcoal gray in men’s suits and slacks. This very 
dark shade, which is as close to black as to gray, started 
several seasons ago among college men. Today, and for 


Ay, some seasons to come in my opinion, it is being worn by 


$ PR rE oe. ~ 2 


men of all ages. This type of clothing actually demands i) 
brightening up — and jewelry can do much to lessen its 


severity and sombre look.” 


Mr. Bacharach is nationally famous as Men’s Clothing sf 

Authority for Colliers, This Week, the Mutual Broadcasting y 

, System, and the Herald Tribune Syndicate. These style “hints” < 

% are his own ideas, and, insofar as they predict future trends, 2 
‘\,. General Plate can accept no responsibility. 


a 
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Bosnia STYLES in clothing make for changing 
styles in jewelry with new manufacturing problems | 
cropping up. Solve your technical problems quickly, 
without loss of time, materials, and dies, by standard- 
izing on Gold Filled and Rolled Gold Plate produced 
under the control of General Plate’s engineers and 
laboratory technicians. The solution of your problem 
may be in our files. If not, General Plate will solve it, 
if it can be solved. In either case you will get into profit- 
able production quicker by calling General Plate first. 


GENERAL PLATE DIVISION 


Metals and Controls Corp. 





GENERAL PLATE 





OFFICES: Attleboro - New York - Detroit 
Chicago - Los Angeles - and Mansfield, Ohio 
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TRADE[DIVERSION IS LIKE THE WEATHER 















everybody talks about it... 
but, nobody does anything about it 


except 


Hamilton 


Hamilton gives you action instead of 





conversation. Hamilton does something 


about confining the line to retail jewelers, 


Hamilton has always protected the interests 
of the retail jeweler by maintaining 


the highest standards of distribution. 


It’s something to remember when you 
are thinking about your watch stock for 
graduation this year . . . or 

any other time. BACK THE 
WATCH THAT BACKS YOU! 








Llamilton 


the fine American watch 


Sold direct to retail jewelers by the 
HAMILTON WATCH COMPANY 
Lancaster, Pa. 
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TRADE DIVERSION AFFECTS 
LOWER PRICED 



















WATCHES, TOO! 


that’s why fine 


jewelers everywhere are welcoming 


the new 


ILLINGO. 


Here at last is a completely new line of lower 














priced fine watches to be sold exclusively 


through retail jewelers. 


Here are watches you can sell with 

confidence—the same confidence you 
have in Hamilton! For the Illinois line = “Sit, 
follows the proven Hamilton pattern 2 = 
of quality of product, quality of o. 6 | 
distribution, plus a full profit you me “4 
can keep! No watch line offers : 


you as much! 


Your Hamilton salesman can show you 
the new Illinois line which includes 
shockproof waterproof and self 


winding models. Prices start at $33.95. 


Hamilton 


guarantees the new 


ILLINOIS 


Sold direct to retail jewelers by the 
HAMILTON WATCH COMPANY 
Ullinois Watch Division 


Lancaster, Pa. 
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Only Highest Quality Merchandise... 
Fully Guaranteed.... Provides 


At a time when some manufacturers are producing 
merchandise to a price instead of to quality standards, 


J-B restates its long-established policy: 
“orotection for every jeweler against the loss of his 
full and rightful profit due to defective manufacture” 


crattsmanshiD 
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MORE GOLD WHERE IT COUNTS! All J-B expansion GENUINE ALLIGATOR LEATHER! Each golden 
bands are made with an overlay of 1/15-12 Kt. frame of the Chesterfield contains an inlay 
gold-filled top shells — thicker, more actual gold of the most luxurious leather available. J-B 
content than is customary among other watch bands carefully examines and selects this leather 


within the same price range. to assure long-lasting beauty. 


J-B QUALITY FEATURES 
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MICROMATIC SPRINGS FOR GREATER STRENGTH 
These precision-made expansion springs are tem 
pered and graduated to give greatest strength 
where it’s needed most... streteh furthest at the 
center, where it’s least noticeable. 
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PROFIT PROTECTION 


“PROFIT-PROTECTED™ 


like all J-B Watch Bands 
the Magnificent New 
















The other day a jeweler asked us, “Since your new 
Chesterfield with its inlay panels is so radically different 
from any other watch band —is it covered by the regular 
‘J-B Guarantee of Craftsmanship?” We assured him it was! 


“What about the inlays,” he continued, “are they per- 
manently clamped in?” “Yes, of course, the inlays of gen- 
uine leather or Ebonex are clamped under the metal frame 
in a permanent grip.” 

“What about the leather; will it become perspiration- 
stained and discolored?” “No sir, the leather does not touch 
the skin because it's mounted on the metal inner shell. 
What's more, you'll be interested to know the leather has 
come thru with flying colors even in tropical climates.” 


“What about Ebonex? Just what is it?” “Ebonex is a high 
lustre black enamel-like material. It is durable and rich 
in appearance.” 


“The fact is that at $10.95 retail for the gold-filled and 
$6.95 for stainless steel, the Chesterfield is today’s best value. 


You make your full profit when you sell it... you keep your 
full profit because the Chesterfield, like all J-B Watch Bands, 


> 9? 


is covered by the ‘J-B Guarantee of Craftsmanship’. 





CHESTERFIELD WITH GENUINE ALLIGATOR INLAYS 


Gold Filled* Nos. 4002 (Rust), 4000 (Brown), 4001 (Black) Retail F.T.1. $10.95 
Cross-link Gold Filled* Nos. 9000 (Brown), 9004 (Rust), 9003 (Black)....Retail F.7.1. $10.95 
Stainless Steel Nos. 8000 (Brown), 8001 (Black) Retail $6.95 


Cross-link Stainless Steel Nos. 8010 (Brown), 8011 (Black) Retail $6.95 
*1/15-12 Kt. gold-filled top shells, stainless steel backs. 























: CHESTERFIELD WITH BLACK EBONEX INLAYS 

“ No. 9011 Cross-link, gold-filled* Retail F.T.1. $10.95 

he JACOBY-BENDER, INC. No. 8022 Cross-link, stainess steel . Retail $6.95 
161 Avenue of the Americas No.9010 Plain panel, gold-filled* . Retail F.T.1. $10.95 





New York 18, N. Y. No. 8021 Plain panel, stainless steel . Retail $6.95 














SENSATIONAL 


NEW G//7 PACKAGE 


Perfect for Brides! Birthdays! Mothers! Holidays! 
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PERFECT PAIR 


Retails for only $124%* 
Two new Sessions electric 
clocks in One gift package 
that sells on sight. 















New Sessions Garland New Sessions Saucer 






Boudoir Alarm Kitchen Clock 
New feminine note—’’see- America’s lowest priced 
deep” plastic with satin- quality kitchen clock. Con- 






white quilted background, vex dial, styled like a thin 
ond super-imposed gold watch. In 4 beautiful dec- 
garlands. Individually orator colors. individually 
priced at $8.95* priced at $3.95* 






A DOUBLE clock sale 
where you got only one before 













This famous Sessions “First” is a merchandising 
honey of a profit package that’s a gift to your 
sales volume in electric clocks. Get it out front 
fast for that June bride business! 








essions 
q— 


The Sessions Perfect Pair is featured in full color 
in the June 2nd issue of LOOK. Ask your distribu- 
tor or Sessions for reprints and other FREE point- 


of-sale material. 
YEARS AHEAD IN ELECTRIC TIME 


THE SESSIONS CLOCK COMPANY, Forestville, Connec- 
ticut. In Chicago: Merchandise Mart Plaza. In San 
Francisco: Western Merchandise Mart. In Canada: The 
Frank Martin Co. (Exclusive Sales Agent) Toronto, Ont. 


*Plus applicable taxes 





THE NEW SESSIONS CLOCK TOWER — 


Most versatile, space-saving, sales-making 
permanent display unit in the business! 
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JEWELITE. 


A new Superior 14 Karat White Gold 
and Palladium Metal. Possesses un- 
usual workability for Rings, Watchcases, 
Bracelets, etc. Contains No Nickel—Stamps 
and casts exceptionally clean 


SUPPLIED IN ALL FORMS 


“TRADEMARK APPLIED FOR 


SETTINGS and SHANKS 
in PALLADIUM and GOLD 


SERIES 485 SERIES 570 











HONESTY ACCURACY 
KARAT REFINERS & SMELTERS JEWELERS 
cos = ® FOR HALF A CENTURY ° PALLADIUM 


Send us your Sweeps, Filings and Scrap 


JOSEPH B. COOPER & SON inc. 


25 West 47th St. @ Phone JUDSON 2-3095 @ #£=™New York 19, N. Y. 
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UNRIVALLED FOR BEAUTY 
UNEXCELLED FOR CRAFTSMANSHIP 
UNSURPASSED FOR VALUE 


Hand Carved 


ATL 
Vittily 


Matched Wedding Ring Sets 


Designer Fred Barel has added to his ex- 
tensive line several new hand carved origina- 








tions that are more beautiful than ever... more 
exciting than ever ... more irresistible than ever. 


Brilliantly conceived and created in the re- . 
nowned Fred Barel tradition, BAREL BRIDAL 
Matched Wedding Ring Sets are outstand- 
ing for their exceptional quality and avu- 
thentic originality...the exclusive choice of 
discriminating people from Coast to Coast. 


exclusively 


designed by 
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After 


a Generation of 
Giant Growth 


this 1s 











One of the 
World’s Greatest Producers 
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The excerpt above is taken from the Benrus Guarantee 
enclosed with every Benrus watch sold. These are not mere 
words. They represent an Attitude and an Obligation... an 


Attitude of a company determined to make and market a superior 


product—an Obligation to ourselves, our customers and to 


their customers, to do even better tomorrow the things 


which have made possible our tremendous growth to date. 


Embraceable case assembly 


Parts inspection 


Vibrating the 
hairspring 











Ask any diamond setter 


For diamond security—the men who set diamonds 
prefer Granat *TEMPERED gold and platinum mountings 


ERNEST G. BURKHARDT, one of Granat’s many 
expert diamond setters, has had 53 years of experience 
in the United States and abroad. Mr. Burkhardt says: 
“I can not do a satisfactory job of setting diamonds 
securely in cast gold. The metal is too weak and brittle. 
The prongs snap too easily. I prefer Granat Tempered 
mountings of gold and platinum because the metal 
is tougher and stronger’ 


Highly respected diamond setters everywhere 
share Mr. Burkhardt’s opinion. For example, here 
is what other diamond setters say: 


“Trouble with cast gold mountings is that the dia- 
mond setter can’t see the flaws until he’s ready to set 
the diamonds. Then a pinhole suddenly pops out of 


nowhere’ 


“Ever look underneath the prongs of a cast gold 
ring? You may find cracks in the metal. Won’t show 
up at first, but after a few years the prongs may give 


uA 


way and the diamonds will become unsafe.” 

"Frankly, I can’t cope with defects in metal—and 
cast gold is full of them.Too porous and brittle. Give 
me Tempered mountings and I'll give you an outstand- 
ing job of diamond setting!” 


Yes, the men who understand diamond security 
best —the diamond setters themselves — agree 
that Granat Tempered mountings assure utmost 
security of the diamonds. 


Another tremendous advantage of Granat Tem- 
pered mountings is the extremely compact molecular 
structure of the metal. As a result, *Tempered Gold 
and *Tempered Platinum rings are much stronger and 
assure extra years of service. 


The extra diamond security and extra service- 
ability of Granat Tempered diamond rings are 
important features that no quality jeweler can 
afford to overlook. 


NAT 





Meniflectetiing Company. 


114 GEARY STREET 
SAN FRANCISCO 8, CALIFORNIA 


"EXCLUSIVE GRANAT TRADEMARKS 
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Chilton 
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Luxette 


Harvester 


Long Ring 
Minute Minder 


YOUR’ REMINDER LINE 


Fer the Jime ‘youn Mffe / 


Portable Minute Minder ye an ae Fairview 


America's favorite time-reminder line 
is now Nationally Advertised 

in America's favorite magazines 

and on television... 


Clown Clock 


* A good line to carry - because it’s the line that Sells and Stays Sold! 


Swinging Bird 


Bobbing Bird 


THE LUX CLOCK MANUFACTURING COMPANY 


WATERBURY, CONNECTICUT 


MAKERS OF ALARM AND NOVELTY CLOCKS AND THE WORLD FAMOUS MINUTE MINDER 
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KOMFIT 


KOMFIT Bands are thin as a dime, completely f AS 
flexible, instantly adjustable to wrist size. WONG Za 









Lady KOMFIT 
K800 $6.50 
{yellow or white) 


Stainiess Steel Lining 
1/20-12 Kt. Gold Filled Trim 


, seeeeineeeneeel 


The KOMFIT Standar d %” wide 









¥. S. PATENT NOS. 











oo Pi pay | Bieri i i : PEEP REPRE RS 2.184.319 
Se 2 $$ 2 $3 2.333.048 
K711-~—Stainiess Stee! Lining with 1/20-12 Kt. $K711—Ali Stainless Steel 8.50 
Goid Filled Trim (yellow only) $10.60 14/108—All 14 Kt. Gold $144.00 
K711—Stainiess Steel Lining with 1/10-14 Kt. 
Gold Filled Trim {yellow only)................$16.20 


ae 





The KOMFIT Royal se” wide The KOMFIT Grand se” wide 





Bp on a <6 Filled sins K801—Stainiess Steel Lining with 

eliow onty 7 tus 1/20-12 Kt. Gold Filled Trim 

$K814—All Stainless Steel ........$6.00 (yellow ONLy) ...cccecescoeessesse--$13-50 
$K801-——All Stainiess Steel............... $7.00 


827-1 /20-12 Kt. Goid Filled 
fyellow or white) ............. $8.40 
Fatetnaielty- ti) mm oie) ¢-20) 


with ALL PRICES KEYSTONE 
C-O-N-T-R-O-L-L-E-D $-T-R-E-T-C-H 
Exclusive FORSTNER Expansion Feature 
It pulls out to slip on easily! It snaps back te 
hug wrist snugly without pinching! 
"Patents Pend. 


No 2 JEWELRY’S NAME FOR QUALITY 





FORSTNER CHAIN CORPORATION, IRVINGTON 11, WN. J. 

















People who say“l do” mean business 
»»efor you! 


ELGIN RECOGNIZES the “marriage market”’ TV announcements the month of June. 


sales potential with this perfect match. Of course, Elgin gives you a complete 
It’s sparkling diamonds and beautiful 21- local promotion... all to help you to 
jewel accuracy im the new Lady Elgin strike home with prospective brides in 
Devotion series. your neighborhood. 


And we're announcing the glad tidings Remember, the marriage business is a 
in beautiful full page, full color advertise- ““‘promising one’ for you. Socash in by tie- 
ments in LIFE May 25, SATURDAY EVENING ing-in with Elgin’s spectacular Lady Elgin 
post May 16, plus prospect-stopping Devotion diamond watch opportunity. 


For what’s new in the 
watch business, watch 


Elgin National Watch Company e Elgin, Illinois 





gatas ee eee 


Only Elgin has the 
heart that never 
breaks, the guaranteed 
DuraPower Mainspring 
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NO. 1450 


1/20 10K-G. F. S.S. BACKS 
$5.25 KEYSTONE 
$7.95 FTI 


With Extra Expansion and Extra Spring Action 
for All Day Wear at Work or Play 


Foster knows that watchbands are no longer a dress-up decoration. 
Watchbands are worn day and night, by real he-men who work in heavy 
industries. So Foster has designed ADVENTURER for MEN, big- 
fisted, big wristed men of action. It is a massive, masculine style with 
extra expansion and extra springing. 


Iw, 
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& ) as AK 
Pull one open on your wrist and hold f 
it open as shown here. You can almost zs 
put two fists through it. Yet it springs E, 
™ = back to a normal, comfortable fit in a : 
flash. That’s real cushion effect, real pro- 
tection from shock. FOR FATHER’S DAY 
mew Stock ADVENTURER for MEN now. | 
4 i Get your stock for Father’s Day. Your 

itm wholesaler has Foster bands available 
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FOSTER 





with the plastic tray shown here,—each 
with colorful inserts, including ones for 
Father’s Day and Graduation. 














FOSTER 
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Lights! Camera! Action! 


Production is under way on a new sound film 

by The Watchmakers of Switzerland. 

Subject: over-the-counter selling. 

Title: “Answers That Sell The Fine Swiss Watch.” 





Advance scenes reveal the picture’s 
training method. Your salespeople will 
see and hear typical customer questions— 
and the answers that sell those customers. 


How often do you hear 


“What makes this watch so expensive?” 
Can your saiespeople give the answer 
that leads to a sale? They'll learn 

it from this film! 








“For the gifts you'll give with pride—let your jeweler be your guide’ 


NEW FILM WILL HELP YOU TURN 


Forthcoming Watchmakers of Switzerland Movie 








What's the answer when you're asked: 
‘Who ‘would use a watch with all these 
special gadgets?’ Learn answers that sell 
every type of special-feature watch! 
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CUSTOMER QUESTIONS INTO SALES. 


for Quality Jewelers Stresses Sales Training 








When a woman asks 


“Will this small watch be reliable?” ... 
should you state the facts? 

Of course. And this new film shows 
how to make those facts sell! 




















ea a 

Rough handling calls for the kind of Watch servicing can help importantly in 
watch that can “‘take it’—and you'll see watch selling. Learn how—and learn the 
how smooth handling can sell those many other “Answers That Sell The Fine 
watches in your store. Swiss Watch” in this new picture. 












ANSWERS THAT SELL Coming soon! 


THE 

FINE SWISS WATCH This important sales training film 
will be available shortly for your | 
local association meetings and conventions. 
And like the two current Watchmakers of : 
Switzerland films—“Selling Up” and | 
“Repair for Profit!”’—it’s absolutely free! | 
Watch for it! 








OF SWITZERLAND 
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“THANKS A MILLION” FOR THE 








We thank you Mr. Jeweler for your confidence in Feature 
Lock. Your consistent, progressive thinking, combined with 
Feature Lock’s exquisite styling, beautiful finish and incom- 
parable interlocking feature, has made Feature Lock the 
most SALEABLE and ACCEPTED Interlocking Ring Set in 


the country! 


More than 1,000,000 Feature Lock Interlocking Rings SOLD 
in only a short time is “TRIED AND PROVEN” testimony 
fer this GREATEST ACHIEVEMENT in over 100 years of 
slate MmutleL diate p 


Fall 1953 marks another step forward ! 


Feature Lock is patented im the U. S. Patent OF i 
Ne. 2,507,348 and other patents. 





NJA — July 26th — 30th 
- ANRJA — August 9th — 13th Waldorf-Astoria, New York 


FEATURE RING CO., INC. .- 


JUU0 


rings sold! 


This 1,000,000th Feature Lock Event will be celebrated by 
a spectacular program that means greatly increased 
diamond ring business for you! 


See the profit-making details at the Shows: 


e Another dynamic merchandising idea e new even love- 
lier displays e powerfully merchandised ad mats e nation- 
wYate(-MmoLohZ-laitiiate Mm iol Mme] o)el-tole Mla Mm Ala <icolale MRelint-1am (-releliie 
publications e sales training manuals e mechanical dis- 
plays e store promotion ideas e TV films, movie trailers ¢ 
radio scripts e customer mailers e direct mail promotions ¢ 
publicity . . . and more! : 

“Your Future Is With Feature Lock” 


Hotel Conrad Hilton, Chicago 


126 WEST 46th STREET, NEW YORK 
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The power of LIFE 


in PHILADELPHIA 


Mr. Austin Homer became president of J. E. Cald- 
well & Co., one of the largest independent jewelry 
stores in the country, just a year ago. 

This marked the crowning point of an association 
that began thirty-seven years ago and was interrupted 
only once—by his service in World War I. 


Coinciding with Mr. Homer’s first anniversary as 
president, Caldwell’s will open its first branch store in 
Wilmington, Delaware, at the Du Pont Hotel. It will 
carry on all the fine traditions established when the 
parent store was founded in Philadelphia in 1839. 

Mr. Homer, a wholehearted believer in the power of 


advertising, reports special success with LIFE tie-ins: 


“"\ have been an ardent reader of LIFE for many 
years, and from our selling standpoint, we know 
most of our customers are LIFE readers, too. LIFE 
advertising gives an authoritative boost to many 
of the lines we carry, and our window tie-ins have 
capitalized on this with very effective sales results.” 


Austin Homer 


First in circulation 
First in readership 


First with retailers 





First in advertising revenue 


9 Rockefeller Plaza, New York 20, N. Y. 
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Here is an inspired collection of original, dramatically designed rings for 


every occasion ...carefully selected diamonds set in smart, high-style 


mountings .. . volume-priced to give your customers top value. 


Feature a full assortment from BERLAND's all-star, all-profit collection now! | 
See how quickly they capture the hearts of their audience... stimulate 
valuable impulse sales . . . and retain their starring role in the profit-winning 


drama year after year! 


Diamond Importers for Half a Century 


6 West 48th Street, New York 19, N. Y. 




















+ 


BERLAND shows the way to increased 


sales and higher profits with the larg- 


. 


est assortment of eye-catching, top 


traffic builders ever offered! 











All full-cut stones 


STILL 
AVAILABLE: 


Limited number 
of valued BERLAND 
franchises. Write for 

complete information. 





Indispensable in 


Fin 


Styles change, 

But chain 1s always 

in fashion. 

That's why, in fashion 
jewelry, you will always 
find chain... 


the indispensable! 


. 
% . 
x Bee %, 
. Sa Ne 
a s 
. > 
BR oo Se 
x 
” e 
a a % 
i , 2 


a a 


“Lf EFEE 


* 4 


Look For This Seal! 


o MACHINE CHAIN MANUFACTURERS ASSOCIATION 


£2 & Mel Meee | ee ae PRO VUGEN CE 2) Bua te t= MAPAEWOOD «. We Zs 
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LOOK WHAT'S HAPPENING 
TO YOUR MARKET! 

















'™ Already dollar volume of liquefier-blender sales have doubled in 
@@™ the last two years. And now OSTER goes “all out” to re-double 
your market with our “Food Preparation Story”. Yes, to presell 
8 out of 10 families that the OSTERIZER is the “New Modern 
Meal Maker” to be used in preparing every-day meals. 


pre-sells your customers in 


Qstes these and other great con- 


sumer publications. 


Special blender cookbook offer advertised in leading 


magazines brings women looking for the Qsterizer, 


Tie in with this consumer advertising — Feature this $42.95 
value for only $39.95. All you need for a successful promotion 
is packed with the OSTERIZERS. Here’s the offer! You order 
10WE-D1 OSTERIZER packed two in master carton with 
Mary Meade Blender Cookbooks, one counter or window 
display, one window streamer, and fifty consumer leaflets. 
Stock, display and sel] OSTERIZERS now. John Oster Manu- 
facturing Co., Racine, Wisconsin. 


SEND FOR FULL DETAILS — NOW! 























aa aint ar aaa aati at certain aati caterer 
a 
# John Oster Mfg. Co., Dept. 155, Racine, Wisconsin ; 
r ; ; , , 
' Please send me full information on your money-making Osterizer offer. ; 
S 
’ 
- Tn... ise ss ieee heen cinauaniemcenitinnaaiibianniits ry 
' 5 
: Address insignias : 
| 
- City. Zone State - 
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come “wate with somathbaie noe . ae 
as a result of their creative’ imagi- — Ss 
nation . . . Handsome ee 
Earrings . . . an example’ of - f . o = 
fine skill of Goodman ‘craftsmen... s 


1/6042M 


$33.00 ¢ 
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MOUNTINGS $36.00 


ONLY We 14k 


a 
| | nai DIAMONDS ENLARGED 
MATS - TO SHOW 


AVAILABLE s oc o D M A N & Cc re’ Me P A N ia S ~~ DETAIL 





Z MAKERS: OF FINE. JEWELRY SINCE 1904 
ma w. WASHINGTON ST. INDIANAPOLIS. 4, IND. 
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ATURAL QUESTIONS 
WHEN A MAN IS SELLIN 
A STORE OR STOCs 


> \\ wat vs 








Write, wire or phone your other 
questions. 50 years of experience 
are behind Gordon Answers! 
(Gordon Brothers established 1903) 
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so 


: “Te Gordon Brothers name and repu- 


tation is included the experience of 
having bought some of the oldest 
and largest jewelry firms in the 
United States. Here are two ex- 
amples in just the past year, one a 
retailing, the other a wholesaling 
business. The one, Traub Bros. and 
Co. of Detroit, a firm over 100 years 
old with an inventory of half a 
million dollars. The other, M. 
Sickles and Sons of Philadelphia, 
a mere 97 years old with an inven- 
tory of one quarter of a million. 
But don’t let the size and. splendor 
of these examples scare you away 


from us — we’re interested in as 


many garden-variety of stores and 
stocks as there are to buy. We men- 
tion these big ones for just one 
reason. If you are planning to sell 
your business no matter what its 
size, why not profit by the experi- 
ence of these old famous firms when 
they decided to sell? Choose as 
your buyer, as they do, the firm with 
the name backed by a renenee 
reputation! : 
















don't trust 
your naked eye 
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Let Your Own LOUPE “; aS 


prove the PERFECTION of f Lonpe-tested 
LOVE BIRD \DIAMOND RINGS 






Would you rely on your naked eye 
to determine the color, cut and 
clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 
is carefully loupe inspected to guarantee diamond 
perfection. An unconditional guarantee, without 
evasion, certifies this exceptional quality. 


Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 
y - through your own Loupe. You will then share the enthusiasm 


ake ra of other thousands of jewelers who are now successfully 
and profitably selling LOUPE-TESTED LOVEBIRD 


©, teen, sast*?_ gg ® " ‘ . ‘ ‘ 
a Diamond Rings. Franchises are still available. 


v © 8, 
° one! Bees e 


“mond at 


b hin 


630 FIFTH AVENUE. NEW YORK 20. N. Y. - 
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you say its correct 


that we went DIRECT. ae 





You said it by your overwhelming response to the new 
Bretton line and our new direct sales approach... your requests 
to see the new goods have been pouring in so rapidly 


that the demand has exceeded our highest expectations. 


As a result, we're rapidly expanding our sales force—we're on 


the lookout for an increased staff of top notch jewelry salesmen.* 


A Bretton representative will call on you SOON! 
In the meantime, we'd be happy to have you contact 


us direct or visit us in our showroom. 





“k 


There are still a few select sales 


b, territories available—write or wire 


Bretton for further information. 





... the most revolutionary 
sales idea in Watch Band history 


Direct all service inquiries to Bruner-Ritter, Inc., 1720 Fairfield Avenue, Bridgeport, Connecticut. 


BRUNER-RITTER, INC., 630 Fifth Avenue, New York 20. 
O ‘ 
Creators of BRETTON f ({ id:)prir Watch Bands 


t Potent pending We are prime contractors in the Defense Effort. 
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Just a twist and each ring is “‘engaged” to the other. 


Invisibly joined . . . always neatly aligned, more 


comfortable for the wearer. 


This is Orange Blossom’s answer to the joined-rin 
£ x 


market... sturdy, attractive, easily engaged. 


Introduced to the bride-to-be in a nation-wide advertising 
‘\ release, backed up with local news-mats, eye-catching 


displays and special packaging. 


Engaged ring-pairs are available, in a variety of 


beautiful stylings. 


pairs prevent 


¢ Separating 
e Twisting 
¢ Turning 


° Wear from 





TRAUB MANUFACTURING COMPANY 
1934 McGraw Ave., Detroit 8, Mich. 
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if you sell 


WATERPROOFS 


as a vacation special 


*As long as crystal is intact, case unopened. 


FOR MAy, 1953 


top during the vacation slump 


f 











sales to sink in the summer—if you go after special 
summer business! In this swimming and 

boating season there are actually more waterproof 
watches sold than at Christmas. Promote 

the most dependable waterproof of all—the 

Croton Waterproof.* Its exclusive 4-screw back seals 
the case permanently against water, dust and sand, 
its movement is shock-resistant, its 
balance staff guaranteed for life. 
Feature the Croton Waterproof for 
vacations, and as a graduation 
gift. Send for booklet 

‘‘How to do business during 
the slump season.” 

\ Croton Watch Company, 
} 404 Fourth 
Avenue, New York 


A— BUCCANEER 
Non-corrosive top, 


stainless steel back. 
$24.95 incl. fed. tax 
B—SPORTSMAN 
Non-corrosive top, 


stainless steel back. 
$29.95 incl. fed. tax 
CcC~—AQUAMAID/S 

All stainless steel case, 
unbreakable mainspring 


guaranteed for life. 
$49.50 incl. fed. tax 
D—AQUAMEDICO 
Non-corrosive top, 
stainless steel back, 
unbreakable mainspring 
guaranteed for life. 
$37.50 incl. fed. tax 
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OTHER SUCCESS STORY 


by one of America’s eading jewelers. 





AN 

















ru-Fit” feature—1) cap- 
tures he available diamond — 
business in your community; 2) creates a. 
vast new diamond market with remount 
sales; 3) greatly stimulates and adds to 
your trade-in business. 












Like the Getz Jewelry Stores, you can reap 
the rewards of selling the diamond ring tha 
tatesenew diamond sales where they did 





Olumbia VELA q 


DIAMOND RINGS 








An exclusive product of AXEL BROS., INC., 
21-10 49TH AVENUE, LONG ISLAND CITY, NEW YORK 
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men’s jewelry field 


; 
$ 


TO RETAIL FOR ‘7.50 SET 


Order as Unit 23/53. Consists 
of three pieces each of four 
patterns shown. Your cost 
—one dozen sets — $45.00. 








Here’s a new sterling idea—sterling-silver-topped jewelry 
with all the designing, the superb quality, that results in 
Anson selling more sterling silver jewelry for men than any 
one else in the jewelry field! No one in history has ever 
made jewelry like this available at such a fast-selling price. 


Tops are genuine sterling silver. Bodies are rhodium- 
plated base metal for greater strength, longer wear! 


All “Tops in Sterling” sets come packaged in expensive- 
looking Farrington fashion-award boxes for Father’s Day 
and Graduation Day. “Tops in Sterling” means tops in sell- 
ing in the period ahead! 


DAVE GARROWAY HELPS YOU SELL 
“TOPS IN STERLING” 


Super-salesman Garroway—on NBC-TV’s 
great morning program, “Today”—helps 
you sell new “Tops in Sterling” jewelry. 
It’s heard over a network of 39 stations 
in local communities—regularly! 














JEWELRY FOR MEN 








BULLDOG GRIP CAN’T COME LOOSE |. —~—_} | Anson, Inc., 24 Baker Street, Providence, Rhode Island 


40 
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Once Again... 


Omega Ist in Accuracy! 











1952 GENEVA 


Omega 30mm. judged most accurate wrist-watch of 1952 
Omega watches win first four places in accuracy contest 


Omega places first in contest for the series of five best chronometers 























Omega adds this new award to its proud list of records. 


1933 KEW TEDDINGTON—Omega watch beats 
all previous records. 


1933 GENEVA—New record (still unbeaten) 
in small pocket-watch class. 


1936 KEW TEDDINGTON — Omega beats its 
1933 record and establishes a mark unsurpassed 
to this day. 


1938 KEW TEDDINGTON—For the fifth time in 
six (6) years Omega wins first place in all classes. 


1944 GENEVA — First place in small pocket- 
watch class (single items). 


1945 KEW TEDDINGTON — Omega 30mm. 
proved to keep more accurate time than any 
other watch of this size hitherto tested. 


1946 GENEVA— First place in wrist-watch 
class (single items). 


1947 GENEVA — Omega sets first record ever 
recognized in 30mm. wrist-watch class (single 
items) and record for same class (serial pro- 
duction). 


1948 NEUCHATEL — In extraordinary contest, 
Omega wins Ist place in 30mm. wrist-watch 
class. 


1949 NEUCHATEL — Seven out of first ten 
chronometers are Omegas. Omega wins all three 
prizes in wrist chronometer class. 


1950 GENEVA—Omega 30mm. establishes new 
precision record for single item and serial 
production. 


1951 GENEVA—An Omega 30mm. chronometer 
establishes the best results ever recorded by the 
Geneva Observatory for any wrist-watch, with 
a score of 870.3 out of possible 1000, bettering 
the previous record set by Omega in 1950. 


The record speaks for itself. It gives assurance to every franchised 
dealer that in selling Omega Watches, he is selling unexcelled accuracy. 


WORLD RENOWNED ( SYMBOL OF ACCURACY 





NORMAN M. MORRIS CORPORATION, 655 MADISON AVENUE, NEW YORK 31, NEW YORK 
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Protected by Letters Patent 
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BALLOU & CO., 
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ill go through hot nickel process 


No. 45BL—Ideal for Hot Nickel 


Ballou engineers have re-designed the famous Ballou catch so that 


Distinctive Features of Ballou F 





Manufacturers report that our hot n 
operate perfectly 
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congratulations 


to the 


CROTON WATCH COMPANY 


on its move to 


404 kourth Avenue 
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APEX WATCH CASE MFG. CO. 


MAKERS OF 


OLD TRACK ROAD : GREENWICH -: CONNECTICUT 
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Display the exquisite, 1953, 










Jems line on the profit-tested The Jems Feature Presentation Display that sets the stage for Jems earrings and 
| Jems Vanity Display, complete seasonal and gift-event promotions of other jewelry in your stock. Here, indeed, 
| | with merchandise array and is proof positive that JMS helps you merchandise not only the fabulous Jems earring 
| tilting mirror. Today, more than line that builds enormous store traffic, but also helps you sell monthly specials as 

| ever, this earring bar is a must well, identified by 12 removable seasonal plaques (including Birthdays, Anni- 
with aggressive retailers every- versaries, Weddings, Christmas, etc.) 
| where. SEE YOUR WHOLESALER TODAY. Find out how you can obtain these pow- 









erful Jems sales aids, free of extra cost, with a qualifying purchase of Jems earrings. 
Year after year, jewelers are realizing that tying-in with the Jems line is the most 


14 : f FOR YOUR profitable move they can make. 
WKF 


The brightest idea in Packaging 
—the stunning plastic Shadow 
Box that doubles as a vanity 
picture frame. 






WATCH THIS SECTION EVERY MONTH FOR NEW, EXCITING JEMS CREATIONS 


These Jems fashion-leaders are only a few from the magnificent 
collection available through your wholesaler. They are designer -styled 
Coma T-Yolo ME dal-Meil- (om oh amie] a 
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2110 Pierced Wire 942 Pierced Wire 5436 Pierced Wire 


All |0K, white or yellow gold. All 10K, white or yellow gold. All 10K, white or yellow gold. 
8 colors or pearl. 8 colors. 8 colors. 
$4.75 pr. boxed (Keystone). $6.25 pr. boxed (Keystone). $6.50 pr. boxed (Keystone). 


WORLD'S LARGEST MANUFACTURER OF PIERCED EARRINGS 


JMS Jewelry Manufacturina Co. 277° 1." 
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NEW YORK, N. Y. CHICAGO, ILL. LOS ANGELES, CAL. 
93 NASSAU ST. 29 EAST MADISON ST. : : 448 SOUTH HILL ST... 














offers a complete line of newly styled 


CHAIN JEWELRY 
and NECK CHAIN 


for every occasion 










and in all qualities 
10K — 14K — 18K 
G.F. and sterling. 








« 


AUTOMATIC CHAIN COMPANY 


PROVIDENCE © RHODE ISLAND 
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VULCAIN...world-famed for quality watches since 1856 





CRICKET 





"> & 2 Be 
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is no 
silent 
salesman! 


You don’t have to sell the Cricket— 
it sells itself! Just ring it for your 
customer—and, in 7 cases out of 10, 
you'll make the sale! 

















Invaluable to executives, travelers, 
business men, all busy men. Keep a 
Cricket on your wrist—show it—ring it 
—and you'll ring up sales, easily! 


Gold-filled, stainless steel back 99.00 








ee 99.00 
14K gold, stainless steel back . 175.00 
eee ode wee 210.00 


Available with expansion bracelets—also 
with black or white, 14K gold dials. 


' Other Vulcain Grand Prix watches from 
71.50 to 5000. Sold and serviced 
throughout the world. 


All prices include Fed. Tax 

















GLORY —14K gold lady’s bracelet watch, 
90 


17 jewels... 190. 


VULCAMATIC — automatic, waterproof, 
17 jewels, In ladies’ and men’s sizes. 
Stainless steel... 86. 

Gold-filled ... 86. 

18K gold... 198. 








VULCAIN WATCH COMPANY, INC. 630 Fifth Avenue, New York 20, N. Y. West Coast: Herbert. A. Wood, 649 South Olive St., Los Angeles 14, Cal. 
Midwest: Paul H. Samuels, 55 East Washington St., Chicago 2, Il], Southwest: Wm. E. Grinnell, 3324 Lovers Lane, Dallas 5, Texas. 
Canada: Norlé Ltd., 637 Craig Street, West, Montreal, Quebec. 
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(Assorted for 
boys, girls, 
men, women.) 
Your Cost 
$30.00 
Suggested 
Retail 
$78.70 





Se ets 












STERLING SILVER with Rhodium Finish 


Heavily Made * Hand Tooled «+ Finely Polished « Fully Guaranteed 


Elco makes it easy for you to sell Idents to the all persons, for any occasion. You can't get 
entire family. Get this Special Deal, including better Idents than "Elco". And with this Special 
bracelets of all sizes and push Idents as gifts for Deal you're sure of extra profits. 


In stock for immediate delivery. Order a supply today. 
NEW MATS AVAILABLE ON REQUEST 


MILGLO JEWELRY MFG. COMPANY 
302 Fifth Avenue, New York 1, N. Y. 


Chicago: H. Charmack, 36 South State St., Chicago, Ill.: Pacific Coast: M. J. Newman, 57 Post St., San Francisco, Celif. 
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Wwe 
Ale 


looking 


forward 


LO 
continuin g 


our 

pleasant 

relationship 

with 

the 

CROTON WATCH COMPANY 


IN THEIR NEW HOME AT 


404 FOURTH AVENUE 
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ADD PROFITS THROUGH THE YEARS 
with cf{l-a.firk 


14 KARAT, DIAMOND WATCH-ATTACHMENT 


WATCH WN Here is a beautiful gift item with a 


WA future, bringing you additional sales 

TH Fhe GROW 7\4 again and again! Available in many at- 
ZI tractive and distinctive styles to comple- 

ment the watches of all your customers. 


sell cfu. fink 


For REPEAT Gift Business! 


It's new, it's different, it's in good taste. It 
builds sales and repeat business, makes for steady 
customers which every modern jeweler needs! As 
your customers "grow' beautiful diamond watch 
attachments, to modernize cherished possessions, 
your profits grow and multiply ... in 1953... 
in 1954... for years to come! 


“uti 


The Add-a-Link chain can be begun with one, 
or as many links as desired on each side. Addi- 
tional diamond links are added on gift occasions 
until a glamorous diamond bracelet has been com- 


pleted in all its shining, precious beauty. 


: 
» : 6 
— hd 


— 


Colorful Add-a-Link display, coun- 
ter cards, newspaper mats availa- 
ble — Free. 


manufacturing jewelers since 1916 








126-132 WEST 46th STREET ©§ NEW YORK 36, N. Y. 
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ind while you’re toasting The Queen 
pfit also by the compelling sales 
allure of United’s new Ace: 


THE 


FLORENTIME 
with 
Column Pendulum 













A Regal Achievement 


anda ae 
. THE TIME -- THE DAY! 
Commemorative Promotion Feature! 


“ 
° ll Queen shall ride in a golden coach, and to the measured 












La LE oo 0B, sir. a ae De 


An ornate, ee \ hoofbeats of golden steeds, she shall be drawn with pomp and 

statuesque 22 kt. 7 a % , eee 

“sold plated” Ce ‘i pageantry to Westminster Abbey; for this is her day of all 

— —_, saat ee — \} days.” So whimsies a fairy tale—now come true! Retails at 
standing Satan b, 


inches high on 
a kidney-shaped 
mahogany-finish 


FR 
's 
eo) 
or 
fa 


be 
® 
Z aia i sil 


To honor Queen Elizabeth’s coronation, United introduces 7 
its fabulous Coronation Coach Clock...an electric timepiece, 15 
richly encased in a 22 kt. “gold plated”’ coach, drawn by four | 

















base, Patterned ;' 22 kt. “gold plated” steeds, and mounted on a selected S 
after an early aX ; : . ; 
Italian treasure- ne mahogany-finish base, 20% ins. long. High demand, instant 
piece. An object ine sales and generous profit attend this exquisite, individually plus 
of rare beauty, Ui cartoned ensemble...United’s all-time commemorative Fed. Excise Tax 
o> pwn oro my We masterpiece. Reach for the phone and contact your jobber. 
timed for a 
sales . OUR JOBz 
showmanship. : ER 
See Complete Line! 
Since 1905 cLo CK CORP. Designers and Manufacturers of Electric Clocks 


A Division of United Metal Goods Mfg. Co., inc. Lamps GRD 
379-385 DE KALB AVENUE + BROOKLYN 5, NEW YORK Chromium Giftware 








in (Ny May 4 


A ] 
DESIGN PATENT NOS. 169100, 169185, 169189, 169207, 169214, 169216, 169217, U.S. paT 
. , eve e OFF, 
NOT AUTHENTIC UNLESS STAMPED WITH THE Name TRiFAS 
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Top Right: SPRING MELODIES Necklace $7:50, Earrings $5.00, Pin $7.50, Bracelet $7.50. Center: MAGNOLIA Necklace $5.00, Earrings $3.00. ENCHANTED GARDEN Pin $7.50, 

Earrings $5.00. Bottom, left to right: SEA SPRAY Necklace $7.50, Earrings $5.00. CROWN PIN $5.00. BEAUX BELLES Necklace $5.00, Earrings $4.00, Pin $4.00. Not illustrated: 

MAGNOLIA Matching Bracelet $5.00. SEA SPRAY Matching Bracelet $7.50. Large CROWN PIN $7.50. BEAUX BELLES Matching Bracelet $5.00. Prices are approximate; plus tax. a 
Dress designed by Maria Kev ° Proto by Nets: 
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One watch... and 
one watch alone Is 


the world’s thinnest 





and smartest 
waterproof ! 


Sandor. 








o 2 
A ed ae 
o*," 0%. *.* 


Do not be deceived by exaggerated claims. There is 
only one watch, and one watch alone, that is the 
world’s thinnest and smartest waterproof. That watch 
is SANDOZ. While many attempts have been made, 
no other watch has duplicated the unique style and 
thinness of SANDOZ. 


So compare a SANDOZ waterproof with any other 
waterproof watch. You will see the proof yourself! 
SANDOZ is the world’s thinnest and smartest water- 
proof watch! 


SHRIRO WATCH, INC. 


Tl WEST 42nd STREET NEW YORK, N Y. 





WAY: in time jor Lraduation a 


The world s thinnest 


and smartest 
waterproof * 









FAMOUS SINCE 














Perfect for 
-——~w Dress and Sport! 


Smart, new 17-jewel shock-resistant, anti- 
magnetic SANDOZ watches with Expansion 
Bracelets. Sturdily built for years of service, 


handsomely styled for dress wear. 


*waterproof— provided crystal remains intact and case unopened. 





Sold and serviced by leading jewelers throughout the world. 


CrIPrVrt PAN LAP ATT PFPA e 74 MA/ | te ALF VAL AVA MMI 








ive your customers 


this big 


father’s day 


= Gigene 
akom->. nme 


FOsST 





Magnificent Velvet-Lined, 
Metal-Hinged 
MAN‘S JEWELRY BOX 


she *% 3 


WITH THIS 


fismé 


Here’s the Father’s Day Promotion 
you've been looking for to 





spark those extra sales! This 

is the self-same high quality re-use 

box previously given only with 

our $20 billfolds ... and the 

self-same high quality Citation 

billfold that has always been a top seller, 
a top VALUE, at $5.00. Order this 
sure-fire combination now for 

your best Father’s Day volume yet! 


RETAILS-$8.00 











Mark of Ba 


< Crafts m an 1. SMALLMAN & SONS CO., MFRS.—SHOWROOMS: 47 WEST 34TH STREET, NEW YORK, N. Y. 
® 
{ 


——— 





















NL 
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Good Luck, CROTON! 


in your new home at 


404 Fourth Avenue 


@ 





ART-JUL LEATHER GOODS GO 


NUFACTURERS OF 


oltestius "Deer Watch Som aps 


252 N. ELEVENTH STREET 
PHILADELPHIA 7, PA. 








...the change of address won't change 
our pleasant relationship with the 


CROTON WATCH COMPANY 
now located at 404 kourth Avenue 





FINE ‘D TIALS 
523 S. LIME STREET, LANCASTER, PA. 
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Genuine imported top quality porcelain 
beaded costume jewelry. A value-packed jewelry 
promotion destined for sure success and 
designed to boost summer traffic. Priced 
for action and profit. Expertly detailed, 
fully guaranteed. Huge selection of smart, 
completely original styles and in “dazzling 
white”, a shade that will be worn 


+ > 
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by fashion-wise women everywhere. 
Promotion includes Necklaces, Bracelets and 
Earrings in assorted styles. Some 
Rhinestone Studded. All Necklaces adjustable. 


ST 00 
KEYSTONE 


‘ 


bob henfield, inc. 


promotion jewelers 


TT ota -7-balolal 2ND FLOOR « HIPPODROME BUILDING ANNEX 
CLEVELAND 15, OHIO 


3 ioe ee 


Order your 
selection today! 

FREE Mats available 

upon request. 

Feature America’s 

Greatest Assortment of Dollar 
Costume-jewelry Specials 

by Bob Henfield. 


. = ieee 
* % % + oo Re Re: 
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nore and more, your customers are looking for that 


Fncompandble. 
Onigual 


signe 


created only by 
pe LUCIEN PICCARD 








3 luring flexible gold 
bracelet. $150. 
Keystone 





* 
o 
® 
« 
Look at magnificent Lucien Piccard watches through your “ 
experienced jeweler’s eye. Measure them in quality, price, . 
style—in every element of sales-appeal. You will see ‘a 
why more of your style-conscious, fashion-conscious, value- . 
conscious customers are asking to see and buy Lucien Piccard Watches. “ 
Ladin eke bam Zell com sloh Z-ro mn t-1 (1a [elamehZelllole] (mm AAeliat . 
for your Lucien Piccard salesman or write for complete information. . 





A. BLUMSTEIN, INC., Manufacturing Jewelers 
of West. 47th 


0s a a -e  » -  o  a 


New 





Complete selection of diamond watches, 


priced to $10,000. Sent on Memo. 


York 














right through the big vacation, 





out 1 


Second, with big-space, big-impact national advertising that reaches millions! 
PLUS unusual new Giftime Promotion Kits that help you promote locally 

and profitably. They're designed for Vacation-time, Graduation, Father’s Day and 
include mats, window suggestions, counter cards, radio spots, and more! 







Vin 9, 


SHOCK-RESISTANT 
V-CONIC MOVEMENT 


with Armalloy bearings means Timex 
is strong where conventional watches 
ore generally weakest. Unique cone- 
shaped balance staff is shock-resistant. 


Let amiwi==.@ watches 








boom your volume 


sports and gift season 


When the weather gets warm your watch business needn't be 
n the cold! TIMEX helps you sell during the big summer season ahead 
with a great two-way program! 


First, with watches that are remarkably low-priced ...for higher 
turnover. Yet they challenge the beauty and accuracy of $50 watches! 
Made with the revolutionary V-Conic movement, astonishingly 
shock-resistant, dependable, accurate and impossible to overwind! 


Write for Your FREE Promotion Kits 


NATIONALLY ADVERTISED IN LEADING PUBLICATIONS 
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TIMEX 


WATERPROOF’ and DUSTPROOF* WATCHES 


With millions preparing for vacations at 
beaches and resorts, you now have an even 
bigger market for waterproof* watches! 
TIMEX helps you get most of this market because 
it's everything a great, waterproof*, 
dustproof*, shock-resistant watch should be. 

Yet it’s sensationally low-priced! 


Retailing $995 to $2 500 


plus 10% Federal tax 


Sing A- Ling 


BRACELET WATCH 


The bracelet-watch is today’s smartest 
watch-fashion, appealing to millions. Sell them 
with Swing-A-Ling, the distinctive bracelet 
watch with the irresistible appeal of 

low price and dependable accuracy. 


Retailing $] 4? 
plus 10% Federal tax 








% Stays waterproof and dustproof 

THE UNITED STATES TIME CORPORATION as ya as ‘cevatel sou ame 
‘ back intact d, if : 

World’s Largest Manufacturer of Wrist Watches meted, sunantie panineed, 

500 FIFTH AVENUE, NEW YORK 36, N, Y. 








Sold with ONE YEAR Guarantee, 
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the unsurpassed gift 


Yours if A 
: baie qiffed graduate phe ll 
Snor your graduate 

With the 

oe *ERTING Timepiece, fave My 
. of lifelong, infallible ang uimeEy ae 
oo — ed with everlasting elegance. 

“a tf timepiece af taduring 

REHGH 90 eminently qualifies 


sd accompa n 
wieieomee. 8 gilted graduate through 


2 eae 9” 


WORLD'S macy MOvER i ¥ 
TELS Wiping " ; 


AUTOMATIC 


the CERTINA Graduation Campaign 
appearing APRIL— MAY— JUNE in ESQUIRE, 
N.Y. TIMES SUNDAY MAGAZINE and in these 
METROPOLITAN SUNDAY NEWSPAPERS: 


ATLANTA Journal Constitution 
BALTIMORE Sun 

BOSTON Globe 

BUFFALO Courier Express 


MILWAUKEE Journal 

MINNEAPOLIS Tribune 

NEW ORLEANS Times- 
Picayune and States 


CHICAGO Tribune NEW YORK News 
CINCINNATI Enquirer PHILADELPHIA Inquirer 
CLEVELAND Plain Dealer PITTSBURGH Press 
DES MOINES Register PROVIDENCE Journal 
DETROIT News ST. LOUIS Post Dispatch 
HOUSTON Chronicle ST. PAUL Pioneer Press 
INDIANAPOLIS Star SEATTLE Times 
LOS ANGELES Times WASHINGTON Star 


18,755,973 MESSAGES 


Authorized CERTINA Dealers are getting 
powerful sales results sparked by CERTINA’S 
continuous advertising promotion on TV 
and Radio, in magazines and in newspa- 
pers. This sustained ad campaign packs a 
selling impact that pays off for the Author- 
ized CERTINA Dealer. 


S06 the celebr % nae ie 
wted CERTINA os these Gvality jeweler; z 





This advertisement 
gives Authorized CERTINA 
Dealers a valuable opportunity 
to tie in their names with national 
advertising to realize maximum 
local selling impact 
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Bring out a tray of rings and watch your cus- 
tomer's eyes go unerringly to the Courtney rings. 
1B i\-1] ame | a-1oh (<1 aml ol-Yo10) a ammol slo MEM allo] sl-1ammlabidlalt(ommn Ze] i 0[- 
o] Meh AMI ah dhi-mee Mellel 1-1 am-> dolaallalehivolap 





For Courtney rings are made to demand 
attention. Carefully selected diamonds of fiery bril- 





HKolatet-Wam ea a-YollolelMmaal-sce] inate] ela ilalek Mom -> colUlt3i(-1) ame(- 
tailed workmanship. Creative designs that stir the 
Taateletiarehiveyar 





Courtney rings are sold when you display 
them—and they stay sold. Concentrate on Courtney! 


All Courtney rings are available in 14K yellow or 
white gold. 


“OUR FAIR NAME IS YOUR GREAT ASSET” 


JOHN J. COURTNEY & CO. 
452 Fifth Avenue, New York 
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NOW—An Amazing New Microfilm Camera. | 
for Credit Jewelers! 


te | IEDO 


FLOFILM PORTABLE CAMERA 
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Here’s a success story how the Diebold Portable \_ ==" 
saved time, space, money and labor in Ledger Posting: Note To 


One of our customers, operating fourteen retail stores, employed five MANUFACTURING JEWELERS 
girls to post duplicate ledger cards of each store's transactions. ; 
Now, using the FLOFILM Portable Camera, the ledger cards from the Microfilming by the FLOFILM 
fourteen stores are microfilmed each day. One girl accomplishes this. Portable Camero = vee 
ue an tadieais ; costly designs complete pro- 
In addition, the stores send a daily listing of all transactions to the tection against theft or other 
main office and these, too, are microfilmed. losses __. | 
This has several advantages. It eliminates duplicate cards, eliminates Federal stetutes recognize the 
transcription posting, makes additional floor space available, saves time legality of microfilmed records 
through high speed copying and means automatic record keeping. made in the couree of busines 
The motorized FLOFILM Portable is the lowest cost microfilm camera as primary evidence .. . 
made ... Only the size of a portable typewriter . . . it brings micro- It will pay you dividends to in- 
filming to the work—department by department. gi vestigate this convenient and 
Diebold will be happy to come to you and microfilm some of yout gg gimme low cost method of safe-guard- 
records or forms, develop the film and show you the results and [ij ing your designs and records. 
how people in your business are applying this new method. 





See it yourself. Just fill in the coupon below for further facts, but do it now! 


Diebold Flofilm Division, P.O. Box 127, Norwalk, Conn ee serving business for over 94 years 


roe eet e Be + 2 FF 2. = | 
Please send me complete information on your new portable microfilming camera. I( : ( ) 
, | a: J awe 


NAME TITLE 


ADDRESS : FLOFILM Dt¥Is1-CeR 
CITY | ZONE STATE P.O.Box 127 e¢ Norwalk, Conn. 














a a 


A 








rT 
i 
i 
: 
i 
i 
' 
i 
| 
‘ 
i 
i 
i 
I 
| 
i 
i 
i 
i 
i 
i 
i 
| 
i 
i 
i 
; 
i 
i 
i 


or 
ho 


THE JEWELERS’ CIRCULAR-KEYSTONE | 








Be ay ; hae, 
BO ag EN ERY ocr eR a 


CR nt CRONE Se ee Se a aes peng 


’s the POLISHOOK LINE that gives you a more complete 
lection of RINGS than ever before! ... made possible by our 
recent great expansion. In addition to our thriving, family-owned 
35-year-old ring business, we also own and operate the entire plant 
and equipment of the famous old ring firm of SKW. 


ls the POLISHOOK LINE that assures you savings by “direct 
dealing” with us—the manufacturer. Assures you better values, finer 
styling in ONE complete line, from BABY RINGS to DIAMOND 
AND WEDDING RINGS... . backed by power-packed FREE ad 
mats, window displays and plenty of “over-the-counter” selling ideas! 
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it’s the POLISHOOK LINE that seils on sight, because YOU 
buy it right! ... Proven, pre-tested and merchandised to fit your 
needs. Our amazing, new automatic “Inventory Control” set-ups 
eliminate your owning too many rings in any one price range! You 
buy only what you need, at the price you know it can be sold. 


Use about our amazing new, automatic plan 


“INVENTORY CONTROL” Set-Up 


that supplies you ONLY best-selling rings 








A. POLISHOOK « SON core 


MANUFACTURERS OF “EVERYTHING IN RINGS” SINCE 1898 
216 East 45th Street, New York 17,N.Y. VAnderbilt 6-1664-5-6-7 
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[755 wail clock 
_ THE FAMOUS BALL CLOCK 
_ designed by George Nelson 





4773 portable clock 4765 portable clock ; ee 4760 alarm clock 


Write to Dept. JK-53 for literature and prices. HOWARD MILLER CLOCK COMPANY, ZELAND, MICHIGAN 


saa Distributors: Rich ae Morgenshas Company, 225 Fifth Avenae,| New ie 1, N. ¥; 1215, tee Merchandise Mart, Chicago 54, 













Take a good look at the 
new "DEVON" watches 
with the Incabloc 
shock-absorber tor more 
shock-resistance and 









ess customer resistance. 








High mark-up, low 


retail prices and fast 
turnover! What a 
power-packed 





ith he 
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; =—y ieee 6 ie Et, they hove 
nm Draceie eq expan- 
ey Gee > sell, they have the 
Incabloc protection, 








which means they'll 
take a terrific beating 
and give long wear. 
Complaints down... 









customer satisfaction 






up...and a welcome 
net profit for you. 
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17 jewels; 17 ianale, ee $; A 
rolled gold rotted. goid | fF rolled gold Contact us directly 
Aehe old: pices ‘ete: gS eS day! 

ack; gold- ack; gold- | (Ka) ~—Sséback ¢ 
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sion bracelet. = — : | | : 










BERMAN WATCH COMPANY 724 FiftH AVENUE NEW YORK CITY 
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His wife shops for her household needs at the ONLY YOUR WHOLESALER 
neighborhood super market, because she knows OFFERS ALL THESE SERVICES 
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‘‘centralized buying’’ saves her lots of money, 
time and trouble. In your business, your whole- 


sale jeweler provides you with “‘super market 








services’ and advantages. 





Your wholesaler offers a complete selection of all NO INVENTORY WORRIES... 


leading lines . . . which saves “‘shopping around”’ 
You look at ONE line... Order what you need as you need it. Get 


for merchandise. 


- ith minimum in- 
choose what you need . . . order at one time... maximum turn-over with a u 


’ 
receive one shipment .. . pay one bill. Use your ventory. 





wholesaler’s services. You’ll profit by it. 
EXPERT ADVICE AND ASSISTANCE . 


Your financial ‘‘good health”’ is a vital concern 
to your wholesaler. He’s always ready with 
advice and HELP. 





CHOICE OF THE BEST MERCHANDISE... 
FROM THE LEADING MANUFACTURERS... 


Your wholesaler screens the items offered by 
the nation’s top manufacturers . . . bringing 


you only those with top sales potential. 











NATIONAL WHOLESALE JEWELERS’ ASSOCIATION 


1900 ARCH STREET ¢ PHILADELPHIA 3, PENNSYLVANIA 
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Pin down more watch sales with... 


incabloc 


Incabloc shock absorbers give you these 
convincing selling points: 


Incabloc protects the vital parts of a watch against damage 
from everyday shocks . . . extends the life of a watch... 
maintains its accuracy. 


Incabloc helps you sell more profitably: 


Incabloc-protected watches reduce servicing to a minimum 
during the guarantee period. (Routine cleaning or repairs 
simplified. ... Incabloc enables you to clean balance-pivots 
and to oil jewels easily without disassembling the watch 
movement and without affecting the adjustment.) 


Incabloc is backed by consumer advertising: 


During 1953, the Incabloc story is being told repeatedly to 
more than 18.000,000 readers of The Saturday Evening 
Post and Collier’s ... broadening the ever-growing demand 


incabloc 


Made in Switzerland 





for watches protected by Incabloc. Take advantage of Inca- 
bloc’s strong consumer appeal . . . feature Incabloc in your 
store and in your newspaper advertising. 


Incabloc offers free sales-promotion material: 


Send for these selling aids: illustrated six-page folders... 
attractive Incabloc identification tags for ladies’ and men’s 
watches . . . striking counter- and window-display cards. 





“Any watch f 

is a better watch i J 
with . 
INCABLOC” 














9 East 40th Street - THE UNIVERSAL ESCAPEMENT LTD. - New York 16, N. Y. 
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TRUE BEAUTY IS ALWAYS 
ENDURING BEAUTY 





Wise jewelers keep this truth in mind 
when selling watches. For they know 
customer loyalty is built on products 
that serve faithfully down through 
the years. 


Creating watches that endure has been 
an ERNEST BOREL tradition for 
nearly a century. ERNEST BOREL 
movements are super-finished to give 
precisely the right time—are purpose- 
fully shielded from shock, dust and 
moisture, temperature extremes, and 
magnetic fields. Their elegant cases are 


quality - built to grow old gracefully. 


Yes, wise jewelers the world over know 
it pays to sell Enduring Beauty —and 
that’s always ERNEST BOREL. 


SINCE 1859 


SOLD * SERVICED *+ GUARANTEED THE WORLD OVER Ad 










oooe? 


¢ AND CHRONOme, 






















ERNEST BOREL men's water-and shock-resistant watches, 
equipped with precision Incaxstar regulator, retail from $45.00 
— Self- winding models from $52.50— Self - winding with Auto- 
matic Date-window from $07.50— Official certified Wrist Chro- 
nometers (with Rating Certificate showing adjusiments in5 positions 


plus temperatures) from $87.50. Write for complete details. 


ER 5 








Exclusive UY. S. Distributors 


JULES BOREL & CO. 


1015 WALNUT ST. 


KANSAS CITY, MO. 
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“GH ff GIFT PACKAGING PROBLEMS 


the GOHE/ 








The answer is the new C. P.S. year-round, mania coordinated 
| “WRAPPED-IN-BEAUTY” gift packaging PLAN 


with simple block unit ordering, predetermined cost, and complete 
operational instruction. There is no fee for this service. 





Now C.P.S., leader in gift merchandising, concentrates its promotion to personnel training, from traffic routing to the 
experience on your gift selling. The new C.P.S. ‘““Wrapped- instruction of gift wrappers in your store. (The establishment 
in-Beauty”’ Plan provides 24 highly individual packages, of an appropriate gift wrapping station is covered in a sepa- 
styled for each gift occasion throughout the year. You rate brochure; mail the coupon for it.) 


select the p ackages y ou wamt, when ~— wens them. You Gift giving is the greatest sales stimulant in retailing. The 
order material in simple block units. Your inventory is 


‘“‘Wrapped-in-Beauty”” Plan makes it a scientific, smooth 
| controlled automatically—no shortage, no overage. Your operation for you. Mail the coupon now if you wish partic- 
cost per package or for 100 or 1,000 or 10,000 is known ulars. There is no cost whatever for this service. 








beforehand. 
With the plan goes complete instruction, which focuses TH 
; the experience of C.P.S. on your store and insures peak pad ITEM SHE BUYS ONCE FO 
‘ success for your gift selling. Every detail is covered, from THE — OVER AS GIFT HERSELF SHE MAY BUY 
: . KI 







Newest ribbon effects. Here’s Satin- 
tone® Rayon Ribbonette®—flat, 
crimped and in new “‘brocade’”’ fin- 
ish. Makes MORE KINDS of 
bows, makes them quicker, easier, 
at lower cost. \% -in. to 1% -in., 19 
colors. 


The most popular counter roll 
papers for all gift occasions. 





In-your-store bow making and 
package wrapping instruction, for 
uniform results and profitable 
operation. 


=" 1 CHICAGO PRINTED STRING CO., Dept. F 
7 2300 Logan Bivd., Chicago 47, Ill. 





Now’s the time to start gift 
wrapping profits coming your 
way. Mail coupon for big bro- 
chure on gift wrapping service, 
including establishment of an 


ip Gentlemen: At no cost or obligation to me please 
| (J Send me information on How to Solve My Gift Wrap Problems. 
‘ a ‘1 =D Send me the Gift Wrapping Station folder. 
; ) 


: 
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appropriate gift wrapping sta- <¢ 3 Name, Title_ LL — —— 
Gift wrapping stations tailored to tion. Store__ sili 
your store’s particular need. Mail Rina: ih Add 
. prtnneinne. ao ot ress 7 —— os — 
coupon for literature. e Reg. U.S. Pat. Of cceanaetnene ‘ 
| City. Zone____ State... —— 
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UNUSUAL OPPORTUNITIES 


FOR TWO MEN 
with the 


BULOVA WATCH COMPANY 
* 


In preparation for our move to our new building now nearing 
completion, we plan to greatly enlarge on our many services to our 


distributors. 


We shall have two important openings that offer real worthwhile 
opportunities to help in the advanced planning and preparation of 
watch models, sample lines, display boxes, etc., to assist in the sched- 
uling and the follow through of production—also to help in the enlarged 


organization of our Order Department. 


The men we seek should have some experience in this type of 
work for a number of years. They are serious minded and seek an 
opportunity for a career with a company like ours, where ability and 


effort are rewarded. 


These persons must be very tactful and able to get along with 


people and to inspire confidence. 


Consideration can only be given to replies by letter which give 
full information, including salary to start, on which to base interviews. 


All correspondence will be treated with strict confidence. 


address 


JOSEPH KANE 


Vice President 


BULOVA WATCH COMPANY 


630 FIFTH AVENUE, NEW YORK 20, N. Y. 
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FINE JEWELRY 


NEEDS FINE SURROUNDINGS! 


Fine jewelry needs clean sparkling store interiors for proper display. 
An air of refinement and dignity is important, too! That’s why 
Chrysler Airtemp Air Conditioning is a profit-builder for your 


jewelry store! 


Customers can make their choice leisurely in a cool, quiet store. 
Outside noises and excessive heat do not disturb them. Employees 
are more alert, courteous and efficient. They devote all their time 
to the sale when not conscious of distracting humidity and heat. 
With doors closed less dirt enters and the air conditioner constantly 
filters dust out. Your store stays clean .. . inviting . . . needs less 
redecorating through the years. 


Choose the “Packaged” Air Conditioning which most people buy 
—Chrysler Airtemp. You'll get all these benefits: : 





FOR 
PROFIT 






e Outstanding quality . . . complete satisfaction . . . assured by the 
Chrysler Airtemp name. 


e Chrysler Airtemp Air Conditioning is time-tested . . . your war- 
ranty of top efficiency. 


e Competitive price. 


e Nationwide network of dealers ready to render prompt, courteous 
service should it ever be required. 


Get all the facts. See why it will pay you to choose Chrysler Airtemp 
Air Conditioning! 





HEATING e AIR CONDITIONING 
for HOMES, BUSINESS, INDUSTRY 


Airtemp Division, Chrysler Corporation, Dayton 1, Ohio 


“Packaged” Air 
Conditioners 
Airtemp Division, Chrysler Corporation JCK-5-53 


P.O. Box 1037, Dayton 1, Ohio 


Six models from 2 to 
15 H.P. capacity meet 
most cooling needs. 


Please send full details on the Chrysler Airtemp Comfort Zone 
“Packaged” Air Conditioning proposition. 














Name 
Bint OR 4 RiruND 
SS ee a ~ ~ Address Phone 
Good Housekeeping 
Neeras ADVERTISED ws 
City Zone State _ 
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im:...and FIAST CHOICE for profit 
among ELECTRIC HOUSEWABES egifts' 





NEW 


TOASTMASTER 0 %e Lue Ket 


Featuring exclusive new Power-Action that automatically 

a , lowers bread, starts it toasting, serves it up fast... all by itself! 
So — The amazing ease and speed of Power-Action are sure to attract 

interest, and convince. Look for sales action right away. 

Beginning this month, big, 4-color two-page spreads in LOOK and 

the POST will tell your customers all about the new 
‘“Toastmaster’’* Super De Luxe Toaster. Toast Control Dial 

“% gives choice of toast that’s light, dark, or in-between 

poe  ... perfect every time. Light finger pressure on dial 

™ raises toast at any time. Plan now to give prominent display space 

to this fascinating gift of gifts. $27.50 retail. 



















€VERH OTS. 2. 44m 


Automatic cooking at its cleanest, coolest, worksaving best! 
Nationally advertised, continually gaining in popularity as a gift item. 
Does everything any full-size oven will—in a fraction of the space—and no 

messy oven cleaning afterwards. Exclusive Turn-A-Knob Cover Lifter 
opens, closes, and locks cover or holds it in any open position. Fiberglas 
insulated. Pilot light glows when current is ‘“‘on.’’ Adjustable lift rack. 
Observation window. With 5-pc. ovenware glass dish set, $44.95 retail. 


New budget-priced Everhot Roaster Oven, $37.95 retail. 
Manninc-Bowman 


Combinition Cle 


A handsome table grill, a big, double-duty profit-maker in your store. 
Toasts two sandwiches or bakes two waffles at one time. 
Priced to please the gift shopper with a limited budget. Has all the added 
usefulness that only a dual-utility appliance can give. 
Heat indicator in cover tells when to pour batter. Converts in seconds from 
grill to waffle baker. Bright chromium finish. Sturdy, cool Bakelite feet 
and handles. A value leader at only $14.95 retail. 











2 e - * Toastmaster,” “Everhot,” and 
MeGraw Hlectric Company —_ *itinirictea 
ELGIN ¢- ILLINOTS 
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Even with the most beautiful merchandise, 
no jeweler is going to stimulate business by 
waiting for customers. 


Take the lead! Help make your store 
headquarters for palladium by using the 
new free newspaper mats. 


They are designed to increase your sales 
of rings ... and to boost your profits from 
modernizing old-fashioned jewelry. 


Palladium is helping you in many ways 
to bring in a steady flow of customers. 


Striking two-color consumer advertise- 
ments about beautiful palladium appear in 
Harper’s Bazaar... Charm...Glamour... 
Seventeen... True. 


Radio spot recordings, booklets, counter 
displays and other palladium sales aids are 
also yours for the asking. 


Increase your store traffic! Send the 
coupon today for free new palladium news- 
paper mats. 


PALLADIUM 
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Palladium 


dreams 
beautiful as Your 
fo “ g band _.- ae yo 
ota aie of palladium, sist 
m tal to platinum. 












ee jum 

Yes, oe re 
make 3 real 

. for life. 






love matcb .* 






THE INTERNATIONAL NICKEL COMPANY, INC. 

67 Wall Street, New York 5, N. Y. 

Please send, without charge, L)new palladium newspaper mats (booklets 
[) counter displays (|) more information on radio spot announcements. 





Name 





Firm 





Street 


City State 








Platinum Metals Division e THE INTERNATIONAL NICKEL COMPANY, INC. e 67 WallStreet e New York5,N.Y. 
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Long-Distance’ gy a\\\- Most Sale-ahla Li tt: 


wet Built by Zenith 
















Zenith ‘‘Crest’’— Model 
K412— Perfect size to move 
about house or take on va- 
cation trip. AC-DC only. 
Maroon, Dawn Grey, 
Ebony, Ivory. 


Each one a promotion item in itself, and all 
together the most complete line in the business! 










1 


ALE 


Zenith ‘‘Personal’’ 
Model L401— Amazing 


tone and volume in a 








g 























7s 
ett ttte geSzSeze| 
go-everywhere set. Bat- Seesssslsrrslesszee| Le 
tery only. Maroon, 33s 2 petted te al - 
Hans, Senn Geer. 22 ze g2 5 2E See) Zenith ‘Zenette —Model 
Bee: £25 go L403—Brings in even distant 


stations instantly. AC, DC or 

Battery. Maroon, Ebony, La- Zenith" Universal’’— Model 
goon Green, Grey. L505 — Most powerful Zenith 
Standard Broadcast portable ever 
built. AC, DC or Battery. Has 
patented, removable Wavemag. 
net®. Maroon, Glacier Green, 


Ebony. 


Zenith Super Trans- 
Oceanic— Model H500— 
World’s most famous Inter- 
national Short Wave and 
Standard Broadcast portable. 
Pop-up Waverod® and de- 
tachable Wavemagnet® an- 
tenna system. Proved in use 





Zenith ““Voyager’’— Model L406 
—Covers full Standard Band plus 
International Short Wave through 
18 meters. AC, DC or Battery. 
Striking modern cabinet in Ma- 








roon. in trains, planes, ships, steel 
Zenith “Meridian” —Model L507 buildings. 4 International 
—Round-the-world reception at Short Wave Bands, AC, a“: 
The Newest Notes fiom Senith... World Leader in Portable Radios low cost. 2 continuous Interna- or Battery. Black Stag an 
-cmmmesesraven ppapacicdamenatees Silver Grey case. 


tional Short Wave Bands, Marine 
and weather services, amateur, 
ship-to-ship and ship-to-shore as 
well as complete Standard Broad- 
cast. AC, DC or Battery. Black 
Stag travel case. 














Promoted with 4-color National 
Advertising! Here’s the big 4-color 





spread Zenith is running in leading | SS ULST CT-: 
° ° ° ee ee ponrsoooDId \ar'g Rk sre > 
national magazines in May. Get RADIO’ 4 <. .. 5 
your free giant poster ee | from The royalty of television and ieee asi 
your Zenith distributor now’ Zenith Radio Corporation, Chicago 39, Illinois 
COPR, 1953 
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NEW LOW PRIC 


SALE STARTS MAY Ist 


This is the greatest Anniversary Sale in our history because it features more wonderful 
promotions, more low prices than ever! We’ve a fabulous presentation to show you, full of 
merchandise know-how and show-how. We’d like you to see it! This year the sale starts May Ist. 


DROP US A LINE... WE’LL HAVE A SALESMAN CONTACT YOU 


* 
SILVER COMPANY 
Business founded in 1890 
NEW YORK: 295 Sth Avenve @€ LOS ANGELES: 852 So Los Angeles St. 


_ NEW YORK » MIAMI * LOS ANGELES * CHICAGO © DETROIT * CINCINNATI * ST. LOUIS * SAN FRANCISCO * DALLAS + PORTLAND, ORE. * SEATTLE * CLEVELAND 
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DIAMOND DIGEST 


DIAMOND DAISY DAYS 


This is the season when the jeweler 
is almost as excited as the June bride-—to- 
be. If he promotes his diamonds effec-— 
tively, and if he sells with a capital 
"S", he is on the eve of his 
greatest diamond business. For 
this is the time during the year 
when he has the greatest opportun- 








mond jewelry sales usually taper 
off, and the jeweler has almost be- 
come resigned to this. He need not 
be, however. For we have proven, 
and are still proving to jewelers 
throughout the country, that there 
is a means of getting year-round 
diamond sales. 


Chain ts 


add—a-—diamond bracelet that is  caiaee sili 


course, the Diamond Daisy Chain is 


occasions 





present it to the groom or the family 
of the bride as the perfect gift for nm 
her. Besides making a sale you are 
i in many cases, gaining a valuable 
fi customer. A large number of Diamond 
: Daisy Chain purchasers will come to 
your store again and again to add 
diamonds to the bracelet. 

We at Arnstein Bros. & Co. are 
fully aware that the Diamond Daisy 
; Chain's success depends largely on the 
sales "know how" of the retailer and his 
; personnel. We know too that local 
advertisements are a great help and have 
therefore prepared a series of new ads. 
(See illustration.) Mats of these are 
available, free of charge. 
1 The Diamond Daisy Chain, of course, 
is a timeless gift. The salesman would do 






forgettable experience and the woman who 
already owns diamonds, will be equally 
thrilled. The allure of diamonds never 
diminishes with ownership. If anything, 
it increases. 

The Diamond Daisy Chain, properly and 
consistently promoted, can be your key to 
steadier diamond sales. Why not try it 
and prove to yourself that it is so? 


ra 
= 

| 

q 
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DIAMOND CUTTERS AND IMPORTERS 
608 FIFTH AVENUE NEW YORK 20, N. Y. 
*D. Pat. & T.M. reg. pending. 











ity to sell engagement and wedding a 

rings, and to pile up sizable PRESENT -— (iT, . oe 

profits for his business. gest A Poiamnd Lpuiiy Chain | 
During July and August, dia- FUTURE! THE WONDERFUL NEW | 


Theresa bright outlook tor 
girl graduate who receives 


: amond br 
unique add-a-di 


We are referring once more to ve Both grow lovelict 
the Diamond Daisy Chain* the unique the years. The Dimi 


a sparklit 


ter diamond mounte 


bringing plus diamond sales to the ae 
retail jewelers. Right now, of ‘Additional diamonds 


idded on birthdays ¢ 
The brac 


the ideal tie-in item with engage-— aE a 


arkling diamonds 


ment and wedding rings. You can paige a 


wise to suggest it for birthdays, anni- give HER © CH | 
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HE watchmaker’s woes are many 

and his main gripe is the guy who 
leaves a watch for repair and never 
returns to retrieve it. 

One such watchmaker, a man with 
time on his hands, is Frank Thomas, 
chief watchmaker for O. M. Nelson 
& Son, Milwaukee, Wisconsin. 

The late O. M. Nelson, store 
founder, formulated a company 
policy back in 1882: “If a man leaves 
a watch to be repaired and forgets to 
come back for it, it’s still his watch 
and it isn’t to be sold, no matter how 
long he leaves it.” And today this 
rule still stands. 

The problems brought on by this 
rule can be seen in the following in- 
cident. One day a man brought a 
watch into the store for some minor 
repairs. He said he would like to 
leave it there, after the repairs were 
made, until he got back from Alaska 
in a year or so. It was an old family 
heirloom watch, he said, and he was 
afraid he might lose it if he took it 
with him. 

Eighteen years later the customer 
returned — and sure enough, the 
watch was waiting for him. 


© © 

Not too many years ago there was 

an outbreak of sensational ex- 
hibitionism among members of the 
college campus set. Bright young 
students were ardently pursuing the 
practice of swallowing gold fish and 
other marine organisms. This eccen- 
tric behavior inspired one cynical 
chap to remark, “Do you know what 
college ‘bread’ is? A four year loaf!” 
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Well, in any event, the art of swal- 
lowing non-food items has finally hit 
the jewelry industry. The Oldfield 
jewelery store in Seaford, Delaware, 
recently had a problem of this sort 
on its hands. Employees of the store 
detained a 40-year-old woman until 
the police arrived on the scene. A 
wrist watch was missing and the store 
officials felt certain that the woman 
in custody had it somewhere on her 
person. 

The woman submitted to a search, 
then confessed she had swallowed a 
watch valued at $100. X-rays dis- 
closed not only the watch but also a 
ring in the woman’s stomach. 


o © 


PEAKING of watches and women, 
Lloyd Lake a Michigan jeweler, 
opened his store one morning and 
found an envelope containing a 
woman’s watch and a note. 

The brief note read, “I stole this 
watch some months ago and hope that 
by returning it God will forgive me 
and I'll be able to live with my con- 
science.” 


> © 


4 ee San Bernardino police de- 
partment recently sent the Mosler 
Safe Company a letter about an at- 
tempted burglary which is indeed 
startling—so startling that we would 
have been inclined to call it a pub- 
licity stunt if we had not seen a 
photostatic copy of the letter. 

It seems that a burglar, stymied in 
his attempt to crack a safe at a San 
Bernardino department store, felt the 
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need to write a letter to relieve his 
frustration. The letter, which the 
literary burglar apparently wrote on 
a typewriter next to the safe, boasted 
that he was an experienced safe- 
cracker who had just made “one of 
the most thorough attempts at safe- 
cracking in the history of the pro- 
fession.” 

No modest burglar he, the frus- 
trated chap added, “I can truthfully 
state that it is by far the most diff- 
cult job I have ever attempted, and 
the manufacturer of this fine safe is 
to be congratulated on the product.” 

The burglar, obviously a frustrated 
author, politely advised the store to 
get another safe of the same make if 
it became necessary to replace the 
old one—a Mosler safe. The frus- 
trated burglar-author coyly stated, “I 
did not have to write this letter to 
you. I would not have done it if I 
had been successful. However, I was 
not, and you are the winner and [| 
am the loser. If we can both just let 
it go at that, I would greatly appre- 
ciate it myself. This was to have 
been my last job.” 

© © 


N recent years a good deal has 
been said and written about the 
necessity for retailers to stay open 
nights. Retailing experts solemnly 
predicted doom for those merchants 
who failed to heed their advice. 
Some interesting light was shed 
on the problem recently by News- 
week magazine in a report that said, 
in part, “The highly advertised prac- 
tice of staying open two nights a week 
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Presentation of FREEDOMS 
FOUNDATION Gold Medal on 
television. William Bradford Huie, 
editor of Longines Chronoscope, 
accepts award for Longines-W ittnauer 
from “Tom” Sawyer, Vice-President 
of Freedoms Foundation. Left, Frank 
Knight, famed Longines-W ittnauer 
announcer. 


LONGINES TV PROGRAM AGAIN HONORED 


* For Second Year, Longines Chronoscope 


Wins Freedoms Foundation Gold Medal 


Now rounding out its second full year on television, the Longines Chronoscope has 
again won the Freedoms Foundation Gold Medal for “outstanding achievement and its 
contribution to the furtherance of American ideals of freedom”. The Longines Chrono- 
scope has the largest audience of all discussion and public events programs on television 
and is broadcast three times weekly over the CBS Television Network, coast-to-coast. 
With the Longines Symphonette on radio, it is building ever stronger the prestige and 


demand for Longines and Wittnauer watches. 
Vo 
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Since 1866, maker of watches of the highest character 
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is being dropped by a number of big 
stores. Steep costs without enough 
added business is the reason given.” 

Newsweek also reported on a new 
trend in the retail field. Seems that 
small retail stores are going in for 
bank-managed charge account plans. 
The plan operates this way: the store 
deposits sales slips with the bank as 
they do with cash. For a minimum 
service charge the bank assumes the 
responsibility of bookkeeping and 
bill collectmg. 

© © 


per United States Time Corp.’s 
collection of antique watches re- 
ceived widespread publicity in the 
newspapers several weeks ago. The 
corporation announced that 15 of 
100 watches in the collection were 
being removed from a New York 
bank vault for inspection, cleaning 
and restoration. When this first 
batch is returned to the vault, others 
will be sent out until all will be over- 
hauled. 

Representing nearly 400 years in 
the history of watchmaking, the col- 
lection begins with a “Nuremburg 
Egg” of 1525. Another watch in the 
collection is the heart-shaped model 
that Napoleon Bonaparte gave to his 
Josephine. It contains figures of a 
boy playing a mandolin, another boy 
blowing on reeds and a windmill, all 
of which moves in time with the play- 
ing of chimes. 
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One watch contains a “fountain” 
with “water,” bits of glass strung 
together on nearly invisible wires, 
which seems to fall with each tick. 
Another one, shaped like a human 
skull, is said to have belonged to 
Queen Mary of Scotland. 

A U. S. Time Corp. official an- 
nounced that plans were being made 
to show the collection to the public 
at museums in several cities in the 
United States on a tour which will 
begin after the overhauling has been 
completed. 


© © 


RESIDENT EISENHOWER ex- 

pressed hope recently that Amer- 
ican retailers are not forgetting to 
sell memories as well as merchandise. 
In a brief address in Washington, 
D. C., before the American Retail 
Federation, the President advised the 
nation’s merchants to recreate the 
once flourishing “cracker barrel and 
pickle jug” folksiness of retailing. 

Today’s youngsters may grow up 
without any sentimental memories of 
retailing, Mr. Eisenhower warned. 
He asked retailers what they are do- 
ing to provide 6 to 12 years-olds 
with memories. 

Now of all the retailers in the 
country, we feel, the jeweler is most 
aware of the importance of sentiment. 
The sale of his merchandise depends 
greatly upon it. Though the retail 
jeweler is primarily concerned with 
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“This one throws its voice — by the time you locate it, 
you're wide awake!" 
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this emotion on the adult level, he is 
also active in “selling” sentiment to 
youngsters. Every child, for instance, 
will remember throughout his life the 
first wrist watch he received from 
his parents. He will also remember 
the friendly advice given to him by 
the jeweler on how to take care of 
his new timepiece. 





LOOK FOR IT 
IN 
THE JUNE ISSUE 


“What's New 
from 
New England” 


An entire section of the JEWELERS’ 
CIRCULAR-KEYSTONE’S June issue will 
review the advance showings of 
“next season’s” jewelry as shown dur- 
ing “Wholesale Jewelers’ Market 
Week” being held in Providence, 
Rhode Island, May 3 to 17. Winifred 
Parker, JC-K fashion editor, will offer 
her fashion interpretations of these 


new items. 





| ary nearly five minutes Mrs. Cal- 
vin Yost dangled from the third 
floor of an elevator shaft—her sole 
link to life being a ring caught on the 
thread of a bolt in the safety gate. 

Mrs. Yost, an employe in a Tulsa, 
Okla., variety store, told reporters 
she had placed a number of boxes on 
the freight elevator. As she lowered 
the safety gate and pulled the control 
cable, the pile of boxes began to tum- 
ble. To brace them she turned with 
her left hand against the gate, her 
right hand steadying the load. 

“It was terrible then,” Mrs. Yost 
related. “The elevator went on and 
I found myself suspended. My ring 
had caught on a bolt in the elevator 
gate.” Her screams brought an em- 
ploye to the shaft. Another employe 
raised the elevator slowly until it 
touched the dangling feet of Mrs. 
Yost. 

Afterwards, the woman massaged 
her swollen ring finger and fondled 
the ring, a gift from her husband. 
“It nearly killed me—and then it 
saved my life,” she observed. 


79 






























Baalf @entury A 


| IN THE JEWELERS’ CIRCULAR 






































Whisky for an Admiral 


“An elegant oak cabinet was presented to Admiral Dewey by the 
city of Paducah, Ky., along with an invitation to visit the city. The 
case, with solid gold finishing at the edge and an engraved silver plate 
on the top, contained a dozen bottles of whisky, one of them encased 
in a network of silver. William Nagel, jeweler, furnished the silver 


plate.” 
(May 2, 1900) 


Patek, Philippe Ad 


“Fine, plain, complicated and decorated watches in 15 different 


sizes” were announced in ad by Patek, Philippe & Co. 
(January 31, 1900) 


Fashion Hint 


“Many Greek maidens wear an elegant dagger in a silver sheath— 
really only as an ornament. When the girl marries, the dagger is 
taken off, the idea being that it need no longer be worn, as she will be 


fully protected by her husband.” 
(February 14, 1900) 


All is Forgiven? 

“ — , the Kansas jeweler who left last summer 
without telling even his wife where he was going, is in Manila, P. I., 
where he has been with the U. S. Army. He has written a letter of 


apology to his wife, and says he will return home July 4.” 
(May 2, 1900) 








Situation Wanted 


“Young man, 20 years of age, single, sober, good habits and willing 
to work; over three years’ experience; can do good clock and jewelry 
repairing, plain watch work; have tools; $8 per week; good refer- 
ences.”’ 

(May 2, 1900) 


Early Closing Agreed 


“The majority of the jewelers of Fond du Lac, Wis., have agreed 
to close their stores at 6:30 P.M. every week day except Monday and 
Saturday, between May 1 and Oct. 1.” 

(May 9, 1900) 


Traveler’s Report 


“London, England—The Easter Holidays have had the usual effect 
on business, there being more dealers interested in leaving town than 
in buying and selling.” 

(May 2, 1900) 
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New Haven Notes 


“S. Goodman Co., New Haven, Conn., 
made a very artistic Easter display. On 
a spacious groundwork of white silk 
many bunches of violets were inter- 
spersed among the varied array of 
beautiful samples of jewelry, silver. 
ware, etc.” 

(May 2, 1900) 


Detroit Notes 


“Ralph Dewey, who will manage the 
Paris branch of Wright, Kay & Co., 
started for his destination last week. 
Before leaving he gave a dinner to 10 
of the employes at the store. H. M. 
Wright left for Paris on Monday.” 

(May 9, 1900) 


Minneapolis Notes 


“The senior class of the North Side 
High School placed an order with S. J. 
Stieglitz, Faribault, Minn., for 30 class 
pins.” 

(April 25, 1900) 


Lancaster Notes 


“The Hamilton Watch Co. is one of 
this city’s most flourishing industries 
and has orders booked far in excess of 
present capacity. The working force is 
being continually increased. The di- 
rectors, at their meeting Thursday last, 
declared their second dividend of 5 per 
cent, the first having been declared six 


months ago.” 
(June 13, 1900) 


Attleboro Note 


“A stretch of woodland in the village 
of Dodgeville is to be cleared and 8 
large number of dwelling houses are to 
be built this summer to accommodate 
the need of the crowded population of 
the Attleboro jewelry district.” 


(May 16, 1900) 
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BUILDING PUBLIC: 
CONFIDENCE 
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The average consumer is incapable of 


judging diamond quality. Therefore, he 
turns to that jeweler in whom he has 
the greatest confidence. Do the people of 


your community turn to your store—first? 


SEE FOLLOWING PAGES.. > 
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Consumer-confidence is the’ keystone 
of every jeweler's business 
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Are Bought on 


Blind Faith 


By keeping the diamond portion of his business uppermost in his 
customers’ minds, the jeweler can effectively restate, symbolically, the entire 
lengthy complex and difficult process of creating public confidence in his 
business integrity. No diamond business grows very large, or endures very long, 
unless it is rooted in the confidence of the public. Therefore, just as the diamond 


itself is symbolic of faithfulness, so does a flourishing business in diamonds 
symbolize integrity and dependability in a retail jewelry business. 


This is more than just symbolism; it offers the jeweler 
a major business advantage. It is difficult to proclaim 
oneself an honest man in so many words without creating 
doubts by the very words intended to remove them. The 
jeweler can be more subtle. He merely has to let his 
prospects know that many people choose him when seek- 
ing a diamond. At the same time, the public’s confidence 
in him as a dealer in diamonds can become a powerful 
factor in the sale of almost every other type of jewelry 
store merchandise. 

This merchandising asset stems from the nature of 
diamonds themselves. Look at the plight of the average 
customer who wants a diamond. He must spend what is 
for him a substantial sum on something about which he 
knows almost nothing, and in a situation where he is 
cut off from almost all the criteria by which he cus- 
tomarily judges value. He must buy on blind faith. 
True, there are nationally advertised diamond rings, but 
still the local reputation of the jeweler as a citizen of 
integrity has a bearing on the customer’s complete satis- 
faction with any diamond purchase. He wouldn’t even 
buy a trade marked ring from a stranger on the street. 

Whatever information or misinformation the customer 
may possess is likely to make him only the more aware 
of his dilemma. He will have heard, for example, of 
diamonds that look like good stones but are practically 
worthless because of flaws that only a jeweler could 
detect. He will probably be confused about color. In 
short, the customer realizes that a diamond’s monetary 
value is very much like that of paper money, which is 
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valuable only as the integrity of the treasury which 
issues it is recognized and acknowledged. He will prob- 
ably feel that his best “guarantee” that the little piece of 
carbon he buys is actually worth the price he pays is in 
the integrity of the man who sells it to him. 


The jeweler then, to an extent greater than in the case 
of any other merchant, prospers directly in line with the 
degree of confidence he enjoys in his community. When 
his diamond business flourishes, it flourishes because 
many, many customers, being so completely in the dark, 
have turned to him. But what part can this confidence 
play when the jeweler turns to merchandise that does 
bear a brand name and an advertised price? 

A case in point is a customer in the market for sterling. 
Why should the jeweler’s reputation as a sound source 
for diamonds lead this customer to him when there may 
be as many as a dozen other convenient sources for the 
specific pattern the customer intends to buy? And when 
the maker’s name, not to mention the sterling mark on 
each piece, establishes its identity and its precious metal 
content ? 

For one thing, the customer’s mind is seldom as “made 
up” as those who conduct the manufacturers’ advertising 
might like to believe. There will always be more or less 
lingering doubt when an untrained individual must decide 
on an important purchase. Briefly, the average customer 
craves “support” from someone who will either protect 
her from error of judgment, or confirm her preference 
as being a sound choice. 
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= the average consumer is ignorant about diamond quality 
he has no alternative but to turn to a reliable jeweler in blind faith. The alert 
jeweler realizes this and he keys his diamond merchandising to a level that 
creates confidence. The ways and means of building confidence are many. Ful- | 
filling this aim requires diligent application over a period of years. However, 
the rewards are many because if a customer has enough confidence in you to 
buy a diamond from you, you have built enough confidence for him to return | 
to your store to satisfy other merchandise needs. 


Jewelers have planned and carried out successful con- 
fidence-building programs. One aspect of such a program 
is to establish the jeweler as a connoisseur of fine gem- 
stones—a man with “know how.” Lectures are one 
excellent way to achieve this aim. Social clubs, high 
school and college students—in fact any organized group, 
all make receptive audiences to jewelers’ lectures on the 
fascinating subject of diamonds. 

Material for these lectures can be obtained from past 
issues of THE JEWELERS’ CIRCULAR-KEYSTONE, as well as 
from technical books. Interesting information as to the 
history of famous diamonds, diamond mining in India 
and South Africa, etc.—all can be combined to make a 
fascinating lecture. Technical information, however, 
should be kept to a minimum, but not entirely eliminated; 
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Kevs to Public Confidence 











the jeweler should subtly convey the feeling that his 
technical knowledge of diamonds is much greater than 
his talk indicates. Furthermore, if slides and specimens 
are available, they should be brought to the lecture to 
enhance your prestige. 

Henry G. Drosten, a St. Louis jeweler, who is occa- 
sionally invited to lecture at local clubs and associations, 
has devised a clever technique. To add a bit of drama 
and excitement to his lectures, he passes out a small 
envelope to each member of the audience. All the en- 
velopes contain pebbles except two which hold diamond 
chips. He then asks the lucky folks holding the diamond 
chips to bring them in to his store at their earliest con- 
venience in exchange for a special gift. 

“Well,” you might say, “I don’t feel that I have either 
the time, patience, or personality to give lectures. What 
then?” The effect of diamond lectures can be achieved 
by another method. Your knowledge of diamonds can 
be expressed in “educational” or institutional-type news- 
paper ads. 

Some jewelers regularly run a series of diamond adver- 
tisements which explain the factors used in determining 
diamond quality. An ad, for example, can explain why 
two diamonds may look exactly alike but vary several 
hundred dollars in price. Maynard Love, a New Jersey 
jeweler, in one of a series of educational ads informed 
readers that the “Four C’s” determine a diamond’s price: 
carat, color, clarity and cut. He then went on to elaborate 
on these aspects of diamond quality. Of course, the 
prime purpose of educational ads is to dispel the mystery 
surrounding the diamond and to attract customers to 
“teacher’s” store. 

The education approach can and should be followed 
through in display windows and in-store displays. A 
window display can easily be arranged to feature gem- 
ological instruments that, signs can point out, are used 
to determine a diamond’s quality. Such a display leaves 
passersby with the impression that knowledge of dia- 
monds is a science and that the jeweler is a qualified 
scientist. 

Educational booklets are also available to jewelers 
for distribution to their customers. One is “How a 
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Diamond is Cut,” an informative, easily comprehended 
booklet that can add to your store’s reputation. Copies 
can be obtained from N. W. Ayer & Son, 30 Rockefeller 
Plaza, New York, the advertising agency for DeBeers 
Consolidated Mines, Ltd. 

Since diamonds are the keystone of the jewelry busi- 
ness, it is obvious that a dishonest jeweler could not stay 
in business for any length of time. Consequently, it is 
prudent for a jeweler to publicize the number of years 
he has been in business. It is very effective advertising! 
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Stout’s Jewelers, Springfield, Illinois, capitalized on 
its 38th anniversary by running a large newspaper ad 
which read: “Thirty-eight years of public confidence 
helped build this jewelry store. When we founded this 
business 38 years ago, we were quick to realize the 
importance of having the confidence of the public. That 
quality merchandise in itself was not enough. In select- 
ing precious articles for gift occasions, folks want to 
know their jeweler, so that they may buy with confidence. 
Only time and performance can build such a reputation.” 

Another method of building confidence is to link your 
store’s name with nationally known, respected products. 
Many lines in your store bear the label of respect and this 
respect rubs off on the jeweler. One Pennsylvania 
jeweler, Horace T. Webb, ran a large ad stressing the 
fact that he carried a wide variety of nationally known 

(Please turn to page 131) 
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Golly Whi Maw... 


(GOLCONDA 


Dorothy Dignam, well known writer on the diamond and its history, 


returned recently from a trip to India. The story she tells here 


will bring you up-to-date on the romantic background of India. 


The diamond is a romantic symbol—use 


its romantic background‘to build 


consumer confidence 


Mes: of your customers have heard of 
Golconda. Like King Midas and Fort Knox, it stands 
for fabulous riches of some kind somewhere. If you 
speak of a Golconda diamond, you spark in their imagina- 
tion a sort of “Arabian Night’s Dream” complete with 
veils and soft music. They don’t know whether Golconda 
ever really existed. Maybe it was just another never- 
never land. But it sounds adventurous and anything that 
suggests it—even an old-miner, full of flaws and rusty 
colored—takes on glamour when you mention Golconda. 

It’s amazing how a bit of travelogue, a dip into history 
and a few names of famous persons, all given the once- 
over-lightly in conversation, help to make better sales- 
people. As a seasoned diamond salesman once told me. 
“A woman isn’t just buying a bit of diamond crystal: 
she’s buying the romance of a far-off country and the 
riches of another age.” 

Also, she herself likes to have something to talk about 
when she wears her new jewel. So she absorbs with 
eagerness and admiration everything the jeweler tells 
her about the history of diamonds. 

With this idea in mind, and knowing that many jewel- 
ers are lecturing, broadcasting and televising now, I 
thought you might like to learn something about the old 
Golconda in the new India. I’ve just been there on a 
“digging” trip—the kind of digging that writers do on 
vacation with a pad and a dollar ink-pencil! 

Now, Indian names are hard for us because we don’t 
look at them often enough to get acquainted. “Fisen- 
hower” was a mouthful, too, not so long ago. As to dates, 
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by DOROTHY DIGNAM 


most of what I'll talk about happened in the 1500’s and 
1600’s. It was Elizabethan times in Europe; redskins 
and Pilgrims over here. Let me assure you, however, 
that Golconda exists. There’s even a village by that name 
right where it should be. You buy a ticket to the modern 
city of Hyderabad (HIGH-der-a-bad). hire a car and 
driver at the Rock Castle Hotel, and in less than half an 
hour you'll be picking up pebbles in the grass-grown 
paths of old Golconda Fort! 

Here’s where all the confusion arises. Golconda was 
never just a city or a diamond mine. It was a great 
princely state, one of the five great kingdoms of the 
Deccan, a word which means “Southern tract” because 
it lies south of the center of the peninsula. You still have 
to put “Deccan” on your letters. Golconda was about 
the size of France and had a little of everything in terrain. 
Especially big jagged boulders piled up every-which- 
way. They tell you that when the gods finished making 
the world they had a lot of old rock left over, so they 
just dumped it on Golconda. There it lies today, not 
getting any younger! 

The kingdom of Golconda had eight kings. Don’t 
worry about their names; we’ll give them numbers. They 
ruled from the citadel of Golconda which had been built 
up with great blocks of granite dragged by a thousand 
oxen to the summit of a hill about 400 feet high. 

There had been a mud fort on that hill since the 1200's. 


(Please turn to page 131) 
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lest Lube Diamonds... 





A FLURRY of reports of success in the man- 
ufacture of diamonds within the past few months has 
again stirred up that perennial worry of the jeweler. 
None of the previous efforts has ever borne fruit. At the 
present time, the day when we will see the synthesis of 
diamonds still seems to lie well ahead of us. 

The first of the new reports, and one which stirred up 
the greatest publicity, sprang from a press dispatch from 
Bonn, Germany, last Fall. According to the newspaper 
accounts, the investigation had some official backing. A 
group of German scientists were: said to be engaged in 
research work in a coordinated attack on the problem. 
An honest research project of this sort, and with this 
type of approach, might be successful in time. For this 
reason, the world was more disposed to accept the ac- 
counts of the leader, Dr. H. Meincke, at face value. The 
claim was made that stones were actually being produced. 
and the account went so far as to estimate yields and 
potentialities. 

However, the dream is now just another bursted bubble. 
Dr. K. Schlossmacher, of the Institute for Precious Stone 
Research in Idar-Oberstein, Germany, reported that the 
stones that were shown were just a new version of an old 
trick. It would appear that the only thing different this 
time was the more official backing Dr. Meincke seems to 
have been able to interest. 


BELL TELEPHONE WASN'T TRYING 


A second report of success in diamond synthesis ap- 
pears to have arisen from the misunderstanding of the 
meaning of a release from the Bell Telephone Company’s 
research laboratories at Murray Hill, N. J. Rounded 
carbon pellets of unusual hardness were the actual prod- 
ucts. They were produced by a’ reaction of polyvinyl- 
benzol for telephone use. While harder than similar 
pellets made in other ways, they made no approach to the 
diamond’s hardness, nor was it intended to suggest that 
they should. It was simply a case of a misunderstanding: 
fortunately it did not receive wide publicity. 

A third new report has received little or no publicity, 
fortunately. A patent on the manufacture of diamonds 
was actually issued by the British Patent Office in Oc- 
tober, 1952. That office appears to work differently from 
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ours, and there is no indication in the patent that any 
diamonds were actually made and shown. The patent 
was granted to Jan Ivo Marek and Frederick B. Salt. Its 
principle is on the old Moissan method, its variation lies 
in the nature of the carbon. The patent owners feel that 
impurities in ordinary carbon may inhibit cubic crystal- 
lization. To vuvercome this they have employed lignite 
as a source of their carbon, claiming that this gave a 
purer carbon. The rest of their method is essentially 
the same as Moissan’s; mixing the carbon with the steel 
and permitting it to cool. 


ELECTRIC FURNACE EXPERIMENT 


No other mineral has been the object of such intensive 
and varied attack in the search for a method synthesis; 
for no other mineral offers such a rich reward for success. 
The history of the search is long. The earliest important 
attempt, with a real chance of success, however, was 
little more than half a century ago. Henri Moissan, the 
French chemist and inventor of the electric furnace, was 
the experimenter. At that time it was generally agreed 
that diamonds were the result of a combination of great 
heat and great pressure, acting simultaneously on carbon. 
Moissan felt that the high temperatures attained in his 
electric furnace gave him a chance to combine the two. 
He believed that he could dissolve carbon in molten iron 
in his furnace. The iron, dropped into water, would 
quickly freeze. The skin that first formed on the surface 
would have great confining strength as it shrank on the 
still liquid inner portion. 

At the conclusion of the cooling, the iron was dissolved 
in acid. The residue of hard insoluble particles were 
taken to be synthetic diamonds. Moissan confirmed this 
identification by their behavior in his furnace. After a 
short exposure to the high temperature, the grains simply 
burned up and disappeared, just like natural diamonds. 
We now suspect that Moissan produced iron carbides, 
just as later workers have done. They are also hard and 
insoluble, and, like plain carbon, would burn up in the 
electric furnace. So the test used by Moissan was not 
sufficient to make the distinction. 

Before Marek and Salt. other workers have attempted 
to repeat the Moissan experiment. One worker even 
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Menace or Mirage? 


by DR. FREDERICK H. POUGH 


demonstrated the process in this country, though he pro- 
duced no diamonds that could be incontrovertibly shown 
to be of synthetic origin. As a matter of fact, many later 
workers and geologists have questioned the assumption 
that high temperatures and pressures would invariably 
be required. It has also been questioned if Moissan’s 
method would produce high pressures. 

An excellent and sufficiently complete review of all 
the responsible attempts to make diamonds synthetically, 
up to about 1913 is to be found in Dr. H. Michel’s book 
“Die Kunstliche Edelesteine.” Unfortunately, many of 
the examples of “diamonds” that were made by these 
early workers have been lost, and were never subjected 
to modern testing techniques. Michel himself is rather 
uncritical of the reported successes. His unquestioning 
acceptance of Moissan’s conclusions, for example, makes 
one suspect all of the reports that are quoted. 


SOME THOUGHT THEY SUCCEEDED 


Several investigators have thought that they found 
diamonds in residue from acetylene gas generators. Dr. 
J. Friedlander (1898) melted olivine (the jeweler’s 
peridot) with charcoal, and obtained small octahedral 
crystals; which he considered to be diamond. Majorana 
(1897) used an electric current to heat carbon in a steel 
container at the same time that it was compressed by an 
explosion of gunpowder. Moyat tried to press iron 
filings mixed with carbon particles in a container filled 
with liquid carbon dioxide, and heated by an electric 
current. 

In 1902 Friedlander went back at it again, with a mix- 
ture of metals that had the iron and magnesium content 
of kimberlite with graphite as a source of carbon, in a 
thermite reaction. They found that an addition of titanium 
dioxide helped the “diamond” production. The Austrian 
chemist Doelter tried a similar but more complex mix- 
ture, and obtained diamond-like masses. Other experi- 
menters have tried it since, most recently in this country. 
Victor Loughead’s Magmatic Minerals Company had a 
process involving a thermite reaction in a closed con- 
tainer capable of withstanding enormous pressure. He 
died before his experiments could be concluded. 

Another approach was that of the Frenchman Boismenu 
(1908) who claimed to have made diamonds with great 
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heat and little pressure. His system was to heat, in a 
carbon arc, calcium carbide. He thought that he had 
obtained through electrolysis, minute diamond crystals 
on the cathode carbon. In time, he claimed to have 
grown large crystals that could hardly be told from 
diamonds. Presumably they were black, though sup- 
posedly they were large enough to cut. He was so certain 
that he had made diamonds that he made few tests on 
the crystals. They were hard enough to cut glass and 
scratch steel. In 1921 he even obtained a patent on the 
method. 

Later workers have found that none of the methods 
tried to date has worked. When carbon is in excess, 
it either crystallizes out as hexagonal carbon, graphite, 
or combines with some of the metallic elements present. 
to make metal carbides. Many chemists have felt that 
the separation of carbon and its solidification as a cubic 
crystal, diamond, instead of in the hexagonal, graphite, 
symmetry takes place very rapidly. Dr. R. Vetter, who 
has done a thoughtful job of research, came to the con- 
clusion that to make diamonds there must first be an 
easily disrupted carbide, operating in conjunction with 
some still unidentified catalytic effect. Minute crystals 
of carborundum and diamond sometimes look rather 
similar. The former have probably often been mistaken 

(Please turn to page 116) 
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mobile display features such romantic motifs as wedding bells, pierced heart, and a new moon. 
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by VIRGINIA DIXON | 


Against a romantic back- 
ground, the copy in this 
display emphasizes the 
practical aspects of mak- 
ing a diamond purchase. 
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iccaiie don’t make the man and displays 
won't make the store, but in the merchandising business 
much judgment is based on appearance, and it is rare 
that confidence is placed in either a person or a store that 
permits itself a dowdy and unfashionable appearance. 
This may seem too fundamental a rule to mention in re- 
gard to the planning of jewelry store displays which will 
‘ncrease diamond sales by first building confidence in 
the store itself; but the truth of the matter is that many 
jewelers do permit unfortunate lapses in the styling and 
even the housekeeping of their windows. 

Diamonds can be sold by well planned and carefully 
executed displays of diamond merchandise, but every 
window display you install—whatever the merchandise— 
helps or hinders your diamond sales by either building or 
destroying confidence in the taste and integrity of your 
store. To help in building your diamond sales, all your 
window displays should “talk” in a friendly manner to 


attribute which you should noi neglect. Educational dis- 
plays about diamonds and other merchandise may be 
somewhat more troublesome to plan and set up than 
straight merchandise windows, but they will pay off in 
customer interest and confidence. 

Many of the manufacturers who supply the merchandise 
you carry are national advertisers—in magazines, on radio 
and TV. Be sure to take advantage of this by tying-in 
your window displays with their current advertising pro- 
grams and by promoting their names in your own dis- 
plays. The fact you represent a number of these na- 
tionally recognized names builds confidence in the public 
mind for all of your merchandise. 

If your firm has been established in business for a num- 
ber of years, publicize the fact in your windows at ap- 
propriate intervals. Stores, particularly jewelry stores, 
obviously do not stay in business for long periods of time 
without deserving public confidence. 
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Cc. This educational display explains the factors which help determine diamond quality. 


the passerby both by way of the “copy” on the window 
cards and posters and by the graceful and pleasing man- 
ner of the merchandise presentation. Displays can be 
cheerful and colorful without being blatant and loud. 
Extravagant claims and boastful mannerisms are as in- 
adequate and out of place in selling jewelry merchandise 
as they ever were. A “seemly modesty” wins confidence 
much more readily, but the austerity and aloof dignity 
of many old fashioned stores does not pay off in modern 
merchandising. The customer must have confidence in 
the jeweler from whom he makes important purchases. 
but he also appreciates the same friendly, down to earth 
manner he receives from other merchants. 

Your windows can and should give your customers ac- 
curate and generous information about all your mer- 
chandise. Your readiness to explain fully all about your 
merchandise—how it is made, why the price is justified. 
what its quality features are—is a confidence building 
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lt is important to change the decorative style of your 
window displays in keeping with current fashions. Re- 
liability is not indicated by dowdy and out of style ap- 
pearance. On the contrary, such an appearance is likely 
to be taken to mean a similar out of date attitude toward 
other operations of the business. Keep all your displays 
fresh and smart in style. Make use of the new materials 
and accessories which are available. Do not be afraid of 
modern design in either store or window decoration. 

When it comes to planning the windows which are 
specifically to promote diamonds, it is necessary to give 
the customer good reason for selecting your store in 
preference to others when making a diamond purchase. 
Your general program should have built up confidence in 
the reliability and integrity of the store. The diamond 
windows should tell a complete story of your diamond 
merchandise in regard to price, quality and style—in an 

(Please turn to page 122) 
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by WINIFRED PARKER 
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Diamond jewelry makes women more beautiful by flattering 
complexion tones, giving brilliant depth to eyes, and by 
bringing out hair highlights. Every jeweler should tell women 
this simple fact. At left, diamond pin on a plain widow- 
peak hat creates a high style Coronation effect. Oppo- 
site page, diamond pin on veil lends fashion glamour. 


FASHION ‘Know-How Sells 


Before a woman purchases a diamond piece of jewelry from a jeweler she must 


have confidence in his integrity and reassurance in his knowledge of fashion. 


# people buy a loose diamond from a 
jeweler; it is almost always mounted as part of a piece 
of jewelry—a ring, pin, bracelet, etc. 

he fact that a woman is looking at a diamond piece in 
your store is evidence of her confidence in your integrity 
as a diamond merchant. However, is this same con- 
sumer’s confidence carried over into her appraisal of you 
as a fashion expert? It should be, for otherwise she can- 
not accept the piece under consideration with the confi- 
dence she needs to display it to her friends as being 
fashion-right. She simply cannot anticipate wearing it 
with pride without the reassurance of a fashion authority. 
She cannot buy it if she isn’t made to believe in it. 

That is why fashion is one of the most effective tools 
jewelers can use to make their diamond sales grow. 

When we talk about the fashion selling of diamonds we 
first suggest that you, as a retail jeweler, make full use of 
all high fashion material that comes your way. We sug- 
gest you make full use of all high fashion publicity re- 
leases, all photographs of glamorous models wearing dia- 
monds, all fascinating news stories about Hollywood stars 
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and world famous celebrities connected with diamonds, 
and keep your customers constantly excited about dia- 
monds in all your local advertisements and displays. 


In addition to this, and perhaps more important, we're 
going to suggest some fashion selling slants that all jewel- 
ers can use, however large or small their operations. These 
fashion slants will be equally effective with carriage trade 
customers or with the great mass of women with the 
great mass of dollars to spend, Miss and Mrs. Average 
American Woman. We know women want this fashion 
approach because they are buying it in every other 
market! 

Fundamental with every fashion sale there must be an 
emphasis placed on personal beauty. As an industry we 
don’t do this. I read a lot of fine diamond copy that 
stresses the inner sparkle that comes to a woman’s eyes 
when she receives a beautiful diamond, but of actual physi- 
cal flattery, never a word! Think of the volume of busi- 
ness the hosiery people have created by selling flattering 
combinations of fashion and beauty; think of the billions 

(Please turn to page 128) 
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Diamonds 


|. Arnstein's “growing” type diamond bracelet, 
the Diamond Daisy Chain, is gold-filled snake 
chain with one center diamond in a flowerlike 14K 
gold setting. The retail price is $57.50. 


1A. Here's the completed bracelet. Each addi- 
tional diamond, in a 14K gold setting retails at 
$57.50. It is available in white or yellow gold. 


2. J. R. Wood & Sons has worked out a series of 
Artcarved engagement ring designs promoting the 
"growth" idea. Mountings start with the original 
center stone and gradually build out around it 
with rows of borders of additional diamonds. 


2A. The completed ring preserves all its original 
sentiment with the same solitaire surrounded in a 
dome of smaller diamonds and 28 marquises. 


3. Add-A-Link 14K gold and diamond watch attach- 
ment by Kaspar & Esh features "growing" jewelry 
fashions. The chain is begun with one or more 
links and then additional diamond links are added 
until a glamorous bracelet is completed. 


4. Diamond charms by Felix Vollman grow fashion 
interest with new style-ways of wearing them. It 
is smart to remount them on other jewelry, string 
them on necklace and bracelet chains and "grow" 
them into unusual, elaborate jewelry pieces. 


5. A diamond heart charm on a starter-bracelet 
can be the start of an elaborate diamond piece. 
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This bridal chapel window at S. Kind & Sons, Phila., won a prize 
in a recent international contest for decorator Adele McAllister. 
The display is designed to compel admiration by its sheer beauty 


Let Confidence Ring Out in Your 


“Is THIS the place to buy my diamond?” Your windows can answer 


this unspoken question with a demonstration of artistry, taste 


and dignity that inspires confidence in you and your store. 


Ray Gumm, of Wichita, puts the emphasis 
on a_ nationally advertised trademark 
with enlarged advertisement and guaran- 
tee plaque. The mass display technique 


: teak ab Fels ‘ . . 
a shows the wide variety of styles available. 
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Birk's, of Toronto, uses black thread to suspend rings above graceful clutch- 
ing hands for clever tie-in with “Within your reach!" theme. Prices shown 
reassure customers that they, too, can afford a diamond of beauty and quality. 














Diamond Displays! 


Just as they try to read character in a human 
face, prospective customers try to read character 
in your store’s “face,” its window. This explains 
the infinite care and artistry so many successful 
jewelers lavish on their window displays. , 

These efforts are at their peak when the window — 
shows diamonds. The theme may at one time or 
another stress variety, fashion or a brand name, but 


every time, this window must be one that inspires 
confidence in the jeweler and his store. Bridal white satin flows to the window edge in 
prize-winning display decorated by Catherine 
Tanquary for the Roberts store in Joliet, Ill. 
Rings are all of a nationally advertised brand. 












Coronet Jewelers, Phila., shows a 
few of the tools from the store's 
own shop in an educational dis- 
play with stress on craftsmanship. 

















maar =— How was the Wedding 
Jewelry) Business in 52? 








a 1952, a total of 1,563,971 marriage 
licenses was issued in the United States, according to the 
Federal Security Agency. This figure represents a de- 
crease of 3.6 per cent, or 57,815 licenses, from the total 
of 1,621,786 for 1951. The annual marriage license rate 
for 1952 of 10.0 per 1000 populataion was 95.7 per cent 
below the rate of 10.6 per 1000 in 1951. Both the num- 
ber and the rate for 1952 were the lowest in eight years. 


Of what importance to the jeweler is this declining 
marriage rate, which is, of course, a result of the low 
birth rate during the 1930’s depression period? More 
specifically, what importance can be attached to marriage 
statistics in so far as the jeweler’s annual sales volume 
is concerned? For the individual jeweler, the answer is 
probably that strictly local population gains or losses 
are as likely as not to overshadow the effects of nation- 
wide statistical trends such as this decline in marriages 
through which we are passing. 


Our best hope of understanding what is happening is 
to see how jewelers made out, in sales of merchandise 
directly connected with weddings, during the 1952 de- 
cline in marriages. The answer, spelled out in consider- 
able detail, is to be found in THE JEWELERS -CIRCULAR- 
KEYSTONE’S nationwide survey on the 1952 marriage 
market and its impact on jewelry sales. As all jewelers 
know, the marriage market is without shadow of doubt 
the most important segment of their business. Statistics 
clearly substantiate this statement. Engagement and wed- 
ding ring sales to the bride and groom do not constitute 
the jeweler’s entire wedding business; the jeweler sees 
to it that subsequent sales of silver, china, glass and 
appliances are also made. 


The extent to which this is true is revealed by hundreds 
of replies to the question in JC-K’s marriage survey: 
“During 1952, what percentage of your total sales would 
you estimate consisted of items directly connected with 
weddings (such as rings, silver, china, appliances, and 
other gift items)?” Answers were as follows: 


Estimated percentage 
of total sales 


Percentage of 
jewelers replying 


27.0 said 30% 
18.3 said : 20% 
15.3 said 40% 
11.7 said 50% 












Therefore, to 72 per cent of the jewelers, direct and 
indirect wedding business sales in 1952 constituted any. 
where from 20 to 50 per cent of total store business. It 
is interesting to note that 10 per cent of the jewelers 
estimated that 60 per cent of their annual sales was 
attributable to marriages. 


The continuing popularity of double-ring ceremonies 
can be seen in the number of brides and grooms who 
purchased rings together in 1952. To the question: “/n 
approximately how many cases were wedding rings pur- 
chased for the groom (indicating double ring cere- 
mony)?” there were the following replies: 


Estimated 
percentages of 
double-ring purchases 


Percentages of 
those who answered 


13.9 said 20% 
13.4 said 30% 
22 said 80% 
12.5 said 10% 
11.8 said 30% 

9.9 said 60% 


These high percentage figures indicate that double- 
ring ceremonies, a by-product of the emotional climate 
engendered by World War II, have now become accepted 
custom. W. Waters Schwab, president of J. R. Wood Co., 
one of the earlier manufacturers of wedding bands, has 
stated that today over 90 per cent of his company’s rings 
are sold in pairs, as compared to 15 per cent just ten 
years ago. 

An important question to all jewelers was included in 
JC-K’s survey: “What price range was the most popular 
for engagement rings?” The largest percentage of 
jewelers (36 per cent) replied that the $100-$149 bracket 
was most popular among their customers. Thirty-four 
per cent stated that the $150-$199 price range was most 
popular and 18 per cent designated the $200-$350 
bracket. Only 9 per cent of the jewelers queried had the 
experience of finding engagement rings “under $99” in 
greatest demand. On the other hand, a small percentage 
of jewelers (2.5 per cent) replied that the “over $350” 
price range was most popular in 1952. 


As for mountings, yellow gold still remains the favorite 
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1. During 1952, what percentage of your total sales would you estimate consisted of items 
directly connected with weddings (such as rings, silver, china, glass, appliances, and 
other gift items)? 

10% 20% 30% 40% 50% 60% 70% 80% 90%. 

Number of Answers 47 78 115 65 60 35 27 4 5 

Percent of Total Answers 11.0 18.3 27.0 15.3 11.7 8.2 6.3 m 1.2: 


2. In approximately how many cases were wedding rings purchased for the groom (indi- 
cating double-ring ceremony) ? 


10% 20% 30% 40% 50% 60% 70% 80% 90% 
Number of Answers 54 60 58 43 51 at 43 54 25 
Percent of Total Answers 12.5 13.9 13.4 9.9 11.8 9.9 9.9 12.5 5.8 


3. What price range was the most popular for engagement rings? 


Under $99 $100-$149 $150-$199 $200-$350 Over $350 
Number of Answers 4] 156 147 78 11 
Percent of Total Answers 9.4 36.0 33.9 18.0 2.5 


4. Percentage-wise, (roughly) how do the following metals in ring mountings rate in 
your total engagement and wedding ring mounting sales? 


Yellow Gold White Gold Platinum Palladium 
Percent 63.7 28.9 6.1 1.2 


9. What percentage of your business appears to be belated (married men buying their 
wives the diamond ring they failed to provide at the time of engagement) ? 


5% 10% 20% 30% 40% 50% 60% 70% 
Number of Answers 206 101 60 22 7 5 0 | 
Percent of Total Answers 51.2 25. | 14.9 5.4 1.7 1.2 0 2 


6. What percentage of engagement ring sales were of stones other than diamonds? 


1% 2% 3% 4% 5% 
Number of Answers 159 36 16 4 17 
Percent of Total Answers 67.9 15.3 6.8 Lf 7.2 
as the most popular mounting in wedding and engage- These belated engagement ring sales, while not overly 
ment rings with 63.7 per cent of the votes. White gold impressive, are offsetting some of the effects of the 
has been gaining in popularity and was second choice decline in current marriages. In other words, the retailers 
among customers with a 28.9 percentage, which repre- have now begun to compensate for decreasing sales to 
sent a 15.5 per cent hike over 1950 figures. Platinum engaged couples by sales to those married in previous 
was next with 6.1 per cent and palladium gained slightly years. An important consideration in this market is that 
over 1950’s .6 per cent to reach 1.3 per cent in 1952. each sale offers a bigger opportunity, dollar-wise, than 
The 1952 survey of the wedding market included the the sales to younger couples. Why? Because the post- 
question: “What percentage of your engagement ring marriage engagement ring is usually purchased by men 
sales appear to be belated (married men buying their in their most prosperous years. 
wives the diamond ring they failed to provide to the time Diamonds still reign supreme as the number one stone 
of engagement) ?” choice for engagement rings. Of all the jewelers queried 
on the question: “What percentage of engagement ring 
Percentage of Percentage of sales were of stones other than diamonds?” only 1 per 
those replying post-ceremony sales cent of the customers requested stones other than dia- 
91.2 said 2% monds. Among these stones, in order of their choice by 
29.1 said 10% customers, were: zircons, pearls, rubies, sapphires, 
15.9 said 20% emeralds, opals, etc. 
2.4 said 30% The diamond still reigns supreme! 
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Diamond Educational Ads ‘amend 


by Maynard Love, Mgr, 
Crosby Jewelers 


Diamonds Mined 
in All Colors 
No Such Thing 


As A Standard 
Diamond Color 


reate Confidence and Sales 


Consumer confidence in the jeweler can be created off the 


premises via educational-type diamond ads—ads which help 


There isn't a standard color for 
diamonds as some people think. 
Diamonds are mined in a varie- 
ty of colors and shades includ- 
tng blue, green, yellow, white. 
brown. pink and red. One of the 
world’s most famous diamonds 
is the Dresden Green, an apple 
green stone of 41 carats. The 
Hope diamond of 44% carats 
is blue. The 123 carat Steward 
diamond is brilliant canary yel- 
low; so is the 128 carat Tif- 
fany. The Blue Tavernier, 68 
carats in weight was dark blue, 
darker even than the Hope dia 
mond. The Star Of The South, 
a@ 128 carat stone is white, while 
the 137 carat Fiorentine is 
golden yellow. Each of these 
famous stones is a masterpiece 
of beeuty in itself. The most 


establish the jeweler as a reputable connoisseur of diamonds. 


an average layman’s appetite for articles 
on diamonds is almost insatiable. Whether a diamond 
article appears in a national magazine or a local news- 
paper, it is almost assured 100 per cent readership. 
From the jeweler’s point of view, diamond articles 
, 1c ; } on colors of diamonds are 
keyed to the consumer market is highly beneficial. It i ced coon. 
creates interest in diamonds and possibly more diamond Many persona are confused by 
‘ ; ew : 19. the term “blue-white”. Perhaps 
sales. However, when a jeweler is the author of a dia > im five hundre 
. . — ° ° <2 : h the slighest ge of 
mond article he is not only creating interest in diamonds, biue. Yet the term “blue-white 
, ; ° . — sists as the s by 
he is directing that interest to his store. oe ag le Rieger B 
During the summer of 1951, Maynard Love, store wee San SS 
, ; —_ | wear J of Se alae alae ‘commana 
manager of Crosby Jewelers in Vineland, New ersey, Co oe ao 
felt he was a little tired of standard diamond advertise- course, is not 80. 

: , In respect to the term “bdlue- 
ments and began seeking a new, fresh approach. He soon & apt, & SS, Sole aae 
decided upon the institutional, editorial-type diamond 
campaign, which would feature facts and interesting in- white” which revesin any color 

; 1 tr of color other than 
formation about diamonds. | - Ng Fg hay A... 
‘The purpose of resorting to this type of advertising— are so rare that reputable 


mission has approved a defini- 

tion stating that no diamond 

° 9 . ° jewelers do not use the term to 

of course, we didn’t want it to appear as an advertise- represent their diamond atock. 
(Please turn to page 126) 





shou'd be represented as “blue- 


This ts the seventh of a series 
of articles by Maynard Love, 
manager cf Crosby Jewelers to 
heip you in the selection of one 
ef life’s peautiful possessions: a 

diamond. ADV. 
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by ee Leve, Mgr 
Crosby Jeweler re 


FOUR FACTORS WHICH 
DETERMINE A 
DIAMOND'S WORTH 


Know Your “Four C’s” 


Carat Ay eight That s the 

. x aret is 14 ne part 
an #. £. Fractions of t 
are measu ~_ nm “points”, 

100 ts the carat. Ger 
erally spea Ad the greater t 
weight, the more costly the 
stone. 
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How Much Does 
A Diamond Cost 


Asking how rouch « diamond 
as 
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by Maynaré Love, Mgr 
Crosby Jewelers 


Precious Stones Made 


Artificially—Good 
Ones, Too 
Diamonds, ~ ees 


Have Never 
Duplicated 
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Crosby Jewelers, Vineland, N. J., 
ran a series of 25 "diamond digest’ 
ads, left and above, to create in- 
terest in diamonds. The campaign 
consisted of straight copy designed 
to appear like a newspaper column. 


(Article prepared in cooperation with Bu- 
reau of Advertising of A. N. P. A.) 
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[xew’ NEW YORKER, May 16th 
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Through the use of a new instrument called the 
‘Diamond Magnascope,”’ Shreve, Crump & Low 
offers prospective diamond customers an oppor- 
tunity to see in dramatic detail a magnified 


view of the diamonds they desire to purchase. 


by EVERETT M. SMITH 


ie CRUMP AND Low Co., one of the 
largest and oldest jewelry stores in Boston, Mass., is prov- 
ing the point of the old saying—“Seeing is believing” in 
their diamond merchandising. Through the use of a 
new instrument called the “Diamond Magnascope,”’ 
developed by Bostonian H. P. Zeininger, the customer is 
able to see a magnified view of a diamond enlarged to 
the size of a grapefruit. He sees it with both eyes—not 
with one eye squinted through the ordinary 8- or 10- 
power jeweler’s loupe—sees it in all its scintillating bril- 
liance and color, magnified hundreds of times. 

It is possible to view both mounted as well as un- 
mounted gems in the instrument and to revolve the stones 
around so that the customer may view the gems from all 
angles. Thus he can be shown the comparison between 
two stones of similar size but of different qualities and is 
easily able to see and understand why one stone is higher 
or lower in price than the other. Flaws and other imper- 
fections in a stone are easily and clearly seen. 

But the store doesn’t stop there. After the customer has 
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The diamond magnascope was feg. 
tured in the Shreve display window 
and it attracted wide attention, 


A built-in Polaroid camera on the back of the magnascope pro- 
vides customer with an enlarged picture record of his diamond. 


selected the stone he or she wants, an actual picture of 
that stone, magnified just as the customer saw it, is 
presented to him in a picture folder. This only takes a 
minute and is done with a built-in Land Polaroid Camera 
on the back of the Magnascope. This camera permits the 
taking of a picture and providing a finished print within 
the space of a minute or so. Another simple attachment 
permits the stone to be photographed in full natural color 
and the customer may project these color transparencies 
of his stone in his own home. 

The instrument was used in a window display by 
Shreve, Crump and Low and attracted wide attention from 
passersby who could see and enjoy the dazzling brilliance 
of the gems as they revolved and their prismatic colors 
were magnified with all the beauty of their color play on 
the viewing screen of the Magnascope. Later the instru- 
ment was taken to Boston’s station WBZ-TV and in & 

(Please turn to page 137) 
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To increase sales and store traffic, Armstrong's periodically features men's jewelry in its windows. 


Ti jeweler who forgets about the mas- 
culine market except at Father’s Day and Christmas time 
is making a serious mistake, according to Robert Arm- 
strong, head of Armstrong Jewelers, Waco, Texas. 

For the past several years, Armstrong has used a 
periodic “spot promotion” under the title “A Man Likes 
Jewelry, Too!” to bring the sale of masculine items up to 
a far more respectable percentage of yearly volume. The 
store, of course, follows all seasonal trends in men’s 
jewelry merchandising, but in addition, utilizes “slow 
periods” through the year for the same purpose. The 
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by RICHARD LONGDEN 


net result has been that sales of jewelry as gifts for men] 
are constant throughout the year. { 

The entire promotion hinges on a simple but effective: 
display which is kept “in reserve” for use whenever win-7 
dow space is available, or it is felt that sales of men’s) 
jewelry are slowing down. As shown, the window con-9 
sists merely of a slogan sign, with explanation, measuring} 
only 12 x 10 inches suspended in the center of one of] 


(Please turn to page 135) 
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distributed, polished, sold... 
across both hemispheres . . . 
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: easier selling, greater volume. 
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VA A tremendous selection in all sizes 
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Jagersfontein collection \ \ Tr \\ i R Pp 
a Immediate Shipments 
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J A lower price scale 


Creators of the CIRCLE of LIGHT diamond 


BAUMGOLD BROTHERS, INC. 


62 WEST 47th STREET, NEW YORE-.CITY, NEW 2a 
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~~ 
—_ an affiliate of 


BAUMGOL 


Brothers, Ine. 





Diamond Tool Research Co.. 304 East 45th Street. N. Y. C. 


Los Angeles Office: 220 West 5th Street , Melee Plant: 305 East 45th Street, N. Y. ©. 











There are numerous retail jewelers throughout 
the country who will readily admit that they 
owe their existence today to the financial 


and merchandising support of their wholesaler. 


= us, for the moment, assume that there 
were no wholesalers in the jewelry picture at all. Now, 
what would it be like? Can you imagine having to con- 
tact all of the firms necessary to supply a jewelry store? 
How many hours a day would you have to devote to the 
task of merchandising your store? Think it over and 
you'll find that even if you DID have the extra time 
needed, you’d be paid very little for it. And your account 
with each individual supplier would be small indeed, 
meriting very little attention. But your account with the 
wholesaler is proportionately greater and highly valued 
and he prizes your business and gives it attention. 

You are an important cog in the wholesaler’s ma- 
chinery. He needs you and you need him. That arrange- 
ment brings about the perfect balance that means prog- 
ress, harmony and satisfaction. 

For example, if you’ve just started your business within 
the past couple of years, you already are fully aware of 
the advantages of dealing with your wholesaler. There 
is no need to dwell on how he helps you. You are con- 
stantly reminded of it. 

So this message will apply to those who have been in 
business for a few years at least, who may now be in 


their 10th, 15th or even 20th year. 


CLOSE COOPERATION IS THE RULE 


Your wholesalers’ salesmen are well known to you in 
most cases. You see these fellows often. You’re in con- 
stant touch with their home offices. You use them for 
quick fill-ins. You send them repairs. You contact them 
for financial reasons. You hear from them often. 

You spend a lot of time with wholesaler’s salesmen. 
They are the couriers of news in the area. They know 
the area well. The goods they show you are items that 
sell in the area, not 500 or 1000 miles away, but in the 
next town or within 100 miles. How many times, to your 
recollection, have you been tipped off to a “hot” promo- 
tion or idea by your wholesaler’s salesman? 

Any manufacturer who tries to sell a wholesaler on 
carrying an item that through his experience “does not 
sell in his territory” finds himself confronted with next 
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A Friend in Deed— 
The Wholesaler! 





by HENRY PETERSON, Presiden: 
Feature Ring Company, Inc. 


to the impossible. The wholesaler screens his lines and 
weeds out the “duds.” He does that for you and prevents 
your mistakes before they happen. 

Your wholesaler is your warehouse. How much greater 
would your inventory be if you did not have this quick 
and easy fill-in source? Suppose you had to carry an 
inventory to preclude the need for rush fill-ins or odd 
items? Frightening, isn’t it? 

This recalls a line from a letter we received recently 
in which a retailer says, “If my wholesaler doesn’t carry 
it, I don’t want it.” 


WHOLESALER'S EXPERIENCE IS IMPORTANT 


Very often, an inexperienced jeweler may be sold a 
line by an independent salesman, only to find that the 
sales talk was better than the demand for the goods. 
You know how costly that it. But your wholesaler needs 
to buy too much, in comparison with what you'd buy 
for yourself, to be careless about his inventory and the 
kind of lines that go into it. He has had too much experi- 
ence to be very frequently wrong. 

Recently our firm was co-sponsor, with three other 
firms, of an advertisement in this publication lauding the 
wholesaler and pointing up his importance to the in- 
dustry. The response was most surprising, not so much 
from the wholesalers, as from the retailers themselves. 
A number even related experiences in which the whole- 
saler proved his true and sincere interest in the welfare 
of the retailer as a customer and friend. 

A retailer, new in the jewelry business wrote recently, 
“When I opened my store, I had been a salesman. | 
knew next to nothing. My wholesaler merchandised my 
store with everything except two lines. They did prac- 
tically everything for me except check my accounts. | 
owe everything to them and even today, they’re more im- 
portant to me than ever.” 

What he omitted is the help they gave him with carry- 
ing the fiscal burden of the usual credit operation. We 
know of cases where the wholesaler’s salesman even helps 
the jeweler set up their windows, helps plan advertising, 

(Please turn to page 134) 
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Diamond Booklet 


to help make sales 





| say the 3l-page booklet, “The Day 
You Buy a Diamond.” is one of the most helpful 
Your Diamond Promotion also includes and interesting selling aids they've ever used. It tells the 
story of the diamond’s origin and significance, gives 


Two national advertising campaigns: : . ‘ 
helpful factual pointers on choosing a diamond. Order a 


1. The Engagement Diamond Tradi- 


tion—in Life, Look, The Saturday supply now to use as bill enclosures, and to keep on your 
Evening Post. 2. Diamonds as Gems : . 

of Fashion—in Vogue and Harper’s counter to give to prospective customers. 

Bazaar. 


Cost is $6 per hundred. For your imprint, add 
$3.50 for first hundred, and $1.25 for each additional 
hundred. If your store is in New York, add 2% New York 


Publicity in newspapers, magazines, on radio 
and television. 


Lectures throughout the country. 
City sales tax. 


Diamond 
Sales Manual .. . Helpful FREE booklet, ‘‘More . ‘ 
Potiers wane Tiemann ** Oedias trae Order from Diamond Promotion Department, The 
ty ge Ny agg OB Reuben H. Donnelley Corp., 305 East 45th Street, 
euben H. Donnelley Corp., 
45th Street, New York 17, N. Y. New York 17, N. Y. Please enclose check or money order. 


Tie in with this all-out promotion — keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 


FO 
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Oops—Careful! 


A DISCARDED MAT MAY 
BE A DISCARDED SALE 


This article gives some hints on 
recognizing good ad mats and how to 


customize them to your store’s needs. 


—_ jewelers are fully aware that mats 
can be a most effective sales tool, if they’d only know 
how to use them properly. Mats may be carefully agency- 
prepared for manufacturers and contain the best efforts 
of jewelry artists and copywriters and produced by the 
finest processes—yet they won't produce best results 
unless you, the retailer, know how to customize them— 
adapt them—to your own specific needs! 

Here are some of the factors which will enable you 
to recognize good “selling” mats, and some ideas on 
how to adapt them (or parts of them) to your own spe- 
cific needs. 

]. SELECTION. Select those mats—both from your 
syndicated service and from manufacturers, that are 
flexible and suitable to your own store. It will pay for 
you to give some time and thought in choosing those 
that reflect the character of your store and fit the pattern 
of your advertising—not the other retailer’s store. 

2. ATTENTION-GETTING ADS. ‘Advertisements con- 
taining pictures have been found to get more attention 
than those without. And those with big pictures—as big 
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by MAX FALK and PHIL KAHN 





NATIONAL 
PRODUCT 


A good ad mat for the jeweler is properly 
balanced so as to give correct emphasis 
between national product and store name. 


y 
ay 











NATIONAL 


as possible for the allotted space, are better than those 
with small ones! Long, single-column ads get less atten- 
tion than those using the same amount of space spread 
over two or three columns! Price display has good atten- 
tion value. Specific information and helpful suggestions 
attract more attention and reading than general claims 
—especially “shout” claims of quality. 

3. RIGHT SIZE. Don’t use a large size mat to sell a 
small-priced item. There’s no point in spending a lot of 
money on space to sell a $5.95 item. Your return might 
just pay for the space! 

4. HOW TO “TAILOR” MATS —LARGER OR 
SMALLER. Mats can be made smaller by cropping 
superfluous parts. Release entire mat to newspaper. 


(Please turn to page 138) 
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511 Fifth Avenue, New York 1/7, N. Y. 
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The Bixler jewelry store in Easton, 





Pennsylvania, increases sales by pub- 






licizing its heritage as ‘America’s 






Oldest Jewelers.” Recently the store 











was remodeled along Colonial lines to 









further create an historic atmosphere. 


















The Colonial front cails attention to the store's history, 


Sh cae el 











‘i 
= jewelry stores in the United States by WILLIAM LATTEMAN 

have achieved the status of a “public institution.” Bixler’s, 

in Easton, Pa., is one of those few retail stores. The of the founder. The other partners are Mitman’s wife and 
owners are justly proud of the store’s long heritage in her mother, Mrs. Arthur B. Bixler. “In fact,” said Mit. 
serving the public continuously since 1785. And Kenneth man, “the gray limestone used in reproducing the colonial 
H. Mitman, manager and partner, wisely calls attention front was obtained from a wall built in 1776. It was part 
to the store's history as “America’s oldest jewelers” to of the original construction of the First Reformed Church 
build prestige and confidence and ultimately sales. in Easton.” 

Recently remodeled, the store presents an unusual stone The oldest business establishment in Easton as well as 
front which provides a sharp contrast to the modernistic the nation’s oldest continuously-operated jewelry store, 
architecture of neighboring stores. The interior, a blend- Bixler’s made their re-dedication and 166th anniversary 
ing of the old with the new, preserves the colonial program recently an occasion of outstanding historical 
atmosphere. interest. The mayor cut a tape across the entrance to the 

“The front is as authentic as we could get it,” stated store during a ceremony in which the pastor of the city’s 
Kenneth Mitman, manager and partner of the store, now oldest church. the president of the oldest bank. which 






operated by the fourth generation of direct descendants (Please turn to page 141) 











The old and the new 
are blended in Bixler's 
to best utilize space and 
to point up the store's 
long standing tradition. 
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Strictly masculine in appeal is this unusual display. 


by MABEL C. OLSON 


_ a jewelry window that will pull a 
man up to a stop and hold his attention isn’t the simplest 
job in the world. But Jerome Margulis “Style notes on 
the cuff” window, though simple, inexpensive and tasteful, 
seems to show how it can be done. 

The window is at Stone-Margulis, on the busy Broad- 
way and Morrison corner in downtown Portland, Ore. 
With 60 feet of frontage along Broadway, the store has 
a powerful potential in its windows, and in them Margulis 
uses an active imagination and a winning way with words 
to good advantage. 

Margulis provides, in this men’s window, some striking 
canine portraiture by Walter Boychuk, neighboring 
photographer, as a long-range masculine attention getter, 
and he uses wood with the bark on to strike a rugged 
note. His use of specially-made French cuffs, credited 
to a nearby custom shirtmaker, Underhills, is a “natural” 
for the cuff link display. It is all too seldom possible to 
display actual jewelry in a manner that helps the cus- 
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Windows Tailored for "Man Appeal 


Women may do most of the shop. 
ping for Father’s Day gifts, but 
even the ladies will pull up to a stop 
if a jeweler shows exclusively mas. 
culine accessories in a setting 


that caters to masculine interests, 


FATHER'S DAY 
IS JUNE 21 


lomer to visualize the effect when worn, but Margulis has 
managed it here and at the same time he gives a worth- 
while boost for the style trend toward French cuffs. 

Margulis is in a position to know the value, to the 
jeweler, of the vogue for French cuffs, because the store 
specializes in cuff links and carries an assortment running 
from popular priced numbers with price tags attached 
to custom items in precious metals. Designs run the 
gamut from the most conservative to dramatic replicas 
of antique jewelry. The store will inscribe individual 
designs, set appropriate birthstones, or follow a custom- 
ers description of an idea. Sentimental messages, dates, 
etc., are often inscribed on the inside. These person- 
alized and custom services delight many women who have 
the problem of buying a gift for a man who has “every: 
thing.” All metals including gold and platinum are used, 
and some striking designs have been executed in gold- 
filled pieces. 

Stone-Margulis “does a job” on earrings too, and 4 
recent earring window was similar to the cuff link dis- 


_ play in having a catchy phrase—“This season all eyes are 


on ears” as its keynote. “Lend an ear” and “Lobular 
beauty’ were tossed in for good measure on that occasion. 
y 
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'! Hot item for the hot ~, days ahead! 


home drink mixer 











BE READY! ORDER THIS TRAFFIC-STOPPER NOW! 
THE HOTTER IT GETS, THE MORE YOU'LL SELL! 


| Before long, your customers will Many of your customers now 
: be thinking mostly about ways have freezers or freezer compart- 
to cool off. And this easy way to — ments for storing bulk ice cream 
make real soda-fountain drinks and fruit juices. And most of 
: willappeal to many. Super-duper — them have seen Hamilton Beach 
| malteds, fruit drinks or cocktails Drink Mixers on soda fountains 
: —here’s family fun that’s easy for years. It’s a pre-sold idea! 
Have plenty on hand. Order _ 


; _ 
tn 


Your market is ready made! from your wholesaler, today! 


features that sell! 


Big 16-ounce container delivers two full glasses 

















+ 
e Four-fold agitator blades cut hard ice cream 
e Powerful motor is time-proved top quality 
e Full size—not a toy. Stands 14!” high. Resists tipping 
e Simple switch—completely safe for children. AC-DC 
e Sturdy metal stand. White enamel, chrome trim 
me. $9950" 
\ 
Ss 
GUY) Jo Y\ RETAIL 
Re-freshes frozen Creamy malteds Smooth bar drinks, 
orange juice and milk shakes delicious fruit drinks 


HAMILTON BEACH [llixette” 


America’s fastest selling portable! Tailor-made | 
for customers with small kitchens—lower in- { 
comes. This powerful portable beats everything! — 
Makes every pot and pan an electric mixing 
bowl. Featherweight. 3 speeds. 2 beaters that 
$1975* snap out. Can be kept in a drawer or mounted 
nee ae on the wall. Smart black and silver 
bracket ang Package adds to sales appeal, doubles 


Includes gift box, 
screws for wall mounting. as a counter display. 





*Prices subject 
fo change 
without notice. 


‘ $9050* NEW HAMILTON BEACH 
TOP-PROFIT 39 eae: 


HAMILTON BEACH FOOD MIXER “** — 
63 ELECTRIC HAIR DRYER 


Easier to sell, because it’s easier to | ss / 
use! And to make your job even easier, e - w”.$ Display it and corner your share of 
this top-quality mixer sells for less. 3 = 3 g the huge home permanent market! 
At $39.50* retail, less juice extractor, All metal—no plastic. ADJUST-A- 
Hamilton Beach is your customer's STAND tilts to any angle. Dryer 
best buy. It’s also the best paying food lifts off stand for portable use. New 
mixer you can sell! The lower price HEAT CONTROL on top. Light, 
tag increases your market. And be- easy to handle. Two switches— 
Cause it is top quality, it stays sold. “on-off,” “hot-cold.”” AC-DC. 


HAMILTON BEACH COMPANY, Div. of Scovill Mfg. Co., Racine, Wis. 
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Needs of Christmas Sales 
Are Sown in the Summer 


A promotion can be more than just a 
device to build volume; Paul Leeds 
used this summer “gimmick” technique 
to get a line on his new customers’ 


The information 


gift buying habits. 


served him well as a buying guide. 


Wares A JEWELER takes over a store which 
is already a going concern, and within six weeks runs up 
a sales volume of four times the purchase price, his 
techniques merit attention. He’s demonstrated the often 
forgotten fact that a given location, storefront and fixtures 
may have potential far beyond that realized by an 
operator. 

Paul Leeds, of Leeds Jewelers, Highland Park, IIL, 
doesn’t profess to have a magic formula, but he feels that 
there’s a pretty good indication of his methods in the fact 
that his advertising budget during his first year of opera- 
tion in Highland Park was greater than the business’ 
gross sales during any year before he took over the store. 
He is careful to point out that this expenditure was just a 
small percentage, well within the limits of sound retailing 
practice, when compared with volume of business. 


WATCH SALES SOAR 


A specific and timely example of Paul Leeds’ merchan- 
dising touch is his “Christmas in July” lay-away event. 
Of course, it’s been done before. But it was worth doing 
again in this case because by August 1, 1952, after two 
weeks of this promotion, Leeds’ had already done more 
Christmas business in watches than the store did in the 
full holiday season the year before. 

Leeds had two ideas in mind when he organized this 
particular promotion. In part, he wanted to draw in 
advance on some of the Christmas gift-buying motivation 
of his customers, in order to build traffic in a compara- 
tively slow season. Even more important, he wanted a 
clear-cut indication of his customers’ gift-buying habits. 
He felt he needed this, because he had taken over the 
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Authorized ogency tor oil 
fine wetches including 
Hemilton, LeCoultre, Pe. 
Constentin, Gruen, Elgin, 
ete. 


From $18.75 te $2,000.00 
A fine selection of precious end 


semi-precious stone rings tor men 
ond women 







FOR HOLIDAY GIFTS 


me Fine jewels, pearls, end costume jewsiry 


FREE ENGRAVING on any 32, aii” HERE'S WHY you should shop NOW for 


Geese Christmas... In these next few weeks. 
° t i 7 you can reserve your selections for Christ. 
gift you se l is Our year mas delivery at your leisure. A small down 


payment will hold your purchases ‘till you 
want them. You can pay the balance 
weekly if you wish. Shop now and get in 
on the values. You'll be glad you did! 


Shop NOW And SAVE at 


LEEDS 


Leeds supports promotions with plenty of newspaper space. 


round policy. 


JEWELERS 


1864 Sheriden Reed, Highlend Perk 2-2028 














by BEN KRUSE 


store the previous November, only six weeks before 
Christmas, and hadn’t had the opportunity to do what he 
considered a proper job that year. 

This “market research” angle paid off. “Christmas in 
July” would have been a success even if considered solely 
as a means to obtain the advance information on customer 
preferences which guided Leeds in his buying for the real 
Christmas season, so useful did that information prove 
to be. 

Paul Leeds didn’t edge into his “Christmas in July” 
promotion. The store’s entire window was given over 
lo the event, with a big top sign, an animated figure 
seated at an organ, reindeer, sleighs, etc. Signs invited 
customers to come in and lay-away Christmas gifts to 
assure that, for once, Christmas shopping would be done 
“early.”” A 100-degree-plus heatwave just happened along 
in time to add some extra humorous effect to the Christ- 
mas slant. 


OUT-OF-STOCK ITEMS ORDERED 


By the end of the promotion, deposits had been taken 
on a drawer full of watches and other merchandise, and 
orders had been placed (and customers had begun lay- 
away payments) for a number of other items despite the 
fact that the store was out of stock on them. 

Paul Leeds had been a resident of Highland Park for 
several years before opening his store in this two-car- 
garage suburb north of Chicago, so he was in the for- 
tunate position of knowing his territory well. He realized 

(Please turn to page 141) 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
EW YORK 20, N. Y. 


London: 32/34 Holborn Viaduct 











RUBIES - STAR RUBIES « SAPPHIRES 





[CAT'S EYES - EMERALDS + PEARLS 


608 Fifth Avenvs 
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Small teaser ads (right) running in the 
front of the two Rochester dailies di- 
rected reader attention to the full page 
advertisements. The large ads featured 
elaborate artwork and an unusual format. 


‘Introducing... 


A New Store 
Meets Its Public 


by GEORGE E. TOLES 


How can the new owner of a well-estab- 
lished and widely-known jewelry store quickly and suc- 
cessfully establish his own identity in the community? 

This problem no doubt has faced more than one jeweler 
who has taken over a store long associated with a particu- 
lar name. True, the new identity can be established over 
an extended period through constructive merchandising 
policies. 

But it is to the greater advantage of the store to im- 
press its name and mode of operation immediately upon 
the shopping public, quickly breaking down barriers that 
new ownership might create and inviting consumer con- 
fidence and participation from the very beginning. 
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White’ 
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White’s, Inc., which recently took over Wilson’s Lead- 
ing Jewelers, Inc., at 151 Main Street East, Rochester, 
N. Y., found itself faced with just such a problem and ex- 
ecuted a unique promotional program that solved it ad- 
mirably. 

Sidney D. Heyman, manager of White’s, explained the 

(Please turn to page 142) 
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IN JEWELS 
Available on consignment for your special 
requirements. Platinum and gold Jewelry= 


precious colored stones, loose diamonds 


Specify price range desired. 


RAYMOND ABRAHAMS 


951 Fifth Avenue « New York 17, N.Y. 
VAnderbilt 6-0457-8 








Perhaps no department in the 
present-day jewelry store must “ser- 
vice its customers” more efiiciently 
than the photography section, accord- 
ing to B. H. Klein, Klein & Son, jew- 
elers of Montgomery, Alabama. 


“It has been our experience that 
photographic merchandising poses a 
special problem for the jeweler,” 
Klein said. “It is a field into which 
the jeweler cannot go only half way. 
I have visited many stores which had 
experimented with small camera de- 
partments, and given them up as un- 
profitable. In almost every instance, 
the decision to forego the camera de- 
partment was based on the fact that 
the jeweler was too preoccupied with 
other problems to devote proper time 
to the camera department, or carried 
so small an inventory that it had 
only casual appeal to the public. 
Neither of these situations will per- 
mit the camera department to suc- 
ceed. Instead, if he dips into pho- 
tographic sales at all, the jeweler 
should be prepared to operate the 
department with as complete an in- 
ventory, and as many services, as if 
it were a separate camera store.” 


With a commanding location on 
Montgomery’s downtown public 
square, Klein & Son has done just 
that—with a well balanced inventory 
which ranges all the way from sim- 
ple box cameras for “the youngsters” 
up to advanced professional equip- 
ment, such as movie sound projec- 
tors, movie cameras, darkroom en- 
largers, flash-equipped flash cameras, 
exposure meters, complex flash-light- 
ing equipment and other items. 


Backing up the complete inventory, 
which turns from two to three times 


Complete Inventory Plus Service Produce Photo Profits 


Complete service to its camera customers is the principal reason why the 





camera department of Klein & Son, Montgomery, Ala., has been successful. 


per year, is complete “service.” “We 
attempt to impress every customer 
with the fact that we are here to ser- 
vice him, no matter how much time 
is required,” a store official said. 
“We try to help our customers in 
every way possible to improve their 
photographic work, darkroom meth- 
ods, etc., by cheerfully answering 
their questions, suggesting new and 
better methods, reviewing the photo- 
sraphs which are the end-product of 
their skill, and by simple discussions. 
It is nothing unusual for an avid fol- 
lower of a photographic hobby to 
lean on the counter for as much as 
an hour, going over his problems, 
looking over new equipment, etc. 
“While a lot of time is consumed, 
we realized years ago that this is an 
absolute essential to goodwill, and 
that a lot of our customers come to 


us primarily because they know that 
just such service is rendered. We 
also take care of minor repairs in the 
department, including cleaning of 
shutters and lenses, adjustment of 
cameras, replacement of parts, and 
any other such accommodation, 
which we can carry out without 
power tools. Any major repairs are 
sent to the various factories. How. 
ever, anywhere from three or four to 
a dozen adjustments per day provide 
a lot of goodwill, which would be 
difficult to obtain from any other 
source. All of the specialized camera 
shops in the city give repair service 
in some degree or another, and there- 
fore, we believe that it would be folly 
for us to attempt to maintain a profit- 
able sales volume, without providing 
exactly the same accommodation,” 


Mr. Klein said. 





Test Tube Diamonds 


(From page 89) 


for the latter in examining the results of diamond synthe- 


sis experiments. 


Apparently none of the results, which may or may not 
have been effective, have seemed to be commercially prac- 
tical, even if the identification of the product as diamond 
is permitted to stand. The stones that were obtained 
were very costly, and so small in value, that no one, even 
though some may have been convinced that they pro- 
duced diamonds, has felt it worth while to undertake their 
In all cases with which the writer is fa- 
miliar we are sure the stones were not diamonds anyway. 

Some of the experiments have been pretty ingenious. 


manufacture. 
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sary. 


Sir Charles A. Parons believed that pressure was neces- 
He arranged to fire off a blank shotgun shell 


against the piston of a compression chamber which was 


filled with carbon. When this was unsuccessful he sought 


still higher pressures by discharging bullets into a taper- 


way. 


ing, carbon-filled hole in a steel block. Supposedly he 
obtained pressures of 5000 tons per square inch in this 
But no diamonds came out! 

Hannay (1880) whose “diamonds” stirred a bit of con- 
troversy a few years ago, when some diamonds labelled 
“hannay’s diamonds” were checked at the British Museum 
(Natural History) and found actually to be diamonds, 
followed a different route. He believed that an organic 
oil, heated under pressure in a sealed tube in the presence 
of sodium, potassium, lithium or magnesium, would give 
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FOR JUNE! 
* kor Brides and Bridesmaids 


For better business . . . for more profitable business .. . 

during June, the month for weddings, successful 
jewelers feature the jewelry for brides and brides- 
maids—TImperial Cultured Pearls. 


* The birthstone for June 


Pearls—the birthstone for June means pearl birth- 
day gift business . . . and the world’s most wanted 
pearls are Imperial Cultured Pearls. 


* For Graduation Gifts 





Imperial Cultured Pearls grow more beautiful 


with the passing years. Suggest a gift for graduates 
that will last a lifetime. . 


Pearls. 


A proven success ... 


. Imperial Cultured 


a sure traffic builder! 


Imperial’s Gift Pearl Promotion for jewelry 
stores. Write for full particulars on how 


you ean use this sensational promotion. 


©) ® 
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The World’s Finest—Known the 

World Over. It will pay you 

to become an Imperial 
Cultured Pearl Jeweler. 


Imperial Pearl Syndicate 


World's Largest Importers of World's Finest Cultured Pearls 


New York 


607 Fifth Ave. 


FOR May, 1953 


5 No. Wabash Ave. 


Chicago 


Detroit 
914 Michigan 
Theatre Bldg. 


Los Angeles 
607 So. Hill St. 
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Keepsake promotion helps Basch’s 


Lewis I. Benway, Pres., 








° . ° Basch’s Jewelers , 4 

Basch’s president stresses high quality Cleveland, Ohio a 4 
‘ , , Director, National 
and business integrity as reason Sonsini ieiiiiion 


for featuring Keepsake 


Rings enlarged = - 
to show detail Ss) 
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win National Brand Names Award 


Prominent Cleveland Jeweler says Keepsake ‘‘most important 
factor” in winning award and boosting sales. 





Keepsake 





America’s Largest Selling Diamond Rings 


QUALITY ... the hallmark of Keepsake Diamond Rings. The words “Guaranteed Registered Perfect 
Gem” appear on the Keepsake tag. 


WRITTEN GUARANTEE .. . the famous Keepsake Certificate of Registration guarantees perfec- 


tion in writing. 


NATIONAL ADVERTISING ... the strongest in the ring industry—and “dealer-localized” to 
produce sales results. 


POWERFUL MERCHANDISING .. .effective dealer sales aids include newspaper, radio, TV, 


point-of-sale, outdoor, direct mail and movie advertising. 


SALABILITY .. .the world-famous name KEEPSAKE is the name that’s most familiar and the name 
that sells the best! 







cunt OR 4 2iFuN, OF 
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Good Housekeeping 
t/a Yop « 





A\ 
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YOUR OPPORTUNITY FOR PROFIT! 


Write today for information concerning the availability 
of a valuable Keepsake Franchise in your tradimg area. 
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Kenosha’s ‘Watchdog’ Guild Reassures the Public 


A sturdy, determined band of nine 
jewelers at Kenosha, Wisconsin have 
organized a Jewelers’ Guild for the 
primary purpose of eliminating mis- 
leading and unethical jewelry adver- 
tising. President of the Kenosha 
Jewelers’ Guild is Chet Thelen of the 
Gottfredsen and Nicoll Co.; Pauline 
Larsen, Larsen’s Jewelry Store, is 
vice president; C. S. Hubbard is sec- 
retary and treasurer and Sadie 
Theit, Theit Jewelers, is recording 
secretary. 

The Guild has an explicit constitu- 
tion which clearly states the aims and 
purposes of the organization. Co- 
operative efforts to eliminate uneth- 
ical advertising is one of the main 
points. Institutional advertising pub- 
licizing the Guild is also stressed. 

If a member plans to advertise and 
is doubtful about the copy, he sub- 
mits it to the group, which in turn 
gives its opinion. If the member 
should decide to run the ad in spite 
of the Guilds’ recommendations, sam- 
ples of the ads are submitted to the 
Wisconsin Retail Jewelers’ Associa- 
tion offices for an opinion. The Guild 
officers will even make trips to other 
parts of the state to show the doubt- 
ful advertising to jewelers elsewhere 
to get private opinions. 

Furtherr :ore, the Guild also sub- 
mits copies of questionable ads to the 
National Better Business Bureau. 
Thus, the Kenosha Guild gets opin- 
ions on questionable advertising from 
a wide variety of sources. The ad- 
vertiser who prepared the ad in ques- 
tion is then confronted with these 
opinions, which represent a broad 
view. 

The reputation of the Guild for 


fairness and thoroughness of inves- 








The Kenosha Jewelers’ Guild usually runs a weekly ad, three columns wide 
and about ten inches deep, which promotes the member stores as a group. 


tigation is such that most jewelers 
in the Kenosha area now accept the 
Guild’s decisions on questionable ad- 
vertising, and usually only publish 
ads counter to their opinion when 
they have obtained other well quali- 
fied opinions from other authorita- 
tive sources. 

The local newspaper staffs, too, co- 
operate by informing advertisers that 
it is a good policy to check adver- 
tising with the Guild at times where 
there might be a difference of opinion 
on the ethics of the copy. 

The meetings of the Guild have 
not always been harmonious on the 
advertising problem, but these dis- 
cussions are carried through as group 
discussions in the open for the bene- 
fit of any member of the trade who 
wishes to attend. 


The by-laws of the group provide 
that any member planning a mer- 
chandise promotion submit it first to 
a special Guild committee, which con- 
sists of four members including Sol 
Hillman, the chairman. 

Officers of the Guild believe that 
their “watch dog” attitude on mis- 
leading advertising is a safeguard 
and a protection to the public, which 
in turn helps to build public conf- 
dence in the jeweler. 

Every member of the Kenosha Jew- 
elers’ Guild uses an identifying em- 
blem on his front door. In addition, 
the group advertises as a unit in the © 
local telephone book and about once 7 
a week in the daily newspaper. Dues ~ 
are $6 per year; the advertising fund 
requires that each member pay $8 
monthly. 


a 





Karabacek, who claimed at that time to have made a %4 
carat diamond by a process not unlike some of the older 
ones. He used a mixture of iron filings, slag and carbon, 
which was melted and put in a chamber under a compres- 
sion piston. Carbon under high pressure was introduced 


diamonds. After his tv »es were welded shut, they were 
heated to red heat in a iurnace, and maintained at that 
temperature for hours. Some exploded (and wrecked 
the furnace), some were empty when they were opened. 
The one tube in which he found what he has claimed were 
diamonds, was partially filled with a black mass of lithium 
and carbon, containing some glassy fragments. He crushed 
the material for examination and encountered hard stones 
at that time. Since that time others have tried the experi- 
ment, but none has made diamonds as yet. There is no 
question about the nature of the material examined at 
the British Museum, but the identification of the material 
as being actually fragments from the Hannay experiments 
has never been proved. 

Nothing has been heard since 1937 from a Viennese, 


into the chamber in some gaseous form. The pressure 
was then raised to 15,000 atmospheres (15,000 times sea 
level air pressure) for a minute and a half. Then the 
heat and pressure were allowed to fall. This raising and 
lowering of the pressure were repeated several times with 
each batch, to give the crystals time to grow. Although 
it was thought, in 1937, to be a possible method for dia- 
mond synthesis, it has not been followed up, so it too was 
probably just another false alarm. 

The secret of diamonds has so far eluded the scientists. 
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The reputation of Borrelli has been achieved by consistently 


maintaining complete assortments of Cultured Pearls — both in necklaces 


and loose — in all sizes, colors and prices to meet every requirement. 


Sold through Wholesalers 


a epaenRtrRE LE 1 Cen 23 


MF OCR ree RS 


665 Fifth Avenue, New York 22, N. Y. © Telephone MUrray Hill 8-0648 


eB AGC AG O : an © ae ae, ae eae a Pa ° T.O.K YQ 


® illustrated above, in actual size, is our world-famous cultured necklace, “The Princess 





of Polynesia’ 








Some day the key may be found, but the future in which 
the present-day jeweler is interested is surely secure. 
Manufactured diamonds of gem size and quality lie well 
in the future, if they lie there at all. The high refractive 
index, perhaps even the whiteness, have been matched by 
other materials, but for these properties along with the 
hardness and durability the diamond still reigns supreme 
without any rival evident on today’s horizon. 





Utilize Your Windows 
(From page 91) 


attractive and eye-catching manner. The accompanying 
sketches show three different types of diamond displays— 
each only one of the many possibilities of each type. 
Sketch A indicates a modern style of presentation mak- 
ing use of a modern art form—the mobile—in this case 
designed to include such romantic motifs as wedding bells, 
pierced heart and a new moon. One diamond ring in 
its box is also suspended from the structure. Diamond 
rings are shown on fabric covered cones which carry out 
the modern design feeling and also bring the rings closer 
to eye level where they can be seen to best advantage. 
You will need someone a bit clever in working with wire 
to construct the mobile. It is composed of two or more 
crosseg wires (rather heavy gauge wire) suspended from 
a single wire hanging from the ceiling. Cut-outs of thin 
metal and wire are suspended from the main wires or 





fastened to them so as to balance one another. The 


Embarrassing Moments 


Slips of the tongue can be embarrassing and Mrs. 
W. M. Lawless, Stanley Credit Jewelers, of Macon, 
Georgia, can attest to this. 





One day a man entered the store and stopped at 
the ladies’ watch showcase. Enthusiastically, Mrs. Law- 
less approached the customer and quickly followed 
her greeting with the remark, “Could I show you a 
nice wife for your watch?” A bit off balance from 
her scrambled approach, one can readily imagine 
her further surprise and embarrassment when the 
man replied, “That is just what I need, she went off 
with somebody else while I was in the service!” 

Write us a note about your unusual business experience 
(Literary style is unimportant) $5 wili be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 42 
St.. New York 17, N. Y. No manuscripts returned; all 
become property of JC-K. Jeweler’s name and town will 
be used in story unless request is made to omit it. 
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whole unit must hang freely so that the slightest air cur- 
rent will give it motion. Your own ingenuity will suggest 
variations from the design indicated and there is no limit 
to the individual possibilities. The cone ring displayers 
can be turned from wood and covered in velvet or silk by 
one of your display material suppliers, or you can make 
inexpensive ones from heavy paper—bristol board would 
be good—forming them like a paper cup and gluing the 
seam. These could be covered with velour paper or with 
fabric. 


EMPHASIZE PRACTICAL ASPECTS 


Sketch B introduces a romantic note with its back- 
ground photograph of hands and the coy pair of love- 
birds in the foreground. The copy however should em- 
phasize the practical aspects of making a diamond pur- 
chase. The display pads carry selections of rings in dif- 
ferent price ranges with prices clearly indicated on small 
folded cards. You may find it possible to obtain an ap- 
propriate photograph from one of the commercial photog- 
raphy studios. The act of placing the ring on the finger 
of the bride-to-be is a popular subject. If you can get 
such a picture, it can be enlarged to whatever size you 
wish and mounted and matted or framed. It might be 
nice to have it printed on blue tone paper giving it an 
overall tint. If you cannot get a stock print, it should not 
be too expensive to have a local photographer pose and 
take the picture for you. The love birds are not essential 
to this display, but if you can find a pair of sculptured 
or stuffed birds, they add a bit of charm to the display. 


The window copy will of course be dictated by your owp 
diamond promotion slant, but it should be good strong 
selling copy. | 


EDUCATIONAL DISPLAY 


Sketch C is one suggestion for an arrangement of an 
educational diamond display. Such informative displays 
should definitely be included in your diamond selling pro. 
gram. People are interested in examining such displays 
and consumer appreciation of value and cost is bound to 
be increased by such showings. Here,-the four important 
points of judgment of diamonds—color, clarity, cutting 
and carat weight are explained and so far as possible, 
demonstrated, in four shadow boxes suspended near eye 
level from the window ceiling. Copy appears on the back 
panel of the box and tools, rough stones, models, photo. 
graphs and whatever other material you can gather js 
arranged on the floor of the shadow box. In the fore. 
ground of the window a large magnifying glass is placed 
and focused so that the passerby can examine a stone 
under magnification. Copy streamer across the top of 
the window identifies the display as “Store Name’s Dia- 
mond Exhibit” and a large copy card in the center fore. 
ground gives general informative copy. Diamond rings 
are arranged in ring pads and on cone displayers on the 
window floor. Your diamond supplier should be able to 
give you help in arranging such an exhibit as this. After 
the showing of a week or so in the window, the shadow 
boxes might be put on view inside the store. 




















35 years of service to leading jewelers 








Comprehensive Selections 
of Fine 
PRECIOUS STONES 


Emeralds, Rubies, Sapphires, 
Star Rubies, Star Sapphires, Catseyes . . . 
Loose or in exclusively designed 


Platinum Diamond Mountings. . . 


” eis ry F a 


RODIMSON & SVERDLTA INC. 


y —-~—-< 
lynporters © Cutters ‘ Preei S ? 
porters utters of, frecious Stones 
SS ——— 


610 FIFTH AVE., Reckefeller Center, New York 
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‘CLOCKS | 


Send for color brochure showing all 39 Herschede designs. 


THE HERSCHEDE HALL CLOCK COMPANY 
CINCINNATI 6, OHIO 


New York OnKe and Showroom — 37 West 47th Street | 


Ww 8 like Soren oe dees you fours hn : : : 
wound Herschede and electric Revere ele cks. . 






: if icent tfl loor eloc < 
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1elp to attract he 


No. 294. English |8th 
Century styling at its 
magnificent best. 
86!/,” high. 

With, three chimes, 
retail $1400. 
Westminster Chimes, 
retail $1200. 


West Coast prices 
slightly higher. 





Retail $45. 
No. 804. Same design with 


Westminster Chimes. 
Retail $65. 


No. 704. Hour and half 
hour strike. 133%” wide. “" 






Available through 
Authorized No. 160. True to 
Herschede and Revere simon Willard tra- 
Distrib ditions. A great 
istributors favorite. 26” high. 

Retail $32.50. 


















No. 52. Soft and . “h 
loud alarm in co!- a ‘ 
ors of blue and 4 


gold. 334” high. 
Retail $9.95. 
No. 106. Jeweled ac- 
curacy in a stunning 
metal case. 6!/4," 
high. Retail $70. 


Prices do not include tax. 


CABOT 


Stately, inspir- 
ing Gothic 
design. 

80’ high, 
Westminster 
Chimes on 
five tubular 


ells. 
Retail $700. 








R-935. Charming in its 








: If your customers prefer electric, they 1 pre- 7297 ts 
fer Revere floor, grandmother, mantel and | SiS waetminctee 
table: Clocks - — Se gs 7 ie true Weet- Chimes. Retail $70. 











West Coast 
price slightly 
higher. 









THE REVERE CLOCK CO., CINCINNATI 6, OHIO wide, 





Smartly, brilliantly modern. 19” 
Westminster Chimes. Retail $62. 
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Diamond Educational Ads sessions: a diamond.” 
Well. what were the results of this educational adver. 


(From page 98) — . 
pag tising? Love stated, “The campaign, I felt, was sy¢. 


ment—was to educate the buying public so that they cessful and it certainly created interest in diamonds 
would know more about diamonds when they decided to Many people commented on our diamond series while 
buy one,’ Maynard Love stated. “I wanted this series of others came in the store to ask questions about dia. 
diamond articles to seem like a newspaper column and monds, including their own. As far as it resulted in ap 
not as an ordinary ad.” increase in diamond sales, I can only say it certainly 
A series of 25 ads were prepared by Love, who is a helped when the articles were shown to customers after 
student of the Gemological Institute of America, and they they came into the store to look at diamonds. It might 
were published between October 15th and November 15th. have been a means of bringing them in because sane 
The campaign consisted of straight copy—no art work people said they had read some of the articles in the 
was used—and was based on factual condensations of newspaper. Also, some people asked to see large dia. 
newspaper stories, magazine articles and excerpts from monds so as to see their beauty.” 
technical books. Unquestionably, the “Diamond Digest” ads stirred jn. 
“We started the ads in October before the Christ- terest in diamonds as well as building confidence jn 
mas season,” Love observed, “for the purpose of creating Crosby Jewelers. By openly displaying his knowledge of 
a desire to buy a diamond for that holiday and also to diamonds, Love proved himself to be a connoisseur of 
reach those people who had already decided to buy one.” this precious gem and a person to whom people could turn 
Each of Crosby’s educational ads—called “Diamond with confidence. 


Digest” —was well written and easily understood. Each 
day the series covered an interesting aspect of diamonds: 


mining, cutting, grading, cost, etc. One typical ad covered , - — 
; =. , ' ! N—S 
the subject of “Four Factors which Determine A Dia- BA THER'S DAY SUGGESTION unce most men take 
ete Bled Kies tela tele sls pride in their carving ability, the Bridge Jewelry Co., 
th ; a coe siieate Kast: Uhiciaas: tie Nenad ep C's Inc., Springfield, Illinois, ran an ad which featured two 
a ee ee ae a a ee ee carving sets. The copy read, “Here's a real he-man gift. 


ee — 


i.e., carat weight, clarity, color and cut. As in the other Select a set for Father at the Bridge Jewelry Co. For the 
ads, the last paragraph: “This is the fourth of a series of gourmet or sportsman—a carving set especially designed 
articles by Maynard Love. manager of Crosby Jewelers. for steak, game or fowl.” The balance of the ad described 
to help you in the selection of one of life’s beautiful pos- and priced several types of carving sets. 
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“A procession of beautiful volumes, each 

handsomely bound and illustrated, each 
befitting this once-in-a-lifetime occasion 
... for your gift counter or as a premium 
gift from you to the bride. Pages include space to record all 
important data, photo sections, gift sections for listing of silver 
and china purchased from you complete with number stickers, 
and other Gibson extras. Start the Bridal March to your store: 
send today for an assortment of Gibson Bridal Books. 


CR Cebser AND caniniites 


Publishers *« Norwalk, Connecticut 
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For sheer belua the lovely Linde Synthetic 

Star Ruby featured in this exquisite ring deserves an award! 
Set ina 14K White Gold ring with four 

diamonds it’s sure to be the leading attraction 

in your showcase, Q production that will 


rate rave reviews from your customers. 


Also available set with Linda Synthetic Star Sapphires 


and Chatham Synthetic Emeralds. 
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: , 2 Garden Street ®)) [ \ = 
| Uaned States snd Consde Newark 5, N. J. Member American Gem Society 














Feature protitable, fast selling, quality 
jewelry and rings set with 


LINDE STARS 


(synthetic) 





Ask your favorite supplier for *LINDE STAR jewelry 
featuring star sapphires and star rubies 


CHARLES F. WINSON 


580 FIFTH AVENUE Distributes NEW YORK 19. N. Y. 


COlumbus 5-2656 











*The term "Linde" is a registered trade mark of Union Carbide & Carbon Corp. 
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Fashion ‘Know-How’ 
(From page 92) 


of dollars poured into the cash registers of the cosmetic 
industry which sells changing ideas of beauty in com- 
plexions and hair colors; think of the fantastic amounts 
of money collected by the perfume people who constantly 
sell beauty and allure. Oh, I’m not suggesting we copy 
them in their sex selling! Of course they have to sell 
harder! After all, perfume evaporates, and diamonds are 
forever. But perfumers certainly know how to collect 
their quota of business dollars, and on a disappearing 
product too! 

Now, diamonds actually do flatter complexion tones 
with their wonderful radiance. Diamonds actually do give 
brilliant depth to eyes by mirroring their own brilliance. 
Diamonds actually do bring out hair highlights with a 
sparkling halo effect. We should sell women these simple 
truths, over and over again. 


IT'S UP TO YOU TO SHOW THEM HOW! 


This is a fashion year of femininity, and women are 
supporting their fashion choice by buying all the things 
that express femininity: silk-stroked woolen fabrics, glit- 
tered silks, frothy flower prints, fragile pastel colors, a 
flower “Tulip” silhouette, and delicately designed jewelry. 
When we suggest a fashion slant in selling diamond 
jewelry, we are not suggesting a high powered, time-con- 
suming campaign. We simply suggest that you consider 
the present buying habits of women, and go along with 


them. Simply give women what they want, but give it to 
them plus the added irresistible appeal of diamond 
jewelry. And give them this fashion selling in your adg 
windows, and at your counters, at the point of sale. | 

We'll now elaborate a little further, but for brevity’s 
sake we'll work only with the upper part of the body, the 
throat and head. 

This is a fashion year of femininity, and more dear to 
feminine hearts than ever are fripperies to wear in the 
hair; colorful bits of ribbon, fluffs of tulle, flower sprigs, 
veils, and what-men-call, ridiculous hats. This year too. 
with so much fashion interest centering on the coronation 
of England’s Queen Elizabeth, hair ornaments of every 
description are tempting great new numbers of women, 
We suggest you do these simple things in a fashion ap. 
proach to women: 

Show them how the pretty things they are wearing in 
their hair can be enhanced with diamond jewelry. Show 
them how diamonds actually look, fastened to veils and 
ribbons. 

Show them how a diamond pin on a plain pillbox hat 
can create a high style “Coronation” effect. 

Show them how a diamond pin can create an evening 
tiara clasped to an ordinary stiffened velvet or ribbon 
head-piece. 

Show them how diamond earrings can double as clips 
for many versatile style effects. 

Show them how diamonds in pins, clips, or double-take 
earrings, when worn high at the throatline, will dramatize 
the new “Tulip” silhouette. 
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CABLE-TOW CRAVAT PINS 


for ALL Masons 


THEY'RE TEU! 


THEY'RE SENSATIONAL! 


THEY'LL REALLY SELL! 


FOUR STYLES 





# 930-1 
WORKING TOOLS 


#930 





Cable-Tow Cravat Pins on sight. 


\Werrertine IBS erry & CO. 


MEMBER 





#¥ 930-3 
MASONIC CANE 


#930-2 
SPRIG OF ACACIA 


Sure to be best sellers are these handsome 14K gold 
cravat pins. They’re a new idea that 
will catch on like wildfire. 


This handsome display card will sell your 


#5 keystone 


AMERICAN GEM socieétTt ¥ 


8 ROSE STREET, NEWARK 8, N. J. 
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And always and forever talk about the physical flattery 
djamonds will contribute to their own beauty! . 

There is on the market a noticeable trend toward dia- 
mond jewelry designed to grow in size from a single dia- 
mond to a magnificent grouping of diamonds over a 
planned period of time. This add-a-diamond idea (we 
how to the pearl people) has advantages for both the re- 
tailer and consumer. The consumer starts with a reason- 
ably priced, but smartly styled piece of jewelry featuring 
a solitary diamond and watches it grow in size, beauty, 
and value with each additional diamond purchase. The 
retailer enjoys a repeat business with his favorite kind of 
customer, his diamond customer, and best of all, from a 
fashion point-of-view, he has an unequalled opportunity 
to open the big, mass pocketbook. 

For too long a time, jewelers have directed their major 
diamond promotions only to their engagement and bridal 
customers, when all the time, there is a vast number of 
women who will buy diamond jewelry all-year-around 
with a little fashion provocation. 





"Series merchandising" makes it easy to match the cus- 
tomer's purse with her favorite design in a fine dia- 
mond watch. Lady Elgin Fleur de Lis line; $125 to $295. 


Consider the teen-age market, for instance. Within the 
next few weeks our teen-age group of high schoolers will 
be getting ready for the most important proms and formals 
of their young lives. Graduation gifts are being selected 
for them and diamond jewelry should be right at the top 
of the gift list. Tiny diamond earrings in invisible set- 
tings are a perfect fashion choice for young girls, an- 
ticipating with breathless wonder, their first chance to 
wear earrings ... to them, sparkling evidence that they 
are now women, and probably far more important than 
a paper diploma. Parents will like the idea that diamonds 
which can be gift-added in future years will “grow” the 
earrings into a jewelry treasure that will last for a life- 
time. The same sort of fashion appeal will help sell 
“growing” diamond bracelets, rings, pins, and so on. The 
simplicity of the single diamond design makes this dia- 
mond jewelry in good fashion taste, even for these young, 
young customers. 

Diamond charms are another excellent way to build 
fashion interest in diamonds. Considering them for 
graduation gifts, we should show a variety of style-ways 
in which they can be worn, such as a dazzling dangle on 
a starter-charm bracelet, attached as a pin or brooch 
pendant, worn pendant fashion on a throat ribbon, or in 
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WAKMANN WATCH WAYS 


TO GET MONEY, 
GO WHERE 
THE MONEY IS! 





by Ickho Wakmann 





In front of the largest bank in 
Paris, there sits an old vender of 
chestnuts. He sits from 7 in the morn- 
ing to ll at night, for he does not 
wish to lose a single sale. One day, 
this chestnut vender was approached by 
a friend. "Lend me," said the friend, 
"100 francs." "No," answered the 
chestnut vender. 


"Just 100 francs," ¥ pleaded the 
friend. "I cannot," replied the chest- 
nut vender. "Why not?" persisted the 
friend. "Because I have an agreement," 


answered the chestnut vender, "I have 
an agreement with the bank. I do not 
lend money -—— and the bank does not 
sell chestnuts!" 

Like the chestnut vender —— and, like 
the bank -—— the Wakmann Watch Company 








follows the time-—proven principle: 
otick to your business. We have built 
our reputation, our name, by selling 


ONLY through jewelers. Retailers of 
groceries, drugs and hardware are fine 
merchants. But only ina jewelry store 
can the public buy a Wakmann watch. 
Jewelers who handle the Wakmann line 
can tell you how this business policy 
pays off, in profits. It is one of two 
famous Wakmann policies. The other? 
The Wakmann One Year Repair Policy, 








which -— except for watches’ like 
chronographs -—— applies to every 
Wakmann,. 


To see the latest Wakmann styles, you 
need only request our catalog, the 
1953-1954 "$20,000 Show Case". It is 
packed with models like our new, de 
luxe waterproof automatics. Our widely 
respected Braille watches. Our fasci- 
nating models for nurses. And, dozens 
and dozens of outstanding dress and 
specialty watches for ladies and gen- 
tlemen —— all with the Wakmann 17 jewel 
Incabloc movement. 

Whatever else you do today. be sure 
to write for your copy of the new Wak- 
mann "$20,000 Show Case". It is to 
ycur distinct advantage to have it now! 


1s tls nnn 


“The Only Incabloc Watch With The One Year 
Repair Policy” 
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Of course you can’t hide from all the risks 
you are subject to as a jeweler. You don’t need 
to when you are protected against the possi- 
bility of loss by a JEWELERS’ BLOCK 
POLICY from the Saint Paul Companies. 


This practically ‘all risk’’ coverage was 
pioneered by the Saint Paul Companies. It 
gives you greater security and peace of mind 
because you know you are protected against 
the hazards you face as a jeweler. 


Your Saint Paul Companies’ JEWELERS’ 
BLOCK POLICY is patterned for your specific 
operation—eliminates the necessity of several 
policies for limited amounts. Find out about 
this specialized protection today. 


SEE YOUR ST. PAUL AGENT OR BROKER 


ST. PAUL FIRE AND 
MARINE INSURANCE 
COMPANY 





MERCURY 
INSURANCE COMPANY 


PACIFIC DEPT. 
Mills Building 
San Francisco 6 


HOME OFFICE 
111 W. Fifth St. 
St. Paul 2, Minn. 


EASTERN DEPT. 
90 John Street 
New York, 38, N. Y. 
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top teen-age fashion, sparklingly clasped to a ribbon in 
the hair. 

There used to be a time when graduation day brought 
youngsters their first watch, and in some instances this 
still holds true, but for the most part, today’s pampered 
progeny get their first Mickey Mouse watch along with 
the first hammer at about the age of two, and they have 


really graduated to diamond watches by the time of 
graduation! 


All of this “growing” type of diamond jewelry is suit. 
able for women of every age group, from teen-agers to 
grandmothers, and can be slanted to all of them with 
direct fashion appeal. It is a “natural” for all kinds of 
special occasion gift selling, and a “natural” for appealing 
to the vast numbers of working women and career women. 
These women have their own money to spend, and often- 
times their husband’s money as well. This is a market 
which can afford steady budget payments in order to 
own top fashion diamond jewelry, and fashion is as much 
a part of their living as the air they breathe. Speak to 
women in their own language! Watch your diamond 
sales grow! 











Can You Tep This? 


A window shopper stared meditatively at a window 
display of a jewelry store in Boston’s exclusive Back 
Bay area. The object of her meditation was a dis- 
play of watches. 


A stranger approached her, begged her pardon, 
and asked if she were interested in purchasing a 
watch, If so, he could tell her where she could obtain 
some of the best, standard advertised brands at 
“wholesale” prices. The woman said she was not 
interested and entered the jewelry store. 





This did not deter the man, and he followed her 
into the store, chatting amiably as they approached 
the watch department. She asked to see men’s 
watches and the clerk, who assumed the two were 
together, got out a tray from the showcase. The 
street salesman, in the meantime, asked for and re- 
ceived a slip of paper. He proceeded to write as the 
clerk showed the woman a selection of watches. Then 
handing the lady a note, the man tipped his hat and 
left the store. 


The confidential note revealed the address of an 
upstairs “wholesaler” where she could get watches 
at “greatly reduced prices.” 


Write us a note about your unusual business experience 
(Literary style is unimportant) $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 42 
St.. New York 17, N. Y. No manuscripts returned; all 
become property of JC-K. Jeweler’s name and town will 
be used in story unless request is made to omit it. 
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Keys to Confidence 
(From page 85) 

products in many lines. Directly in the center of the ad 
he planted this point: “When choosing your engagement 
stone remember that color, cutting and clarity, as well 
as carat weight, contribute to a diamond’s beauty and 
value. It is important to seek the counsel of a trusted 
jeweler.” . 

There is still another important aspect of confidence- 
building that cannot be overlooked. It is yourself! A 
jewelry store is nothing more or less than its owner. The 
store’s merchandising practices are often a reflection of 
the jeweler’s personality. The prestige he enjoys as a 
private citizen in his own community is carried over to 
his business. | 

Many jewelers are active participants in community 
life. Many direct or associate themselves with charitable 
appeals and respected causes. While participating in 
these civic activities, the jeweler gets to be known and 
his way of doing things becomes apparent to others. It 
is an ideal opportunity to demonstrate his mettle and to 
impress his fellow townsmen as a man of integrity. As 
an individual, and a business man, he has the public’s 
faith and confidence. And who can blame a person for 
buying a diamond in a store whose owner, let us say, 
is chairman of the local Community Chest drive? 

The path you decide to follow in creating confidence 
in your store can best be determined by you. But keep 
in mind that when people are shopping for a diamond 
they follow the path of greatest confidence. 





There is a Goleonda 

(From page 87) 
Marco Polo, writing about Golconda as early as 1292, 
remarked that “the flower of the diamonds and other 
large gems as well as the largest pearls are all carried 
to the great Koos and other kings and princes of this 
region. In truth they possess all the treasures of the 
world.” The name Golconda comes from a dialect form 
of “shepherd.” A shepherd is supposed to have led a 
prince through a forest. Coming to a sudden clearing 
and seeing the great hill at hand, the shepherd told the 
prince to build his fort there and he could defy the 
world. 

The shepherd said nothing about diamonds, of course. 
He couldn’t. There were never any diamond mines at 
Golconda Fort. For weeks now, I’ve been marking up a 
big railroad map with all the districts where diamonds 
are supposed to have been mined since the year 1000, and 
the pencil tracks are all over the place! I think you could 
stick a pin almost anywhere within 200 miles of Golconda 
Fort and sometime in history diamonds would have been 
found there! 

Of course, the region along the beds of the two famous 
rivers, the Kristna (old form, Krishna) at the south of 
the country and the Goldavari to the east, are places you 
read about in connection with the famous diamonds of 
the world. The Koh-i-noor, according to one legend, was 
found in the bed of the Godavari near where the river 
flows into the sea and the Regent was found at the Partial 
or Parteal mines on the Kristna. Missionaries from South 





























“BIRDS OF PARADISE” 
by Geo. C. Beckstein 
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% All Star rings are designed by an artist who 
anticipates the desires of milady and sets the 
fashion trends in jewelry. 


These opal clusters, one with opal ball side stones, 
the other with enamel trim, are but two by the 
same artist who created “Birds of Paradise’. 











BUFFALO 3, N.Y. 











India still talk about the old Parteal mines. The Kristng 
rises near Bombay, flows for 700 miles right across the 
lower part of India, and goodness knows how many 


ZY e e e o 
OD TOO diamonds it has washed along with it. “Among the water. 
worn pebbles of the Krishna” has been the legendary 


Offers the World’s place to look for diamonds. 


. In the 1500’s and 1600's, the kingdom of Golconda 

lg rg est Sele cTIO n of kept adding to its territory—diamond territory, of 
: course, and not by any doves of peace. By elephants of 
war. There was the neighboring kingdom of Vijayanager 

| n e (that’s not as bad as it looks; vee-jay-a means victory and 
nahg-ar means city.) It was ruled by an old Hindy 
For Every Purpose rajah and “diamonds were found in profusion in his 


territory. He kept only the largest, but when the heir 
presumptive fled he took three great chests full with 





For Sports * Science ° 
and Production Into this battle the Hindus poured 750,000 men and 


Sas demiichase 2000 elephants, and the King of Golconda and his allies 
had 325,000 men and 600 guns. Gunpowder was just 
coming into use. Golconda Fort mounted old iron cannon 
and explosive mines were brought from Europe, two or 
three at a time. In this battle, Golconda was one of the 
victors, and the spoils included territory. So, in time, 
some of her mines were “five days’ journey” from the 
citadel. All the production was brought there, however, 
and often the Prime Minister was the “receiving station” 
and evaluator. 














Write for the Latest RACINE 
CATALOG Just Off Press 








Just outside the walls of the old fortress are the 
tombs and mosques of roan — - _ 
Chronographs for Every Purpose. high ground in the distance the citadel was built. : 
| The fifth King of Golconda really made history. Feel- ff 
ing rich and secure and hating the idea of being “fenced 

* GUINAND and GALLET TIMERS in”—the outer wall of the Fort was eight miles around 
*& GALLET CHRONOGRAPHS | and the inner wall, three miles—he chose a garden spot 
_ along a river bank about five miles away and built a 

whole new city. It was named Hyderabad after one of 


JULES RACINE & COM aug hie eee angel a great success. On his next trip, | 


Specialists in Fine Timers — Since 1890 Tavernier, that intrepid traveling salesman for diamonds 


20 WEST 47th STREET, NEW YORK 36, N. Y. and precious stones, stayed in the new town and described 
it as fine and open, about the size of Orleans back home 


Featuring Fine Timers and 
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in France, with the river spanned by a fine bridge. Grad- 
ually Golconda Fort receded into its grim granite boulders 
and Hyderabad City flourished. Today the name Gol- 
conda has gone from the maps. But to get back into the 
17th century, all this time there was a lot of empire-build- 
ing going forward from up north in Delhi. Here reigned 
“the richest rulers in Asia,” all those Moguls and shahs 
associated with the Koh-i-noor, the Peacock Throne, the 
Taj Mahal and other household words. The Peacock 
Throne, for instance, was begun by Akbar (ACK-bar) 
and stood in the Hall of the Private Audience in the Red 
Fort at Delhi. Another “first” for Akbar, who was the 
Great Mogul of history, had to do with Golconda. The 
Moguls were pushing their empire south. Golconda, at 
this time, middle of the 1600’s, was the richest city in 
the Deccan. Akbar began a campaign against Golconda. 
His great grandson, Aurangzeb (or-angg-ZEB), marched 
on Golconda in 1687. 

The eighth King of Golconda had mustered 50,000 
horsemen to meet the Mogul prince, but soon the enemy 
was within two miles of Golconda’s great wooden gates. 
Supplies were laid in for a year by the King. 

Aurangzeb, however, boldly issued a_ proclamation 
annexing Golconda to the Mogul Empire at Delhi and 
went on with the siege. But Golconda never did fall. 
After eight months, several of the King’s nobles went 
over to the enemy and the unbarring of just one of those 
iron-studded gates let in the horde! Aurangzeb, however, 
was not too harsh a conqueror. He came to the Fort to 
live for a while and built a lovely garden where I wan- 
dered under the apple trees. 


But in time the Mogul emperors no longer came in 
person. They sent governors to Golconda, and in 1724 the 
first of the Nizams (nee-ZAHMS), a title which means 
“administrator,” overcame the last of the Mogul gover- 
nors and founded a new dynasty. The present Nizam is 
the seventh hereditary ruler and was greatly respected 
and protected by the British. Today he is pensioned by 
the new State Government and has withdrawn from 
politics. 

There were big changes in Delhi, too. In 1739, Nadir 
Shah, the Persian, swept down from Teheran, conquered 
the city, and looted it of everything. He carried the 
Peacock Throne and all the big diamonds back to Persia. 
This was the Shah who got hold of the Koh-i-noor by that 
famous exchange of turbans between himself and his 
vanquished enemy. The Koh-i-noor, we are told, had 
never been officially named up to this moment. When 
Nadir Shah retired to his quarters and unwound the 
yards and yards of turban he had obtained from the 
last Mogul and the great gem finally tumbled out and 
lay flashing on the Turkey carpet at his feet, Nadir Shah 
gasped out “Mountain of Light!” and the great diamond 
was named. 

There are so many charming Indian stories that make 
sales conversation at the jewelry counter. 

This matter of naming big diamonds, for instance. 
We are told that it started with the Shahs, “who wear one 
faire diamond one day and lay it aside for another day.” 
Thus they would call for their favorite gems by name— 
“The Moon of the Mountain” on Monday, perhaps, and 
the “Sun Diamond” on Tuesday. When the Shah cele- 
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Truli-Fine combination pin and earring set pictured above 
is gold-filled . . . set in first quality machine-cut stones 


in all popular colors. It comes handsomely gift boxed. 


86 WEST EXCHANGE STREET PROVIDENCE, R. I. 
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You Get Incomparable Values! 


° Necklaces 


All sizes and grades from $15 to $5,000, Keystone. 
Memorandum selections sent on request. 


¢ Loose Pearls 
From 3 to 10 MM., all qualities. 


¢ Cultured Pearl Jewelry 


1/20—12K gold-filled; smartly styled to retail from 
$4 to $25. 

Orders accepted from wholesalers, jobbers, 
manufacturers and importers. 


Order now, for immediate delivery from one of 
the largest and most complete stocks in the country. 


NEPTUNE Cultured Pearl Syndicate 


Importers of ‘‘Oyster Grown’ Pearls of Finest Quality 


550 Fifth Ave., N. Y. 36 PLaza 7-0769 




















Your wholesaler has 
hundreds of appeal- 
ing Fisher charms 
which you can make 
up info custom- 


made bracelets 
like. this. 


J. M. FISHER COMPANY, Attleboro, Mass. 
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brated his birthday, the ladies of the nobility came to 
call on the ladies of the harem bringing embroidered 
robes and perfumes. In return, they took away handfuk 
of gold and silver coin, pearls, diamonds, rubies and 
sapphires. 

Mogul ladies wore as many as a dozen jeweled ring, 
on one hand and always a mirror-ring on the thumb fo, 
seeing how they looked. Tiny diamond ear-studs wor 
on the so-called “little ear’ which is the small musgle. 
extension right next to the cheek, are quite independent 
of regular earrings worn on the lobe. The tiny flange 
is pierced like the lobe and the diamond screwed in. 

Finally, what do you bring home for sourvenirs? 

Well, not diamonds, I’m sure. At least, not any of 
today’s obscure and scattered production. I was told 
that the Panna Mines produce some goods in sizes up to 
10 carats and of fair quality, sales being held once o; 
twice a year. Occasionally, you read that a big stone has 
turned up. In 1952, a 229-carat green diamond was 
reported from the Rewa district which is far, far north 
of Hyderabad, more than half-way to Delhi. 

If you want to buy a ticket on the Nizam’s railway, 
or hire a car and drive down a good road from Hyder. 
abad to the Kristna, I can tell you about where I think 
you'll be in fabled diamond country so you can get out 
and look around. But you won’t reach down and pick up 
any perfect octahedrons. Where would you do that, 
anyway? 





A Carob Seed from India 





Shown above is a carob seed from the carob tree. This 
seed, Dorothy Dignam reports, is still used to balance the 
jewel scales in Golconda. Very few jewelers have ever 
seen this unusual seed. 





A Friend in Deed 


(From page 104) 


supplying much of the ad material like mats and displays. 

These are the things that go beyond the boundaries of 
ordinary business. These are the reasons that many 
retailers are not just customers of their wholesalers but 
lifelong accounts. Ask a wholesaler who is long estab- 
lished how many jewelers have done business with him 
for more than 25 years and the response will be most 
amazing. One wholesaler has continued to maintain the 
nucleus he started with 35 years ago. 

These things don’t just happen. They exist for good 
reasons. Most of the reasons are outlined above. Many 
have been missed, for if all of the reasons were to be 
included in this article it would occupy a good many more 
pages than are in this publication. 
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Famous Diamonds of the World 


JONKER 

This South African diamond of magnificent quality 
and rare blue-white color weighed 726 carats when found 
‘» 1934. It was the first of the famous diamonds to be cut 
‘1 America and thousands of Americans have seen it, 
both in the rough form and as a handsome emerald. 
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The Jonker was found just three miles from the mine 
which produced the Cullinan, largest diamond ever dis- 
covered. But the Jonker was picked right up off the 
ground. A luckless digger named Jacobus Jonker, 65 
years old and father of seven children, wandered out of 
his house one evening after a heavy rainstorm. Where 
some mud had washed down from an embankment, he 
picked up a lumpish object the size of a hen’s egg and 
mechanically rubbed it off on his sleeve. To his amaze- 
ment, it shone! His wife is said to have grabbed the stone 
and tied it in a woolen stocking around her neck for safe- 
keeping. The next morning, Jonker got $315,000! 

Eventually the stone was sold to Harry Winston, a New 
York diamond dealer, for a reported $700,000. The larg- 
est gem cut from it, the magnificent 125-carat emerald 
cut, is still in Mr. Winston’s possession. 





Traffic Building Idea 


(From page 102) 


Armstrong’s 10 small windows, plus some 18 selected 
items from the men’s gift department. The background 
of the window is made up simply of display paper, much 
reminiscent of gift wrappings, which varies each time 
the window is used. 

The slogan “A Man Likes Jewelry, Too!” has proved 
catchy in the Waco area, inasmuch as the town retains 
much of the Old West flavor characterized by oil and 
cattle men wearing diamond stickpins, rings, ornately be- 
jeweled watches, and similar decorations. Therefore, be- 
neath the slogan, Armstrong points out “Something on 
the practical side. He will use it for years if it comes 
in a box from . : . Armstrong’s.” 
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eaders in recognizing 
your need for fast, centrally 
located, wholesale jewelry 
service. 





GRADUATIONS and WEDDINGS / 





Is Your Stock Complete? i 
Wedding Gifts Men's Jewelry : 
Charm Bracelets Idents 
@ FORSTNER @ DELTAH PEARLS 
@ ANSON @ MARVELLA PEARLS 
@ SIMMONS @ FOSTER 
@ ELCO 


SAME DAY SERVICE ON ALL SPEIDEL WATCH 


BANDS. Immediate Attention on Special Lengths. 


GEO. PHILLIPS C0 


4 ~ 








re 





Practically Everything Sold cAAVIEE ot Used. in a foureloy Store! 
216 N. Second St., Richmond, Virginia 
149 Penn Ave., Scranton, Pennsylvania 
116 S. Salina St., Syracuse, New York 
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Here's your Success Book 





... your key to 


FRATERNAL 
EMBLEM 
Profits 





by 


Harvey & Otis 





RHObe 'Stanp 





HERE’S a ‘“‘gold mine”’ of profits in the emblem busi- 

ness — as many a smart jeweler knows. A moder- 
ate assortment — plus the wide showing in the Harvey 
& Otis catalog—Quick service on your selection from 
any of our 450 wholesalers, or direct (with order billed 
through yours) is assured. Every popular Fraternal! 
emblem, and many you perhaps never heard of, are 
shown. Make an “‘issue’’ of Emblems and they'll make 
“$"' for you. Send for catalog—or use the one you 
may have. 


Harvey & Otis 


PROVIDENCE RHODE ISLAND 
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IN A STRIKINGLY MODERN 


Crafted with meticulous attention 
to detail, this exquisite hand lapped 
bracelet is the outstanding result 
of almost a half-century of 
manufacturing experience. 


xf S Sf © y ° 9 (i? 

/) Sf DLinhofer & Son, w 
L. S. DINHOFER * MANUFACTURING JEWELER SINCE 1908 
74 W. 46th ST., N. Y. 19, N. Y. > LU 2-4495 

For prompt attention, please address all inquiries Dept. K-5 





On-the-spot “sizing” feature 
avoids last minute sales problems 
... assures the sale. 

Available in Yellow or 

Rhodium plated White Gold. 
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The most consistently successful suggestions, the Waco 
jewelry store has found, include heavy signet and emblem 
rings, electric shavers, pen and pencil sets, studs, cuff 
links, and tie pins, formal-dress accessories, money clips, 
belt buckles, watch chains, and watch bands. From time 
to time, some of the best unit sales accomplished in the 
clock department have come through placing expensive 
clocks combined with weather-indicating instruments in 
the “men’s jewelry promotion window.” 

Regularly utilizing such displays at periods when the 
average customer does not expect to see men’s jewelry 
under promotion seems to serve as a “reminder’’ to many 
women who have not purchased gifts of this type for 
their husbands over a long period of time, according to 
Armstrong. Also, there are many layaway sales created, 
well in advance of Father’s Day, anniversaries, etc., 
which are obvicusly stimulated by a glance at the win. 
dow. 

“We can’t say that we have accomplished anything 
particularly clever in laying emphasis on our men’s jew- 
elry department in this way,” Armstrong said. “We can 
only say that it has been surprisingly consistent in cre- 
ating additional sales and store traffic.” 





An Unusual Coincidence! 


All jewelers are familiar with Norman Rockweli’s 
famous painting “The Jeweler.” Particularly interested in 
this painting is Max Strasburg, Hollywood, California, 
jeweler. He, and many of his friends, are amazed at the 
striking resemblance between the jeweler in the Rockwell 
picture and Strasburg’s late father, who passed away July 
20, 1941. 





Em 


Shown above, left, is the Rockwell painting; at the 
right, a picture of Max Strasburg’s father, a highly skilled 
watchmaker. Notice the remarkable similarity between 
the men? 


Exhibit Builds Interest in Diamonds 


More than 500 carats of diamonds valued at approxi- 
mately one million dollars were exhibited recently by 
Schwanke-Kasten, Milwaukee jewelers. The exhibit was 
set up in conjunction with the Milwaukee Annual Home 
Show. 

TV interviews and newspaper stories helped publicize 
the diamond exhibit and give prestige to Schwanke- 
Kasten. It has been estimated that over 70,000 people saw 
the impressive exhibit. Store traffic increased directly 
after the exhibit, according to William Schwanke. The 
display whetted the public’s interest in fine gems, result- 
ing in follow-up sales. 


THE JEWELERS’ CIRCULAR-KEYSTONE 


ed 


; 


i ls 











*gteent 


& 

a 

ta 
rr, 
Boy 
; 

7 




















i 
t at 

os 

‘ 

* 

¢ 

My 


Magnified Diamonds 


(From page 100) 


special program presented by the studio, the diamonds 
shown were so greatly magnified that they completely 
filled 21-inch screens in the homes of TV set owners. 

Needless to say the promotion gained widespread atten- 
tion in the Boston area and the store furthered this by 
running page-length, two-column newspaper ads calling 
attention to the instrument in use by the store. 

“Our customers are very much pleased with this new 
way of selecting their gems,” says Richard Shreve, Jr. 
manager of the store, “and also with the souvenir photos. 
We have been using the Magnascope regularly in the 
store since its installation in April and we credit a sizable 
increase in the sales of diamonds to having the instru- 
ment here. Many new customers have come in as a 
result of the word-of-mouth advertising of the souvenir 
photos of diamond customers. And the customers them- 
selves have shown evident pleasure and satisfaction in 
being able to see for themselves all the details of a stone 
and the comparison between different quality stones 
which could only be explained to them before without 
visual substantiation.” 


The Book Shelf 


The Goldsmith’s & Silversmith’s Handbook, by Staton Ab- 
bey. Publisued by D. Van Nostrand Co., Inc., New York and 
Toronto. 105 pages and 57 illustrations. Sent postpaid anywhere 
in U. S. A. by Book Department, JEwELERs’ CrrcuLar-KEYSTONE, 
100 E. 42 St., New York 17, N. Y., for $5.00. 





During the past seventy years, the two books by the 
late George E. McGee of Birmingham, England, titled 
“The Goldsmith’s Handbook” and “The Silversmith’s 
Handbook,” had become established as authorities on 
their subjects. Mr. Abbey, the author of the book being 
reviewed here, at first planned merely a revision of 
McGee’s two books, to bring them into line with present 
day practice; but upon further consideration he decided 
that it would be better to combine the two books in one, 
and to rewrite fully and illustrate the matter, producing a 
new book, which he has accomplished very well indeed. 

This new book not only brings up-to-date the discussion 
of working in gold and silver, but has in it the addition 
of essential information on working with metals that have 
become important in the jewelry craft since the time when 
McGee did his principal work. These metals, of course, 
are platinum, palladium and rhodium. 

The style of writing is concise and effective as instruc- 
tional material, and has a rather remarkable scope and 
range of subject-matter throughout the book; and the 
illustrations are ample and well chosen as auxiliary to 
the text material. 

We can recommend this book of Mr. Abbey’s, as either 
a practical manual for learners, or as a source of infor- 
mation on modern methods for adding to the knowledge 
of journeyman workmen. 
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CHAPERONE 


protects expensive home furnishings 


Amazing tilting feature of the Cigarette Chaperone that 
automatically slides cigarette into tray has captured 
the imagination of buyers across the country. 
Sensational sales record achieved in less than 
one year. Available in 4 colors — Crystal, 
Blue, Amber and Green. Individually packaged 
in distinctive gift box. Nationally advertised, the 
Cigarette Chaperone sells on sight. See it now. 


For additional information ask your 
jobber or write to Trays, Inc. 


SHOWN AT ALL THE MAJOR GIFT AND ART SHOWS 
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SALES REPRESENTATIVE 


WANTED 
FOR THE MID-WEST 


Residence in Chicago pre- 
ferred. Excellent oppor- 
tunity for qualified man. 


FEATURE RING CO.., Inc. 


130 West 46th St. 
New York 36, N. Y. 
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Oops——Careful 


(From page 106) 


But send along proof on which you have made the neces. 
sary changes. The newspaper can then prepare the ad, 
trimming the plate as directed by your altered proof, 
Mark off unwanted area lightly with a very soft pencil, 
Should you wish to prepare a larger ad, incorporating 
several illustrations from different mats, paste the vari- 
ous parts from the proof sheets in the desired position, 
and release to newspaper all of the mats in their entirety, 

5. HOW TO USE PARTS OF MAT. If you wish to 
use only part of the illustration, release the entire mat 
to the newspaper, after marking unwanted area very 
lightly, with a very soft pencil—as above. Then give 
instructions on proof—not on mat. Several illustrations 
from the same mat can be used separately, provided they 
do not touch. This can be done by cutting the proofs, 
placing them in the desired layout—sending this, with 
the whole mat, to the newspaper. 

6. ART WORK. Usually the manufacturer can afford 
the best talent in the country for his art, and the retailer 
would be guilty of false pride if he rejected it in favor 
of something he prepared himself, just because it’s his 
own. Hometown talent seldom produces high-grade 
jewelry art, for it is a specialized business. So, avail 
yourself of the manufacturer’s top talent! 

7. THREE-DIMENSIONAL QUALITY. Select illus. 
trations that have mood and atmosphere—a jewelry and 
not a hardware feeling. Again, as specialists in jewelry 
art work, we know whereof we speak! Use illustrations 
that are sharp and clean, done with skill and imagination. 





Diamonds Fit for a Queen 


Black, Starr & Gorham was one of the first Fifth Avenue 
jewelry stores in New York to sound the note of Corona- 
tion fanfare with a window display as early as February, 
1953. They offered a preview of Queen Elizabeth II in 
her robes from the exhibition of “Little Queens and Big 
Diamonds,” owned by Mrs. Mary E. Lewis. The queenly 
little figure, only a foot high, and valued at $2,000, wore 
a genuine diamond engagement ring made by J. R. Wood 


& Sons. 





The reproduction of the State Crown, no bigger than a 
thimble, was woven with the tiniest of gold beads and silk 
thread resembling gold. The Scepter, no larger than a 
large darning needle, featured a replica of the world’s 
largest cut diamond, the pear-shaped Great Star of Africa, 
scaled to size. Modern diamond jewelry made up the 
merchandise display in the window. 
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jewelry illustration must give the reader the 
dimensional reality—one side lighter, 
should sparkle with brilliant high- 
kground, throw a shadow and not 


A striking 
illusion of three- 
the other darker. It 
lights—rest on a bac 


look as though it floats. | 
Diamond rings, for instance, are not a bunch of tires 


g in the air. They should be advertised as they 


flyin 
display—on black velvet for contrast—not on 


appear on 


white paper. | | | 
Watches are best presented in actual size, with the 


exception of ladies’ watches, which look daintier in ‘%- 
actual size. An effective ad should avoid catalog-type 
presentation, where watches are lined up like wrenches! 
Vary the appearance by alternating large and small, round 
and rectangular cased watches, as well as different tex- 
tured straps and bands. One of our clients reported much 
more business after he had dramatized the sparkle of 
the watch crystal in an ad! 

Platinum Jewelry should display as little metal as pos- 
<ible. Customers should not see the prongs and other 
technical details. The best approach here is to see that the 
drawing is as white as possible—that it throws a shadow 
on a dark background. The shadow should stop the eye 
and lead it down to the copy and the store name! Precious 
earrings should be shown on an ear. Necklaces should 
be shown in action on a neck or in a flexible free shape. 

Gold Jewelry and Silverware are shown best when the 
actual metal is highlighted. Art work should show the 
erace of the silhouette, bring out the gleam of the metal 
through contrasted shading. It’s best to get atmosphere 
—a beautiful group on one large background provides 
better eye-appeal than four pieces on four individual 
panels! 

8. GDOD REPRODUCTION. Again, sharp clear 
drawings will reproduce best, especially with the produc- 
tion limitations of small-town newspapers. Poor draw- 
ings of delicate, intricate jewelry reproduce badly—fail 
to show merchandise to best advantage. Details are 
muddy, indistinguishable. Reverses fill in. 

9. PLUG YOU OWN STORE. There are many stores 
in a community selling the same brand or product. So 
plug your own store—it’s foolish to let the other fellow 
get under the advertising umbrella you pay for. There- 
fore, your store name should be at the top—a part of the 
caption or headline—so that customers can immediately 
identify the ad as yours! 

10. PERSONAL LOCAL APPROACH. Be sure that 
the copy is “local” and stresses the “you” approach. The 
retailer’s job is to focus the manufacturer’s created de- 
mand. You are a local institution and are important in 
your community. What you say to your customer in your 
ad, you must be able to repeat to the customer in person. 
The customer is not buying from the manufacturer, he 
buys the manufacturer’s product from you. It is your 
prestige that is involved. So sell and tell the customer in 
your ad the reasons why it would benefit him to come to 
your store. Again—the mat should not be a reprint of a 
national ad but should reflect the friendliness and service 
that are part of your store! If you sell on credit, be sure 
to include this in your ad. Whatever service you sell, 
be sure to include it! 

11. STORE NAME AND ADDRESS AT BOTTOM. 
Many mats are not well-designed in this respect. Make 
sure that the mat is laid out so that you can use enough 
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Your choice of single, double or triple row wedding 
rings set with quality diamonds. 


Total weight 
's carat — 49.75 '2 carat— 85.00 
'3 carat — 59.50 ] carat — 155.00 


SATISFYING CUSTOMERS FOR OVER A QUARTER 


OF A CENTURY 
BEN GOLDBERG & CO. DIAMOND 


BEN GOLDBERG & CO. is 
29 East Madison St., Chicago 2, Illinois 


[] Please Send Diamond Price List 


IMPORTERS 











Name —— 
Address —— 
 — 
Please send the following rings:__——_—_—— 


———————_ 
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—_ State __— 
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A Complete Stock of 


Cultured Pearls 
——AT NEW, LOW PRICES 
Necklaces 


All Sizes and Grades from 
$30 to $5,000, Keystone 








Orders accepted 
from wholesalers, 
jobbers, 
manufacturers 
and importers. 


Loose Pearls 
From 3 to 10 MM., All Qualities 


Immediate 
delivery from one 
of the largest 
and most 
complete stocks 


in the country. Memorandum selections sent on 


request 


B& M 
CULTURED PEARL 


IMPORT COMPANY 
Direct Importers of Finest Quality Cultured Pearls 


550 Fifth Ave., New York 36, N. Y. 


Phone PLaza 7-0768 
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! A half-century of skilled craftsmanship 
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SINCE 1907 ... 
stands behind their e eye-catching design 
@ superior materials @ lasting durability 
@ provei: sales-appeal. Send for catalog. 





Hd.by ARCH CROWN TAGS, INC. 277 Halsey St. Newark 2, WJ. 
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space at the bottom to give prominence to your store 
name and address. This is obvious—but one of the 
things most often abused! 


OTHER MAT DO'S AND DON'TS 


Here are a few extra hints that will make your ads 
different and outstanding and make your advertising dol- 
lar pay off in extra profits and dividends. Try to select 
mats that have a new and fresh approach. Avoid banal 
and trite copy—the shouting, exaggerated type of ad. 
They do not pay off or sell because they do not register 
with the reader. In short, be believable and interesting. 


We recently prepared a series of mat-ads for a top 
silverware manufacturer. Of course we could have said 
that this silverware was the finest in the world. But then 
everyone shouts with such a claim, and the reader is 
unimpressed. We decided to glamourize, dramatize— 
with a fresh copy approach. “Stopper” headings in- 
cluded: “Do Tables Talk?”—“Your Table is a Stage. 

. Use Silver for a Wonderful Setting!” These were 
accompanied by dramatic illustrations. Retailers used 
these mats; more important, they produced conspicuous 
results! 

MAT FILE. A mat file is invaluable. As you receive 
mats, apply some of the above thinking. Select, eliminate, 
file. Organize it so that the merchandise is grouped and 
placed in the proper category, and so that you can get it 
quickly when you want it later. 

Mats may be used several times, so make sure that the 
newspaper returns your mats for your files! 


PROOFS. Prepare your ads in advance so that the 
newspaper can furnish you with as many proofs as pos 
sible, in sufficient time to make necessary changes and 
improvements, if these are needed after you see the whole 
ad as it will appear. If you work far enough in advance, 
you ll even have time to request a second, corrected, 
proof, if necessary. File these extra proofs—they become 
good visuals for future layouts! 

By following the guideposts to good ad mats, and 
applying the procedures outlined above, the jeweler will 
go a long way toward converting to his own profit the 
hundreds of thousands of dollars which manufacturers 
spend each year on their dealer ad mat services. 





About the authors: 





MAX FALK PHIL KAHN 


Max Falk and Phil Kahn, Falk and Kahn Advertising, 14 W. 
45 St., New York, specialize in “dealer helps” for jewelry manu- 
facturers exclusively. Both men are well qualified in this field. 
Their background comprises many years of experience in retail 
advertising, especially in art and merchandising for jewelry and 
specialty stores. 
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‘Seeds’ of Christmas Sales 
(From page 112) 


that by far the largest portion of the jewelry bought by 
local residents came from the better stores in downtown 
Chicago. 

Wise enough to know that he couldn't hope to start off 
by competing with those stores on the basis of swank, 
Paul Leeds set out to build a foundation of confidence 
through his repair department. His advertising, exceeding 
in space that of all other local jewelers combined, stressed 
repairs. One series of ads carried individual photos of 
the Leeds’ repairmen, told of their backgrounds and 
qualifications. As the campaign began to take effect and 
the number of satisfied repair customers began to grow, 
the steady advertising program began to foster the thought 
that a store which was doing repairs on Highland Park’s 
best watches and jewelry was logically a place where one 
could buy a watch or a gem with confidence. 

Emphasis on repairs is one major stratagem of Leeds’ 
campaign in Highland Park—emphasis on teen-age busi- 
ness is the other prong of the attack. Here again Paul 
Leeds himself is on solid ground as a resident of the 
community who is also head of an educational and 
recreational program for Highland Park and three ad- 
joining towns sponsored by the Moose. This work has 
the double value of making Leeds popular among the 
teen-agers, and of giving him insight into their tastes and 
preferences. : 

The teen-age phase of Leeds’ promotional campaign 
bore fruit almost immediately. In the first Christmas 
season under his control, approximately 10 per cent of 
the store’s total volume was in costume jewelry, identifi- 
cation bracelets and similar items sold to teen-agers. In 
catering to them, Leeds installed an automatic engraving 
machine and offered free service in inscribing teen-agers’ 
names on their purchases. 





History Pays Off 
(From page 108) 


Christian Bixler helped organize, and the vice presidents 
of the Eastern Merchants’ Association and Northampton 
County Historical Society participated. The historical 
significance of the event was stressed in advertisements 
announcing the re-dedication. 

A window display further emphasized the tradition 
behind the firm and the historical relationship between 
Bixler’s and the city. It included an oil portrait of Chris- 
tian Bixler, a wall clock which he constructed in 1788, 
designs he drew, pieces of silverware he manufactured 
and business records he kept in the 1780’s. An open 
house held after the ceremony drew an exceptionally large 
number of interested residents of the Easton area who 
demonstrated an interest in the store which overwhelmed 
the management. 

In order to take advantage of modern merchandising 
techniques, the colonial theme was not carried out entirely 
within the store, but enough was included to sustain 
the atmosphere. Revamped cherry wood showcases which 
had been purchased in the 1890’s and two new crystal 
chandeliers were utilized with pleasing effect in this 
respect. 


FOR May, 1953 














A Well Planned and Practical 
Stock Book Will Give You:—> 





A SALES ANALYSIS AND BUYING GUIDE that helps 
you think in terms of INVENTORY TURNOVER and pre- 
vents tying-up working capital in slow-moving and 
dead stock. 


A compact and permanent record that you can con- 
tinue to use without changing or recapping as long as 
you continue in business, no matter how large you grow. 


A daily inventory that would be indispensable to show 
the insurance company to prove your losses in case of 
a fire or burglary. 

A numbering system with an index, that mokes It 
possible to quickly and easily check the sold articles 
of Mdse. off from the stock book. 


A method that makes your next year's inventory a 
simple job. 

An easy way to restore a lost tag on any article 
of stock without guessing. A stock record that will 
enable you to quickly reorder Mdse. without digging 
to find the old bill. 

The advantage of having a source of supply for a 
small quantity of sheets without the expense of larger 
supplies from local printers. 





SOUDER'S BUSINESS RECORD 
I 
Simple, Direct and siete Method for Keeping 
Income-Tax and Management Information 


It tells the boss: 
Profit or Losses EVERY MONTH 


Assembles all data on two pages—Making Income Tax 
reports easy without rewriting several times into numer- 
ous books with a series of charges and credits. 


You will know at all times: 


YOUR NET WORTH 

YOUR TOTAL STOCK VALUE 

YOUR OBLIGATIONS 

THE AMOUNT OF YOUR 
ACCOUNTS RECEIVABLE 


We offer you—not merely a record of sales and expenses, 
for this is truly a Safety System. No loss in Merchandise, cash 
or accounts can be possible, under this method without you 
knowing it. 

Simple enough so anyone with ordinary ability and without 
knowledge of bookkeeping can understand and keep it. 

Instruction set with explanation of entries directly on work 
sheets available on 15 day Memorandum. 


SOUDER’S SAFETY SYSTEM 


883 BROADWAY, ALBANY 4, N. Y. 


Business Record, Watch & Jewelry Repair Books, 
Special Calendars and Advertising Novelties 
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“Lowering the cciling a foot and enclosing the bases 
of the showcases has made the store appear much broader 
than it did formerly,” Miiman explained, “and the re- 
cessed spot floodlights shining down upon a new soft-gray 
tile floor have done wonders to brighten up the entire 
store. The acoustical tile ceiling deadens much of the 
sound in the store and seems to help create an air of 
dignity throughout.” 

A sense of dignity is particularly fitting in a store as 
rich in tradition as Bixler’s. The history of the Bixler 
family has been traced to Christian Bixler lst, of Swiss 
descent, who arrived in Philadelphia from Rotterdam 
in 1727. His son, Christian Bixler 2nd, operated a clock 
store in Reading, Pennsylvania, between 1760 and 1800, 
and it was in this store that Christian Bixler 3rd learned 
the clock business. The latter, at the age of 20, migrated 
to Easton and established the forerunner of the present 
Bixler’s store. 

A man of wide vision as well as creative and mechani- 
cal talent, Christian Bixler 3rd took a leading part in the 
development of Easton, which at that time was a com- 
munity of 700 persons. He purchased several buildings 
and in one he employed skilled workmen to build and 
finish cases for wall-type and grandfather clocks. He 
gained a wide reputation as a clockmaker, and many o! 
his clocks built between 1783 and 1830 are still in excel- 
lent condition. 

According to Bixler family records, Christian Bixler 3rd 
exercised exceptional skill in drilling, with drills of his 
own design, tiny holes in the brass clock plates. In these 
holes, the pivot or shaft of the small wheel revolved 
without friction, a process quite as ‘successful as though 
jewels were used. The records, compiled by Floyd Smith 
Bixler, point out that in the design and decoration of his 
clock dials, he commonly used cherubs entwined with gar- 
lands and roses, as well as flowers in other unusual 
designs. 

After 50 years in business, during which he also gained 
a reputation as a silversmith, Christian Bixler 3rd discon- 
tinued the manufacture of clocks. His sales dropped off 
as less expensive time pieces then known as “Yankee” 
clocks were placed on the market. The business was trans- 
ferred to his sons, William and Daniel, who operated it 
for a number of years under the name of “W. & D. L. 
Bixler.” Later, each of the sons branched out under his 
own name. The branch conducted by William Bixler 
eventually was closed out upon the death of his son. 
J. Elwood Bixler. Daniel Bixler passed his branch on to 
his son, C. Willis Bixler, who in turn transferred il to his 
son, Arthur B. Bixler. 

Since the death of Arthur Bixler in 1945, Kenneth 
Mitman, his son-in-law, has managed the business. A 
progressive retailer as well as a registered jeweler of the 
American Gem Society, Mitman immediately began em- 
phasizing the tradition of the business and tying it in 
with the store’s stability as evidenced by its abilitv to 
survive the depressions of the last century and a half. 

Mitman said that it is not his intention to promote the 
business to gain “bigness or impressiveness.” Rather, he 
said, he hopes to perpetuate and enlarge its reputation in 
the community for quality merchandise and honest, relia- 
ble business dealings. With this in mind, he designed the 
complete renovation, modernizing the interior but keep- 
ing it congruous with the period represented by the 
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colonial exterior. Following through towards Mitman’s 
objective, personnel of the store observe a pronounced 
policy of showing genuine interest in the tastes of pros. 
pective customers. They are cautioned against exercising 
any attempt at pressure selling. 

Since the re-dedication occurred shortly before the 
beginning of the Christmas shopping season, Mitman 
reported that his Christmas volume was up 20 per cent 
over the previous year. Mitman feels that the project 
promoting the history of Bixler’s paid off particularly 
among the city’s newer residents. “There has been so 
much comment—so much interest shown by people who 
apparently took our advertised slogan of America’s oldest 
jewelers as so much promotion bunk—that I’m sure. 
many of our new customers are recent comers to the city.” 





‘Introducing’ 
(From page 114) 


store’s thinking this way: “Inasmuch as we were a firm in 
succession and bearing a new name, and also desirous of 
establishing a new identity, we wanted to present a new 
story and a new store in a radical fashion.” 

The former Wilson store was remodeled and basically 
restocked and an extremely heavy newspaper promotionai 
campaign begun to launch the formal opening and estab- 
lish the new identity. 

“We feel that to some extent the identity was clearly 
established,” said Heyman in commenting on results of 
the effort. 

The series of full page newspaper ads used in both 
Rochester dailies were prepared by the New York agency 
of Doyle, Dane and Bernbach. “The basic merchandise 
treatment was ours,” said Heyman, “and the ingenuity of 
preparation is to their credit.” 

The full page ads ran on a Monday and Tuesday prior 
to the formal opening of the store on Wednesday. 

The initial ad was accompanied by a small teaser ad 
which ran near the front of the paper. The teaser was 
headed by the caption: “Where’s Wilson’s?” Copy con- 
tinued: “Wilson’s have said their last good-byes and now 
White’s, a fabulous new kind of jewelry store, has come 
to 151 East Main Street. 

“Tt’s all new, it’s all wonderful, and the values are won- 
derfully wonderful. White’s is fresh with new jewelry 
ideas, seasoned with 70 years’ experience, spiced with the 
most refreshing merchandise you ever laid eyes on. Now 
—for an intriguing preview of White’s to come, flip your 
Times to Page 11!” 

The full page ad on page 11 featured elaborate art 
work of fine jewelry and an unusual format which found 
copy running from top to bottom in one column width 
down the left hand side of the page. 

“Who Is White’s?” asked the ad caption. Copy con- 
tinued: “A new kind of jewelry store is coming to Roches- 
ter—a store with beautiful new merchandise, a beautiful 
new attitude toward customers. 

“White’s has been in the wholesale jewelry business 
since 1881. Those 70 years of experience, the expert judg- 
ment we've developed in that time, our carefully cultivated 
contacts with leading manufacturers—we’re bringing all 
of that to Rochester, so we can bring you values such as 
you've never seen. 
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Originality of Design 
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ILLUSION SETS 


SPECIALTY RINGS 
PRINCESS RINGS 


Cluster Rings 
Fishtail Sets 
Baguette Sets 
Peg Sets 





Wh. Offer 


Modern facilities for the 
Exclusive Development of 
Ideas and Designs for Pro- 


motional Purposes .. . 


WAX & SKOLNIK INC. 


62 WEST 47TH ST. NEW YORK, N. Y. 


Manufacturing jewelers to the 


WHOLESALE TRADE EXCLUSIVELY 


for more than a generation. 
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dining-room stainless in America! 


most advertised 


ee 





In 1948, when Gense was first introduced in America, 
it was the only dining-room stainless in the market. 
Since then it has been more widely advertised and has 
been bought by more consumers than any other brand! 
Gense is proud of the part it has played in making 
quality stainless a new factor in the market... 

with a sales potential just beginning to be realized. 
Write today for catalog, mats, display suggestions and 
merchandising aids to help you tie in with Gense’s 
national advertising in House Beautiful, 

House & Garden, The New Yorker, Living. 


In the East: Gense Import, Ltd. 15 E. 26 St., New York 


West of the Mississippi: Gense of the West, Ltd. 
278 Post St., San Francisco 
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the Niash "CUFFMASTER,” 


ADE MARK 


the finest cuff link back 
ever made for the Jewelry Trade 


*Patented 
Design 
155,535 

Patented 
Construction 

2,472,958 

Infringers 
will be 


prosecuted 
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TYPES TYPE SA 


TYPE H TYPE HA 
HARD HARD SOLDER SOFT SOFTSOLDER TYPES WITH 
SOLDER WITH ANGLE SOLDER WITH ANGLE SWIVEL JOINT 


Check these important features: 
|. Beautifully polished rounded top. 
2. Longer stem for easier soldering. 
3. Better spring action. 
4. No lapping or additional finishing work. 
5. Variety of attachments for soft or hard soldering. 
6. Available in gold, silver, gold filled, brass and 
other metals. 


NIASH REFINING 

FF Diamonds = od 
direct from Antwerp 
definitely increase 


. COrtiand 7-4496 
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Diamonds direct from Antwerp 





Your country buys yearly 35,000,000 
dollars of diamonds from Antwerp. 
It is a fair bet the diamonds you 
handle loose or mounted are 
amongst them. The point is: do 
you buy them first hand from 
Antwerp or through costly detours. 
The answer to this question makes 
the difference in your profit. 


— el Z Sy 





If you are already dealing with 
Antwerp and have a reliable sup- 
plier here, you are in the know. 
If not, contact me and save at 
least 20%, yes 20% through 
Antwerp wholesale prices. Dia- 
monds direct from Antwerp will 
double your margin of profit. 


For full information write airmail please 
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JOACHIM GOLDENSTEIN 
DIAMONDCLUB-ANTWERP- BELGIUM 
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GOLDEN COIN 
70290 


1. Ultra-modern styling for case and 
dial as seen in Gruen's extensive new 
"“Autowind™ watch line. Shown here are 
the Autowind "Speedway" and "Cruiser" 
both $100, and the "Oceanic" at $97.50. 


2. The Jacoby-Bender "Golden Coin" 
band designed for men's round watches 
has a massive look. Stainless back, top 
shell yellow, pink or white 1/15 12K gold- 
filled. Band retails for $9.95, tax inc. 


3. Tissot automatic for Masons has the 
emblem in blue and gold engraved on 
the dial. Water and shock resistant, 
anti-magnetic. Stainless or gold-filled, 


it is $87.50 F.T.I.; 14K gold, $160 F.T.I. 


4. Hadley "Golden Chain" watchband 
has design of golden chain inserts set 
below surface of rectangular white gold 
shell bezel. In 1/20 12K gold-filled 
with a_ stainless back: $14.95 F.T.I. 


5. Emil Leichter offers this 17-jewel 
Hyde Park gift watch with two diamonds 
in leaf-design end pieces. Case top 10K 
R.G.P. yellow or white; steel back. In 
gift box, it retails about $52.50 F.T.I. 


144 








6. The Medana "Date Prince" calendar 
is a 7-jewel imported timepiece with 
chrome top, stainless back. Tells date 
and time automatically. With matching 
expansion bracelet $16.95 plus 10% tax. 


6. 
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to profit by. . 


|. Le Coultre offers its desk clock and 
Baro-Thermo as ideal gifts for the execu- 
tive. Visible movement clock retails at 
$89.50. The barometer, thermometer and 
eight-day-alarm combination is $54.50. 
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2. |. D. Watch Case Co.'s 1953 version 
of its 100% waterproof case is certified 
to remain waterproof while crystal is 
intact. New slimmer, more rugged model 
comes in stainless, gold-filled or 14K. 


5. Astrology-inspired Elgin "Celestial" 
has bezel decorated with signs of the 
zodiac. Case is 14K gold-filled; move- 
ment is 2l-jewel Lord Elgin. With grey 
or white dial, retails at $89.50 F.T.I. 





3. Longines’ "President Arthur II" has 
faceted hand-lapped 14K gold case which 
conceals the strap attachments. Engine- 
turned quadrant dial has applied 18K 
gold dots and markets. Retails at $150. 


6. Diamond-set, coronation-styled Eterna 
watch is self-winding Eterna-Matic. 14K 
white gold case; 7!/4-ligne movement. 
Four diamonds in crown-pattern end- 
pieces. $195 F.T.l. Others $165 to $350. 





4. Latest in Benrus' Citation Series is 
this one, the “Cruiser, suggested for 
“business, the club or the beach." With 
17 jewels, yellow gold-filled thin case and 
matching expansion band $92.50 F.T.lI. 


7. Imported by Henry Coehler, this 17- 
jewel Junghaus lever wrist watch has a 
steel back, gold-filled case. Shock resis- 
tant. Various dials and sweep second 
hands available. Price $57 Keystone. 
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1. Poole has added this round chafing 
dish to fill out its line of serving pieces. 
It's heavily silverplated on copper in 
this traditional Old English design. Di- 
ameter 10!/2 in. At $72 F.T.I. 


2. “Hot weather special” features eight 
Community iced-drink spoons, complete 
with a gift box, at a special price of 
$7.95 until May 18. The regular price 
of this summer special will be $12.40. 


3. The Windsor" model in the Pennwood 
Numechron Co.'s line of self-starting 
numeral clocks. The base and end blocks 
are polished onyx. Dimensions 4!/2 in. by 
4!/, in. by I1 in. The list price is $60. 


4. Gravy boat from the group of hollow- 
ware pieces recently introduced in the 
"Heritage" pattern by 1847 Rogers Bros. 
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5. These modern candlesticks are from 
a complete new line of modern sterling 
silver hollowware, “Silhouette,"’ made by 
Crown Silver. The four-light model re- 
tails at $90; Two-light $50, Keystone. 








6. High-style electric wall clock from 
Howard Miller comes in either natural 
birch and black metal or rosewood and 
brass to fit in with modern or tradi- 
tional. Model #4775 retails at $30. 
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2. For those teen-agers, Bob Henfield, 
Inc., offers sweetheart coins in ster- 
ling silver. He wears half—she wears 
half. Coin only, boxed; $1.50 retail. 


5. Volupte's "Golden Rope" compact 
and "liplock'" group are engine-turned 
silver colored metal ornamented with 
the golden rope design. To retail at $7.50. 
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3. Jewel-like perfume atomizer inlaid 
with a "gold" flake or pearl flake de- 
sign, at $6, Keystone, is the latest in 
the Schick Mfg. Co.'s accessory line. 


6. Suggested for Father's Day: a bill 
clip from Charm Craft's line. Hand en- 
graved stainless steel with a rhodium 
finish and suggested to retail at $10. 





|. From Swank's spring and summer col- 
lection, the "Ridgewood," in two-toned 
gold and silver finish. Retails at $5. 





4. The continuous design and creation 
of new styles by Karlan & Bleicher has 
produced this matched needle-point re- 
flector engagement-wedding ring set. 


7. Eversharp's Ventura pen "burps" so 
it can hold 40% more ink. In set with 
matching repeater pencil in alligator 
gift box as shown for $8.75 retail. 
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Theyre New 


... Theyre yours 
to Profit by... 





2. Coronation-inspired compact by Elgin 4. This is one of Wadsworth's new line 
American is one of a line mounted with of fan-shaped compacts. Prices range 
authentic British regimental insignia. from $5. Model shown, in satin silver 
In square, round or rectangular shapes background and bright gold hand en- 
at $4.95 retail. Carryalls at $19.95. graved scrollwork, retails at $12.50. 


3. For Fathers Day, a St. Christopher 5. Hadley's sea horse set in rounded 


medal tie clasp with fulll ecclesiasti- rectangular shape retails for $14.50. 
. ‘ , . It's 1/20 12K gold-filled, with the em- 
cal requirements. In sterling silver it 


is $4.50 Keystone. The Brothers Co. blem appliqued on mother-of-pearl. 


6. Frigerio Diamond Tool Co., makers of 
marcasite jewelry, show this slim jim 
tie holder with the monogram set with 
marcasite stones. Retail at $4 Keystone. 


7. "Dazzling White" imported porcelain 
beaded costume jewelry for this summer 
comes in 120 styles all $1.00 retail. 
Bob Henfield, Inc., "Renee exclusive.” 














|. New compact-carryalls from Reibling- 
Lewis, Inc., range from $5 to $15 retail. 
In rhinestones, {illus.) gold or pearl. 
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Jewelers, everywhere, are falling in love 


with new, pace-setting Reayning Beauly 


Yes, indeed. And jewelers are excited about the plans = 
2 for a powerful sales-provoking, introductory campaign. — 4 
: ‘ % Throughout the nation, store plans are being made to tie | 
in with this new trend in sterling silverware . . . the list 
is growing. 


HERE’S HOW: 


® Feature the new Reigning Beauty display, the most excit- 
ing—most beautiful window display ever devised. 
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® Introduce trend-setting Reigning Beauty* with the new, 
liberal promotional allowance . . . choose from a wide 
selection of newspaper ads. 











® Distribute the dramatic, new, consumer booklet giving 
the romantic background for the design of the fabulous 
new Sterling pattern. 


DELIVERY IN EARLY MAY 


Ask your Heirloom Salesman or write direct to: 
Sterling Department, Oneida Ltd., Oneida, N. Y. 








Heirloom Sterling 


FROM GENERATION TO GENERATION * 





*Trade Marks of Oneida Ltd. 
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here today 


Big Buyer on her own! 
Earnings and allowances give 


these girls $3,700,000,000 a 
year to spend, fancy free. And 
they fancy jewelry! 


Sees 











OIMOTTOW 





CTe 





4 
Getting gifts galore! 
For birthdays, graduation, 
Christmas, hope chest. And 
givers nearly always buy her 


just the gift she wants. that young woman 





Bos: epee in her teens 
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Coaching Mom, Dad! There’s one best way to 
Spark behind the second big 

family furnishing. Prompting reach 7,500.000 young 
purchases of new flatware, 


, 
china, glass and appliances. women in their teens: 


seventeen 
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Here eomes the bride? 
More girls marry at 18 than 
at any other age. They’re 
picking products, buying 
brands, now for “that day.” 
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Consistent Promotion Activities Insure Steady Just as the jeweler thinks of 
Traffic ................ Pee eT. silverware in connection with a 


wedding ring sale, so he should 





They're New in Table Top Fashions... 164 coordinate his thinking—and 
Speaking of China, Glass & Giftwares. _ 166 selling—of china and glass 
with silverware. And follow 
through on home accessories. 
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SILVERWARE 


This New Style Silver Contest 





Massed display of silver behind contest tables shows one advantage of holding arrangement contest right in the store. 


by SUSAN SANDERS 


P ROMOTIONS which involve the voluntary co- 
operation and active participation of many persons can 
be extraordinarily valuable. However, any potential gain 
is usually accompanied by commensurate risk—in this 
case the risk of antagonizing an important group of in- 
dividuals if the affair is not handled with tact and scrupu- 
lous fairness. Customers who participate in a store’s pro- 
motion know that they are, in effect, being “used” to build 
the store’s business and some of them may have an 
exaggerated idea of the benefits to the store. They may 
therefore be quick to resent any imagined slight or seem- 
ing indication that their cooperation is not properly ap- 
preciated. 

This glance at the dark side serves to emphasize the 
interest other jewelers will find in the details of Rank & 
Motteram’s successful table arrangement contest held last 
April. Thoughtful planning for this event resulted in 
the enthusiastic cooperation of 12 women’s clubs. During 
the 12 days of the contest, well over 3,000 persons visited 
the store to look at the exhibits and 2,500 women left 
their names and addresses for the benefit of the Milwau- 
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kee jewelry firm’s mailing list. The store’s sterling busi- 
ness showed greater gains for the year than any other 
department. The total effect was so beneficial, all things 
considered, that Rank & Motteram is contemplating a 
repeat performance. 

Rank & Motteram management began a month in ad- 
vance to plan this promotion. Henry Rank, president; his 
son James, secretary-treasurer; Robert Rank, vice presi- 
dent; and his son Bob, assistant secretary-treasurer, be- 
gan by issuing printed invitations to twelve of the leading 
women’s organizations of Milwaukee and its suburbs, 
suggesting that they elect members to come in and register 
to compete in the table arranging contest. 


IRONING OUT THE DETAILS 


The chairwomen of clubs which accepted the invitation 
to participate were asked to attend a meeting at the store 
about three weeks before the event to iron out all details 
to their satisfaction. During this meeting the women 
were asked for suggestions, and one was made that a five 
dollar limit be placed on the amount that could be spent 
on floral decorations at a designated florist shop. This 
was a popular rule with the women as it assured them 
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Lasts Longer and Costs Less 


Rank & Motteram got twelve days of public attention and made new friends 


by the thousands with this contest. 


A new trio of tables went on display 


every three days, right in the store, as TV, newspaper and direct mail 


support brought a steady but manageable crowd of interested visitors. 


that they would all start off on an equal footing. The 
decision was agreeable to the store as well; it made it 
practical for Rank & Motteram to pick up the check for 
the floral decorations, and it assured that the women 
would concentrate their ingenuity and good taste on the 
linens, centerpieces, silver and china rather than on 
flowers. After this meeting, enthusiasm was high. 

Each club next appointed a committee to visit the store 
to select from its displays any type of silver they wanted 





Thousands of visitors filled out name and address 
cards in hope of winning daily door prize drawings. 


Contest schedule in key corner window told when 
each club's entry would be on display in store. 
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to use in their table arrangement. Each group also selected 
its own theme and informed the store of its choice so 
that no other group could use the same idea. This as- 
sured an interesting diversity of table arrangement func- 
tions and styles. 

The contest schedule itself allowed twelve days (from 
April 14 through 26) for the displays. This time was 
divided into four three-day periods, and three tables, 
representing three clubs, were on display during each of 
these periods. By having only three tables on display at 
any one time, the store avoided the overcrowding that 
could have resulted if all had been displayed simul- 
taneously, and spread the interest while generating sus- 
pense. Another important feature of this scheduling 
technique was that the three tables did not exhaust a 
visitor’s interest in silver, so those who came to view the 
tables remained to explore the rest of the store. The 
contest tables were located in a roped-off area near the 

(Please turn to page 160) 
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How to Give A Gitt Nook 





That “Smart Shop’ Air 





by ANNA M. ROBBINS 


A, a builder of store traffic, a gift depart- 
ment can be an asset to a jewelry store that is valuable 
far beyond what its own sales volume may indicate. But 
if this worthwhile amount of extra traffic is to be gen- 
erated, the gift department must be strongly promoted and 
well stocked, and this brings up a problem. How can the 
gift operation be aggressively handled so that it adds 
to the “smart shop” prestige of the established jewelry 
business, without jeopardizing that prestige? 

Chester Snyder, owner of the Robert J. Snyder jewelry 
store in Norristown, Pa., has a new gift department with 
an amazing history of acceptance and growth despite the 
extremely conservative tastes of customers in this fine 
wealthy suburb only an hour’s traveling time from Phila- 
delphia. Snyder’s experience is therefore a valuable case 
history for study by jewelers with a present—or planned 
—gift department. 

Snyder recognized from the start that he wanted to 
offer a large assortment of gifts, including many “top 
name brands,” if he was to get a significant proportion 
of the 70,000 people in Norristown’s immediate trading 
area to depend on him, instead of the smart shops of 
Philadelphia, for gifts. But he started off with a mistake. 

Snyder’s gift shop, carefully segregated from the jewelry 
portion of the store, was first set up in the rear of the 
store in space formerly used for executive offices. A large 
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Snyder's, in Norristown, Pa., 
competes successfully with 
nearby Philadelphia ‘smart 
shops" with this gift nook. 


“Gift Nook” neon sign was installed to draw shoppers 
back to the area, but “. . . browsers, the biggest source of 
sales in gift buying, stayed away in droves,” Snyder 
says. It became apparent that, for one thing, the depart- 
ment was too small to exercise the necessary attraction, 
and that a psychological barrier was operating. Casual 
customers were reluctant to pass the diamond room, with 
its tufted leather wall paneling, plus the long watch repair 
section. 

Snyder remedied the error as soon as it was recognized. 
In one busy weekend, the diamond room was moved and 
the watch repair section was moved farther front, allow- 
ing the gift department 20 ft. more depth and an inviting 
eight-ft. entrance. A large glass block “window” against 
the back wall supplies light, reduces the closed-in feeling. 
and can be seen all the way from the street through the 
store’s all-glass front. 

Knotty pine paneling, pine furniture, a new rubber tile 
floor, new ceiling with indirect lighting, and panels of 
mirrors behind the shelves lend warmth and coziness con- 
trasting with the strictly modern and more formal decor 
of the rest of the store. 

When initial customer reaction to the enlarged, re- 
decorated and well-stocked gift department proved that 
it was sufficiently impressive to match his customers’ con- 
ception of what a smart gift shop ought to be, Snyder 
embarked on a program of advertising and promotion to 
fix it firmly in the minds of potential customers and 

(Please turn to page 169) 
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Reed & Barton invites you to join a 
great new store promotion for “Silver Wheat” 


The American Style in Sterling stars in 
powerful 4-page color ad aimed at over 
5,000,000 young-marrieds and brides-to-be 


WHEN REED & BARTON first introduced Silver Wheat. 
it was an immediate success. For Silver Wheat is the 
first sterling pattern created for the American Style in 
home fur nishings—a new design trend that is taking the 
country by storm. 

Now Reed & Barton is launching a great new store 
promotion for this outstanding new pattern. The open- 
ing gun is a powerful series of 4 consecutive full page 
!-color advertisements in the June issue of House Beau- 
tiful and the Fall issue of Guide for the Bride. This 4- 
page ad will be seen and read by over 3,000,000 young 
marrieds and brides-to-be. 

These young women are looking for a sterling pattern 
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precisely like Silver Wheat. In this 4- -page color adver- 
tisement. they will see Silver Wheat in all its gleaming 
beauty. 

When you receive the brochure showing the 4-page 
portfolio of American Style ads, duplicate he table set- 
tings on your floor ... in your windows. 

Ren tie-in adv ertising in your local newspapers. 
Reed & Barton will prov valle free mats and free photo- 
graphs. 

Use the radio commercials, the free counter cards. 
and be sure you have enough Silver Wheat. Make this 
American Sty le promotion your most profitable push 
of the year. 


REED & BARTON 


Silvermasters since 1824. 
TAUNTON, MASSACHUSETTS 
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By dividing its extensive gift department into 
seven room-like sections, Coleman E. Adler of 
New Orleans dramatizes the variety of its mer- 
chandise. Few women can resist the temptation 


to browse, and the store actively encourages it. 


W uen AN ENTIRE FLOOR, divided into seven 
rooms which open into each other like the rooms of a 
home, is filled with enchanting gifts—china, crystal, sil- 
ver, lamps, hospitality goods, copper, brass and novelties 
—few women can resist the temptation to spend an hour 
wandering through, if only to admire and store up ideas 
for future gifts or additions to their own homes. 

This was exactly the idea of the present heads of Cole- 
man E. Adler & Sons, New Orleans, La., when they estab- 
lished their second floor gift shop and placed it in charge 
of Mrs. Emma Q. Jurgens, who for 13 years has presided 
over this extensive department. 

The largest room, at the front with three windows look- 
ing out over Canal St., is called the Odd Gift Salon. 
Here tables and open cabinets hold gifts of many sorts, 
priced up to $200. Couches and comfortable chairs in- 
vite the visitor to linger here, either to rest or to consider 
the many beautiful pieces. 

China and crystal each have a large room. The crystal 
room has open cabinets, mirror-backed. In the china 
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Browsing Encouraged in Gift Department 


Adler's crystal room (left) opens 
into the china room where seating 
stresses comfort. Table settings 
in the silver room (below) com- 
bine items from all three of the 
rooms to help gift buyers visual- 
ize various combinations in use. 





by W. B. STODDARD 


room, several desks and comfortable chairs set the stage 
for discussions of tableware problems between customers 
and Mrs. Jurgens or a member of her staff of assistants. 
In less formal mood is the bar goods room, a favorite 
attraction for the younger element. This 100m is deco- 
rated in green and gold, with long painted streamers bear- 
ing the names of popular drinks to set a festive atmos- 
phere. There’s a lamp room, glowing with light, where 
“There is no call for moderns,” says Mrs. Jurgens, “so 
we do not stock them.” In addition to the large rooms 
for regular china and glass there is another room, a small 
one, where crystal and china gifts of all types are shown. 

Directly as one steps off the elevator on Adler’s gift 
department floor, there is a room devoted to gifts from $1 
to $5, planned specially for the women who want a 
bridge prize or other party prize gifts. They know the 
price they want to pay, and appreciate having this type 

(Please turn to page 173) 
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No. 1030/5 — TEA SERVICE 5 pc. Set 
Retail $120.00 F.T.I. 


Lovely ‘‘Georgian Design’’ tea service with interest- 
ing detail on spouts and handle. Heavily silverplated. 


No. 3214 TRAY Retail $72.00 F.T.I. 
A masterful reproduction of an 18th 
century museum piece. Extra heavy 
silverplate. Measures 23”’ long exclud- 
ing handles. 
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Shown here are but a few of the new 
pieces Poole has added to its line as part 
of its 60th Anniversary celebration. 
These new Poole pieces when added to ae 
' No. 5027 LAZY SUSAN — 7 
the already impressive array of fine Retail $78.00 F.T.I. —e 


silver which constitute the line, will i a 


give your customers the widest possible tien Ger ae 


selection. There’s a piece of Poole silver i9¥a"" diameter Neavlly 
to meet every taste and pocketbook. a 
Your Poole distributor will be glad to 


show these new items. C—O. 
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No. 5020 CHAFING DISH 


Retail $120.00 F.T.I. 
Really three separate vegetable dishes in 
one. Matches “Old English’’ pattern. Has 
removable rosewood handle and alcohol 
lamp. Measures 1312"' long, stands 8’ 
high. Heavily silverplated. 


—— No. 5028 COLD MEAT PLATTER 


Retail $33.00 F.T.I. 
“Old English’’ design border. 
mi silverplated. Measures 





oR 16” long. 
POOLE SILVER COMPANY ¢ TAUNTON « MASS. 
NEW YORK: 366 Fifth Ave. CHICAGO: 29 E. Madison St. 
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Annual "Most Popular Senior'’ 
contest attracts high school girls 
to the Walter F. Thomas gift de- 
partment. Impressionable young 
ladies thus get the impressions 
that may turn them into future 
customers for this department. 


Consistent Promotion Activities 


Insure Steady Traffic for Giit Section 


| on SELLING is often vetoed for the 

gift department—the encouragement of leisurely browsing 
is likely to be a better plan. This style of selling, how- 
ever, puts a high premium on traffic, and the behind-the- 
scenes activity carried on to pump a constant stream of 
prospective customers through the gift shop may be 
quite diligent, in contrast to the unhurried atmosphere 
observed in the display area itself. 

The Walter F. Thomas store in Atlanta, Ga., which has 
a successful gift department occupying the entire second 
floor of the store, follows this policy. No attempt to sell 
is made in this department unless a visitor shows special 
interest in an item or asks a question. However, a variety 
of promotional devices are used to insure steady traffic. 

“To start them young,” according to Mr. Price, manager 
of the Walter F. Thomas store, there is a spring contest 
to select the “most popular” senior in the high schools 
of the Atlanta metropolitan district. Anybody and every- 
body can vote, but to vote they must come to the ballot 
box at the extreme rear of the store’s gift department. The 
contest brings out many young girls, particularly high 
school seniors. These impressionable young ladies, who 
must walk the entire length of the long shop to reach the 
ballot box, have ample opportunity. on this occasion to 
obtain a good impression of the costume jewelry, china, 
crystal and novelties on all sides, and the way is thus 
paved for many future sales. 
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by WILLIAM BLISS STODDARD 


In addition to periodic events designed to draw visitors 
directly into the store, there are more or less continuous 
activities of an institutional nature. which maintain the 
prestige of the store ard of its people, and remind 

(Please turn to page 160) 





Sign on wall in background calls Thomas’ gift department 
the "Magic Attic." Note the glorified pigeonhole fixture. 
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FOR ’53’s BRIDES 


A Distinctively Different Sterling Bridge Set 


Sterling Gift for Brides, 
Hostesses, Anniversaries, 
Club Trophies, etc. 
A Jewelers’ Item 
with Unlimited 
Merchandising 
Possibilities 
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#4 


An Exclusive 
G. W. D. 
Sterling 
design in a 
#5 


A fine scallop shell sterling ash tray 
with a hand crafted design. A per- 
fect gift item about 3!/2" long. 
$6.50 Keystone F.T.I. 


handsome package 


with a "luxury look." $20. 
Keystone F.T.I. 


A side view of one of 
the trays shown above 
shows its graceful lines 
and spacious tray 
space. Average 334" 
long. 
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When you are looking for the unusual—look to G.W.D. 
The outstanding items shown here are but a few which can 
make your store “the store” for quality sterling. Our crafts- 
manship gives every item, individuality and lasting quality 
and makes every customer a proud owner of sterling bearing 
the famous stamp G. W. D. 


SEND FOR YOUR G. W. D. CATALOG TODAY > 


Graff, Washbourne & Dunn, Inc. 


158 West Forest Avenue Englewood, New Jersey 
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Consistent Promotions 
(From page 158) 


gently but firmly of its name and character. Lecturing 
is an important part of this activity. 


“We are known,” Price says, “as an authority on gems, 
china, crystal and objects d’art as well as watches and 
silver, and are frequently asked to give lectures on one 
or more of these subjects. We never suggest it ourselves, 
and go out only on special invitations from women’s clubs, 
civic organizations and domestic science classes of schools. 
The speaker is introduced as coming from Walter F. 
Thomas, and items from stock are taken along to illustrate 
the talks, but we never refer to the store in any of our 
lectures. Mrs. Aneilda C. Davis, in charge of the store’s 
gift section, lectures on china and crystal. Sometimes 
school classes, girl scout troops and other groups come to 
the store for her lectures.” 


An indirect promotional activity, carried on simply 
to remind people of the store, is the “You’re in the News” 
clipping work. News items about people in the city 
papers—birthday parties, weddings, graduations, engage- 
ments, marriages, promotions, visitors—are clipped, 
pasted into little blue folders, and mailed to the persons 
mentioned. A line of congratulation is added, when ap- 
propriate, and the firm’s name is stamped on the back. 
Everyone likes to see his or her name in print, and this 
little service, which takes up all of one girl’s time, gen- 
erates a kindly, personal feeling toward the store. 














Silver Contest 
(From page 153) 


front of the store, and each club assigned members to be 
on hand to answer questions. 


Rank & Motteram’s publicity for this event was efficient, 
effective and generous. Six large ads were run in the 
city’s leading newspaper to announce the contest. All 
clubs supplied complete member lists, and club members, 
as well as steady customers on the store’s regular list, re. 
ceived printed invitations to attend. 


Choice of judges for the contest was a particularly 
happy one. To choose the best four tables, plus a fifth 
to be designated “most unusual,” the firm selected Mrs, 
Breta Griem and Miss Connie Daniell, who run the pop- 
ular television show, “What’s New in the Kitchen,” op 
WTMJ-TV. Most Milwaukee women know who they are, 
Naturally, the two judges made many references to this 
contest on their program, and they promised their listen. 
ers that the winning tables would be filmed and shown on 
the program. 


Turnout for the contest was excellent; more than 500 
had visited the store in the first three days, then the at- 
tendance soared and close to a thousand were clocked 
during the second three-day period. The Ranks made 
sure that this display of interest augmented the store’s 
mailing list, for they asked all visitors to be sure to regis. 
ter for the drawing for two door prizes given away each 
day. One of the club members stationed in the store made 














° ot Millions read this in Reader’s Digest... 


Pacttic Silver Cloth rated best 
tn tmepartial laboratory tests! 









Display Pacific Silver — 
Cloth where your cus- 
tomers can see it! Point 
out the label and beaver- 
brown color that identify 
the genuine Pacific , cat 


Silver Cloth. 





| | 
| | 
Sulphur gases, always in | literature on Place-setting Rolls ——, Hollow Ware Bags —--, | 
the air, tarnish your silver. r Lined Chests ——, Packets ——, Wraps (yard and '2-yard) ——. | 

Tiny particles of silver in 
Pacific Silver Cloth absorb | — Title | 
these gases .. . before they : oo ; | 
can reach your silver. | | 
| Store Dept | 
| | | 
a | Address | 

. Bg? 

Onty PACIFIC Silver Cloth | , 
es, © az . | City Zone State | 
positively prevents tarnish | ae 
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New visual Pacific Silver Cloth 
Wrap display moves wraps fast! 


These impartial tests, reported to millions in 
Reader’s Digest, proved that no other silver 
wrap tested prevents tarnish as effectively as 
Pacific Silver Cloth. 

Every day more silversmiths and jewelers 
second this powerful recommendation. Every 
month, your customers learn about Pacific Silver 
Cloth’s proved protection in these magazines: 


HOUSE BEAUTIFUL WOMAN S HOME COMPANION 
GOOD HOUSEKEEPING BRIDE S MAGAZINE 
BRIDE S REFERENCE BOOK 


PACIFIC MILLS, Dept. RS, i407 B’way, New York 18, N. Y. 


Gentlemen: Please send me names of suppliers and descriptive 
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Hi-C Steak Knives 


7 Worthamepton 








AFRICAN BUFFALO 





- *\ FF) d A 4 New Northampton achievement in sem1- 
formal tableware. Genuine Old English 


in design, yet modern as tomorrow. 


CELLULOID 





SRS 
Scenes 


Ever popular in eye and sales appeal } 4 


...a warmth and lustre that cannot be ‘Se 


duplicated in the popular priced field. | 4 (4 F E 





Newly designed blades crafted from special stain- 
less high carbon steel (Hi-C) feature these latest 
Northampton steak or chop knives. Special process- 
ing grinds these blades thin and sharp ready for their 


RETAIL PRICE LIST 


popular mirror finish. H-260 Steak Knives 


Set of 6 
AFRICAN BUFFALO, Gift Boxed .. $22.00 


64-260 Steak Knives 


CELLULOID, Gift Boxed ......... 12.00 
(Prices Subject to Change Without Notice) 


The superb quality of Northampton blades makes 
a harmonious match with the ultra modern beauty 
of genuine African Buffalo horn or the traditional, 
lustrous and ever popular Celluloid. Attractively 
gift packaged. A sales-winning combination! Also Available: Complete tableware 
matching sets. We shall be happy to 


furnish complete information and prices. 


CUTLERY COMPANY 





? ct i amylo VU EstasuisHep 1871 Northampton 2, Massachusetts 
quences neeen iene 
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the drawing each day at 5 P.M. Door prizes were dainty 
little cigarette urns with matching silver ash trays. Win- 
ners were notified immediately by mail and the prizes 
were sent in the next day’s mail. There was also a grand 
door prize—a sterling pitcher, awarded on the final day 
of the contest. 

While visitors were filling out the cards which gave 
them a chance at a door prize, they received envelopes 
containing assorted little booklets on silver put out by 
the various companies. Manufacturers were given another 
chance to follow up; silver firms whose products had been 
selected by the various groups for the contest tables were 
notified so that they could write to the entire group to 
thank them for the honor. 


THOUSANDS OF “FIRST-TIMERS" 


Rank & Motteram’s many windows on both Wisconsin 
Ave. and North Water St. reflected the contest with eight 
separate silver displays, each devoted to the silver of a 
different manufacturer. The front corner window carried 
a hand-lettered sign announcing the contest and giving 
the schedule. 

As a public relations technique, the company found 
the contest most effective. The exhibit attracted “. .. a 
fine type of woman, a confirmed homemaker, and one 
who appreciates nice things for her home.” Thousands 
of new prospects broke the ice by making their first visit 
to the store, and the clubmembers, especially the actual 
contestants who were enthusiastic throughout, came to 
think of themselves as part of the store. “We feel,” said 


Bob Rank, “that this table arranging contest has made 
us many, may friends. 


MODERATE COST-PER-CONTACT 


For those seriously considering the same or a similar. 
type of promotion for their store, Rank & Motteram’s 
expenses will be of interest. According to the company, 
these were as follows: 





Flowers err ooo... .$ 60.00. 
Invitations ......................4. 165.00 
Advertising ......... .. 350.00 
Cash prizes . . es _ 150.00, 
Merchandise ...................... 65.00 
eee ee eT err eer 75.00, 
Cocktail party ..................... 35.00, 
ee a a ee ee eee eee ae 20.00 
Total 2.2... $920.00; 


In view of the number of persons effectively reached 
by this contest, and of the valuable unpaid publicity 
and word-of-mouth advertising which resulted from the 
active participation by so many prominent women’s 
groups, the cost was slight indeed. However, more im- 
portant than money as an ingredient in the event’s success 
was the careful advance planning which assured that all 
participants and visitors came away with a favorable im- 
pression of the character of the store and the attitude of 
its personnel. 











GOLD -: SILVER - 








| serictly Refiners 











21 West 46th Street 





Metals of Guaranteed Purity |} 


PLATINUM - 
IRIDIUM - RUTHENIUM - RHODIUM ° OSMIUM } 


W. solicit your Sweeps - 


Filings — Scrap Gold and 


Platinum — Metals 


Your Ol Gold Shipments | 


Kastenhuber & Lehrfeld, Inc. 


Tel. LUxemburg 2-2320 


* | 


PALLADIUM | 


= 


WILL RECEIVE 
Special Auten lion 


New York 19, N. Y. 
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TABLE SETTING PROMOTION 





THEME IS ‘‘THE AMERICAN STYLE — FOR PARTIES...FOR DAILY LIVING” 


Four famous manufacturers, REED & 
BARTON STERLING SILVER, IRISH 
LINEN GUILD, TIFFIN GLASS and 
FRANCISCAN FINE CHINA choose 
House Beautiful’s June issue to launch 
their coordinated TABLE SETTING 
PROMOTION. They will cash in on 
House Beautiful’s powerful influence 
among 2,800,000* active buyers—50,000 
active sellers. 

House Beautiful says this about The 
American Style. “[It] grew from 
America’s way of life. Its roots are in our 
American past, but it is created for the life 
of today. It draws much of its inspiration 
from nature forms. Thus, it is livable, 
*4.5 readers per copy 
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casual, free from dictated limitations 
— a happy union of beautiful design and 
fitness for purpose.” 

Taking a cue from House Beautiful, 
these four manufacturers designed spe- 
cial merchandise reflecting The American 
Style. Then they combined their efforts 
into a dramatic and powerful four-page, 
full-color advertisement in House 
Beautiful to (1) pre-sell their products 
to 2,800,000* best prospects (2) lay the 
foundation for an outstanding spring 
TABLE SETTING PROMOTION for 
retailers. 

And it works! Each beautiful adver- 
tisement includes products of all four 


manufacturers — features one product of 
each manufacturer. Result: each manu- 
facturer gets the sales-stimulating benefit 
of four, full-page, full-color advertise- 
ments PLUS the prestige of House 
Beautiful among consumers and retailers. 





Naturally, the Fall issue of House 
Beautiful’s GUIDE FOR THE BRIDE 
(on newsstands in July ) is also scheduled 
by these alert advertisers. 





It will pay you to be a regular House 
Beautiful reader: to make a point of 
pushing and promoting House Beautiful- 
advertised products. 


ouse Beautiful 


572 Madison Avenue, New York 22, N. Y. 
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|. Satin-finished stainless steel from Sweden 
—dgravy boat, retail $10, and sauce boat, 
retail $7.50: also sold with stands retail- 
ing for $5 or $3; designed by Folke Ar- 
strom, who also designed the flatware de- 
signs from Gense Imports, Ltd., N. Y. C. 


2. Booths’ new "Blue Méist,"’ a light blue 
body color in the “Ribstone" shape, deco- 
rated with "Tulip" design in either darker 
blue or green; informal in styling, a 16- 
piece starter set retails for $8.95. From 
Midhurst Importing Corp., New York. 
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3. Popular "Desert Rose” pattern is in 
Franciscan Ware, shows design embossed on 
rim of plate and tinted in natural color- 
ings; it is made in complete dinnerware, 
|6-piece starter set to retail at $14.70. 
From Gladding, McBean & Co., Los Angeles. 


4. A bridge set of four unique ash trays 
in sterling silver is the latest creation from 
Graff, Washbourne & Dunn, Englewood, 
N. J. Retail $20 Keystone (F.T.I.} The 
set comes packaged in a compartmented 
box with simulated grain leather finish. 








They’re New... 


Table-Top Fashions 





5. This trio of new crystal glass lamps 
includes (I. to r.) modern hurricane lamp 
to retail for $5; hurricane lamp with the 
base in "American" design to retail for 
$3; and low candle lamp, retail at $3.75. 
By Fostoria Glass Co., Moundsville, W. Va. 


6. New Line of accessories in "Galagray'’ 
lustrous gray finish with decorations in 
shaded red; items include tulip-topped 
cannister set, planter, tiered dishes, over- 
size egq cups, tulip serving dishes. By 
California Cleminsons, El Monte, Cal. 
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and Home Accessories 


2. English garden flowers done in_ rich, 
natural colorings make up the "Aster" de- 
sign in Spode earthenware; it appears on 
the “Gadroon" shape, whose modeling was 
adapted from [8th Century English silver. 
From Copeland & Thompson, Inc., New York. 


5. Swirl bowl designed by Belle Kogan is 
made in pressed crystal glass; a double- 
duty item, it provides an unusual center- 
piece which can be used in either modern 
or period setting; retail, about $6.50. 
From United States Glass Co., Tiffin, O. 


... They'll Be Selling ; 





3. Grace of posture and delicacy of mod- 
eling appear in this charming porcelain 
lace figure. It is part of a large group 
of imported figurines in all-white or in 
pink and white, in various price ranges. 
From Paul A. Straub & Co., inc., New York. 


6. Done in muted colors is this "Butter- 
flies" pattern in china dinnerware from 
Arzberg; contemporary in feeling, the de- 
sign was created by French designer Jean 
Luce; 5-pc. setting retails for $14.85. 
From H. E. Lauffer & Co., Inc., N. Y. C. 





|. New Continental China made by Rosen- 
thal in Germany and designed—both shapes 
and decorations—by Raymond Loewy; 
shown is "Coins" pattern (5-pc. setting 
$13.95 retail) combined with "Confetti" pat- 
tern. From Rosenthal-Block China Corp,, 
N. Y. C. 





4. "Black and Gold Fantasy"—stylized de- 
sign painted by hand on pure white chine 
dinnerware and accessories from the Royal 
Vienna Augarten factory in Austria; done 
on distinctive shape in octagonal form. 
From Hudson Art Importing Co., Inc., N. Y- 


7 "Golden Clover'—new pattern in Fran- 
conia China, modern interpretation done 
in golden brown highlighted in fine gold, 
accented with color band and gold lines; 
5-pc. place setting retails for $14.35. From 
Herman C. Kupper, Inc., of New York. 
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by MADELINE LOVE 









ie 
ONTINENTAL CHINA,” designed by the world- 


- famous industrial designer, Raymond Loewy, and 
made by Rosenthal, was introduced at a mid-April press 
party held in the new showrooms of the Rosenthal-Block 
China Corp. at 21 East 26th Street, New York. Mr. 
Loewy also designed the showrooms, themselves, using 
understated colorings, unusual lighting effects, and airily 
“floating” display fixtures as a background for both the 
Rosenthal China and the new “Continental China.” 

Only 28 major stores throughout the country are, for 
the time being, carrying the new china but as production 
increases more will, of course, be added. The line in- 
cludes two basic shapes—‘Relief,” with a narrow, em- 

















~<. PINCH PURSE 
9939 -- Everything for her convenience! 
* ~~ Fult-sized biilfold with Kant-Spill coin 
Felder, key.case, photo frame, and a 
Ps datton-down purse for odds and ends. 
nok PANO. 18H833. List $500 
aa 38 a *. ‘i plus fed. tay 
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"4 oe VW 
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ie 4924 — Pocket secretary with 

"memo pad. Attached Gold 

~~ Pencil, comb, file and extra 
posnets, Choice of Black, 

»- Brown. Morocco or Pigskin. 


List $900 
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WALES 
COLUMBIA WALESCRAFT. LTD. 
_ 22 .W. 32n_o STREET, N.Y. 1, N.Y. 


bossed rim; and “Rhythm,” with a simple, uninterrupted 


surface—and there is a group of subtly drawn patterns 
in such colors as sepia, black, turquoise, ash pink, spring 
green, pale yellows and corals, gray, and clear blue. 
Gold or Platinum appear in some of the decorations, and 
in two cases, combinations of the two metal colors com. 
prise the pattern. A consistency of taste expressed in 
all of the designs, makes it possible to mix them in natural 
groupings on the table. 





advertising manager of 
of Owens-Illinois Glass 


ew U. FAUSTER (right) 
the Libbey Glass division 


SALES STORY. 


by WALES 


Thousands upon thousands of your customers are 
pre-sold WALES Quality Products. When they ask 
for WALES, they know they'll get the finest in 
leathercraft. 


BE SURE TO MEET CONSUMER DEMAND. Stock 
WALES .. . Increase your sales. 


Send today for a full color catalog of the WALES 
Line . . . You'll be glad you did. 


Send for sample assortment today. 
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Co., of Toledo, and William A. Perry, III, of the J. 
Walter Thompson Co., Libbey’s advertising agency, ad- 
mire the 1952 Award of Merit which was won by the 
concern in the Associated Business Publications’ annual 
competition. This is Libbey’s fifth award in seven years 
for effective use of advertising in merchandising publi- 


cations. 
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EAN LUCE (right), famous French designer of china 
J and glass, holds a plate showing one of the designs 
he created for Arzberg porcelain dinnerware, which is 
distributed in this country by the company headed by 


-_————_—— 
—— - - 


H. E. Lauffer (left). Mr. Luce made his first visit to 
America this Spring, observing design trends here and 
visiting as many stores as his limited time permitted. 

Born in Paris in 1895, Mr. Luce’s father conducted a 
ceramic shop and the son’s early interest in the business 
is shown by his participation in a china exhibition at the 
age of 16. During the years he has designed the china 
and glassware for the French Line ships, the table service 
used officially by the City of Paris, and a service pre- 
sented to General and Mrs. Eisenhower when they were at 
NATO headquarters. 

Mr. Luce discussed here the great changes that have 
taken place in the design of dinnerware for the home in 
recent years. Greater simplicity of form and decoration, 
and softer colors, have taken the place of the elaborate 
creations which were admired by former generations, he 
said. His own design for Arzberg are all in this new 
mood and they can be coordinated with each other so 
that, if it is desired, a change of patterns with each 
course is possible. 

* * * 

ATES for the American Dinnerware Fair which the 
United States Potters’ Association will stage in the 

Fall have been advanced one week to October 11 to 17. 
The Fair will, actually, be a nation-wide promotion of 
American-made dinnerware, with top manufacturers 
backing the campaign to boost sales and to stress the 
thought that “there’s always something new in American 
dinnerware.’ Ketchum, MacLeod & Grove, Inc., Pitts- 
burg advertising and public relations agency, is in charge 
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§ DINNERWARE 
5) 4 V:. of 


Pattern No. 8041 
from 
| > LORENZ 
ae HUTSCHENREUTHER 
—. AVAILABLE IN 
OPEN STOCK AND 


94. AND 64 
Piece SETS 


CO.. INC. 


New York 10, N. Y. 
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PAUL A. STRAUB & 


19 East 26th Street (Near 5th Avenue) 
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Nationally Advertised & 
FRANCONIA CHINA cae 


One of Europe’s Finest 
*4 POINTS which make Franconia China popular with dis- 
criminating public and indispensable with buyers. 


*POINT I: 
*POINT 2: Truly superb quality. 


Citsans 


Styled for beauty to satisfy contemporary taste. 


*POINT 3: 
*POINT 4: 


Priced to meet present day living. 


Of utmost importance, to the dealer, is our excellent New 
York stock service in more than 30 patterns . . . always ready 
for prompt delivery. 


“MAYBELLE"™ (illustrated) A 5-pc. Place setting with 101%" 
dinner plate for $6.95 


Ilustrated price list of ali Franconia patterns available. 


HERMAN C. KUPPER, inc. 224) WEST 23rd_ st. 


NEW YORK 10, N. Y. 














1 de since 1770 


THE VW FINE ENGLISH 


DINNERWARE 


COPELAND 


kee 


Fine English Earthenware ¥EO°P 


rig 
ENGLAND 





. . SPOUE 
English Bone China Copetancs Cuma 


Lowestoft Stone China 





Made in England by W.T. COPELAND & Sons, Ltp. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 
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Stamp NAMES 
or MONOGRAMS 


ON 

FOUNTAIN PENS 
LEATHER GOODS 
WRITING PAPERS 
GIFT ITEMS 





Make your own 
Price Cards 








NOW YOU CAN RENT 
the sim ple, easy-to-use Kingsley Machine 


Write for full details. 


Kings/e 


STAMPING MACHINE CO. 


HOLLYWOOD 28, CALIFORNIA 











One of the largest importers of 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Intagiies, 
Scarabs, and all other semi-precious CHINESE STONES 


Write tor full particulars 


CHINESE JADE CORP. 











‘aunt West 47th St. 








© New York 19,.N. Y. © JUdece 6-1666 cum 
30 
OMPLETE WITH CONTAINER $12 
ACTUA, WITH EACH SET YOU GET: 
e 1092 INDIVIDUAL TICKETS 
e 150 PLASTIC EASELS 
e 100 TABS 
e ROLL OF SPECIAL ADHESIVE 
e ORDER YOUR CHOICE 
A—lIvory with Black Figures 


B—Black with Silver Figures 
ee eae. — C—Half Black & Half Ivory 


CAN ALSO BE AFFIXED TO WOOD—GLASS—METAL—FABRIC 
AVAILABLE AT YOUR JOBBER OR ORDER DIRECT 


m™ Jracklin |\ItG, CORP. 
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H#O5Q  _CEWELERS PRICE TICKETS 








SIZE 


6 of every popular 
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of co-ordinating plans for the Fair, and conducting a 
year-round promotion program. 


* * * 

NOTHER tie-in of fashion with dinnerware is an- 
A nounced in the signing of Jacques Griffe, French 
couturier, to create patterns for the Jackson Vitrified 
China Co., Inc., of New York. It is expected that some 
of these new designs will be ready by Fall. 

* * *% 
ARY PENTLAND heads the new organization, Pent- 
land Associates, which has just opened showrooms 
at 220 Fifth Avenue, New York, to represent a small 
group of accessory manufacturers in linen, pewter, wood, 


MARY PENTLAND 





metal, and candles. Also being shown are “Pentland 
Originals,” products or designs created by Miss Pent- 
land, one of which is the “Silverfile’ which was intro- 


duced several years ago. 
- *% * 


RNEST NICHOLSON has joined the Haviland & Co., 
Inc., sales staff and will cover the territory including 
Oklahoma, Kansas, Nebraska, Minnesota, and North and 
South Dakota. Mr. Nicholson was formerly with A. H. 
Heisey & Co. 
DDED to the list of trade show dates are two staged 
by Allied Exhibitors, Inc. The Dallas show at the 
Adolphus Hotel will be held from September 6 to 10; the 
Denver show at the Hotel Albany, from September 20 
to 23. 
KORGE SHOTTEN has been made assistant to Fred 
Simon, president of the Geo. Borgfeldt Corp., New 
York. Formerly with the fancy goods department, Mr. 
Shotten succeeds Al Bookrajian, who resigned. 


Smart Shop Air 
(From page 154) 


arouse their curiosity and interest. Newspaper, direct 
mail and radio spot announcements were used and con- 
tinue to be used, with heaviest emphasis on direct mail. 
Because more than 35 nationally-advertised brand 
names of giftware are now carried in addition to the 
brands in the jewelry field, Snyder adapted to the gift 
shop his regular practice of making extensive use of manu- 
facturers’ folders and pamphlets along with the store’s 
own direct pieces. Sometimes the material is dramatically 
presented, as it was when residents of a new suburban 
development answered their doorbells one Saturday morn- 
ing to find a young high school girl with a present from 
Snyder’s—a gift packet. Included in an envelope labeled 
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BOXES 
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a box for every purpose 
in this BIG VALUE assortment 


Solve your Jewelry and Gift Box Problems once 
and for all. Buy direct from manufacturer for 
dependable supply, uniform quality, lower cost. 
This No. 99 assortment is ideal for small merchan- 
dise of all kinds. 


Consists of 6 handy assorted sizes from 2 7/16 x 
1 7/16 x 13/16 to 75/8 x 15/8 x 15/16... 
Square and oblong shapes . . . 36 each of 5 
kinds, 72 of those you need most. Choice of 
silver-white or ivory enamel paper. Prompt de- 
livery guaranteed. Order direct from this ad. 


WRITE for illustrated catalog listing other special 
assortments and hundreds of STOCK JEWELRY 
AND GIFT BOXES, available plain or imprinted, 
or in special designs. 


1°R 
© ? 
“The Package is Part (@: of the Purchase” 


PAPER 


PICTORIAL eaceace CORPORATION 


232 S. Lake Street, AURORA, ILLINOIS 
15-116 Merchandise Mart, CHICAGO 














| (coUPON) USE THIS HANDY | 

ORDER COUPON | 
) Pictorial Paper Package Corp. j 
| Aurora, lllincis Dept___.__.. j 


| Please send special No. 99 assortment of 252 Jewelry and Gift Boxes : 


j $14.25. Choice of color « ) Silver-White or « ) Ivory Enamel. 


; Name 








Firm 
1 Address 
! 

City State 
' 0 Check this square for Catalog of our complete line. 
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“Action Package Advertising” helps you ring up extra 
sales—by giving you complete “‘follow through” support right 
up to the moment your customer buys! Here’s how Action Pack- 
age #2, for Father’s Day, works for you: 





*Trade Mark of ZIPPO MANUFACTURING COMPANY, BR4.DFORD, PA. 


USE YOUR ZIPPO FATHER’S DAY 


FEATURE ZIPPO FOR 
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aN” f Say 


(NUE, = 
* SATURDAY EVENING F 0ST 
| this powerful ad pre-sells Zippos for 
| Father's Day to a national audience of 


50 million readers! (Post, May 30th, 
— page. Life, June 6th, 2 color 








A 


IN YOUR STORE 


Action Package #2 again follows 
through! —with these Father's Day sales 
aids that tie you in with Zippo's big 
full-color ads, and deliver Zippo soles 


to you! 













WINDOW & COUNTER 
MERCHANDISING DISPLAY 
new type, in full-color 
23" wide x 14" high 


6 RADIO SPOTS 
30 seconds each 


ee ee 


EXTRA SALES AND PROFITS! 


FOR May, 1953 


“Tyeer you sell — Zippo od 


| Zip-A-Lite* 8 guaranteed. T 
than you’ sold the year os stomers: 


\ 


_ IN LOCAL NEWSPAPERS 

for extra local impact, the same ad, 
three-fifths of a page in full-color, fol- 
lows through — pre-selling Zippos to 
local audiences of 33 million in 67 key 
markets, in the Sunday newspaper 
magoene, This Week lows 14th) and 
Parade (June 14th). 





orm every ime you Sag : 


Zippo product. And each ~—because a pees never 
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TO BIGGER 
CAMERA KIT 
PROFITS 


STOCK THE PHO-TAK 
FOLDEX °6.3° KIT 


. the perfect answer to cus- 
tomer requests for a “better’’ 
camera kit. This precision-engi- 
neered folding camera kit is a 
natural “step-up” to America’s 
fastest selling camera 

. the PHO-TAK 
“ae.” 


: FOLDEX ay 
= 
49%. 
PHO-TAK’S NEWEST REFLEX I 


Fine European design and features. Complete 


kit priced to sell .. . fast! 


Call Your Jobber TODAY 


OR WRITE DIRECT: 
ph@tak) PHO-TAK CORPORATION 


Ae) Pee © ©) 74  be-) ree ©) | | OPC] © ey fam | 8 








Here’s the gift any bride will 
cherish in a large or small home 
or apartment. These gilt Wester- 
strand 14-day pendulum clocks, 
imported from Sweden, are master- 
pieces of wood-carving and clock- 
making. 


A Westerstrand ‘‘Heirloom” clock 
blends with any decor and be- 
comes a jewel-like focus point over 
sofa, mantelpiece or television set. 


FEATURES TO NOTE: 


Hand Carving 
22-carat Gilding 
Precision Movements 
14-Day, with Strike 
Fourteen Models 


Helios 





Sole Importers & Distributors 


“HEIRLOOM” zg. 
GIFTS bel Te 


= 


4, rea 





Trois Roses 





Porath & Magneheim, Inc. 
95 Liberty St., New York 6, N.Y. 


Send for descriptive 
folder AF-7. 


8-Day Pendulum Clock 
PURITAN—No. 696 
Walnut Case, 11x12”. 
Hour & Half Hour Strike. 
Satin Brass Tube Weights. 














LINES WANTED.. 


Two Nationally Known 
Jewelry Salesmen 








Now Covering 


RB Wholesalers, Jobbers 

B& Large Chains 

B Watch Importers 

B Material Supply Houses 
BR And Allied Distributors 


TERRITORIES: N.Y.C., N.E., Middle Atlantic 
States, Middle West to K.C., ro wa Valley 
into Texas, and will also consider the Pacific 
Coast. 


Want one or two manufacturers’ lines that will Appre- 
ciate Honest, Intensive, Complete Coverage that will 
produce sales results. 


BOX “A. 1910" Jewelers’ Circular-Keystone 


100 East 42nd St. New York 17, N. Y. C. 


GALI NORRS RIM 
. 


CEP 


SABE 
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“There’s always something new for you at Snyder’s,” 
there were 20 pamphlets supplied by the manufacturers 
of various lines displayed in the store’s gift department. 
There was also a silver polishing cloth, and there was 
Snyder’s special catalog in full color. The young lady, 
at each call, made a point of inviting the recipient to 
visit Snyder’s and “browse around.” 

The catalog mentioned above is an elaborate and com- 
prehensive one, printed in color on impressively heavy 
paper, and covers not only the gift items always well 
stocked at Snyder’s but includes other items not carried 
‘n stock, such as appliances, heaters, washing machines, 
etc. The 35 nationally advertised brands of giftware in- 
clude dinnerware, glass, hostess accessories, imported 
gifts and figurines, lighters, opera glasses, barometers, 
clocks, electrical accessories such as shavers, and luggage. 

In addition to the consistent advertising, other promo- 
tional techniques are employed. There is a Brides’ Regis- 
ter service, backed up by the gift of a corsage to every 
girl whose engagement is announced locally, and by di- 
rect telephone contact. “Easy Club Plans” encourage 
customers who lack ready cash—there is in addition to 
the traditional 30-day charge account a Silver Club Plan, 
a China Club Plan, a Watch Club Plan. There is also a 
Regular $1-a-week Budget Plan and a special Gift Bonus 
Plan whereby customers save a dollar a week in advance 
for 20 weeks and thereby earn a 10 per cent bonus for 
“.,. anything in the store except manufacturers’ price- 
fixed and fair-traded merchandise.” 

Once a customer has come in, either to browse or to 
buy, the gift department itself is its own best promotion 
and customers frequently express pleased surprise at the 
extent of the selection available, despite Snyder’s strenuous 
efforts to tell them about this selection in advance. Most 
popular items are in the $3-$3.50 price range, but a 
large stock of higher priced gift merchandise is moved 
successfully. A $25 item correctly selected to appeal to 
the type of people shopping in this area will go just as 
quickly as a $10 item. The higher priced items on dis- 
play have worthwhile prestige value also, and help to 


keep the gift department in harmony with the “smart | 


shop” concept desired for the whole combined operation. 





Browsing Encouraged 
(From page 156) 


of merchandise assembled for easy shopping without the 
necessity of wandering about trying to sift the inexpensive 
items from displays of mixed price ranges. New novelty 
wares are constantly added to this special party prize 
collection. 

At the extreme opposite end of the series of rooms is 
one devoted to silver, conveniently located near the crystal 
and china collections so that table settings can be quickly 
arranged to show a customer how any selection or com- 
bination would appear in use. 

All forms of advertising are used by Adler & Sons to 
call attention to this extensive gift department, but daily 
newspapers seem most productive. Radio is useful par- 
ticularly during June and the Christmas season. And ad- 
vertising in concert and opera programs is profitable, as 
it is read there by precisely the type of person most likely 
to become an Adler customer. The telephone directory 
advertising serves effectively to bring in tourists and 
visitors. 
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Undersells them 
all — ladies 17- 
Jewel beauty, 
heavy 10K yel- 
low rolled-gold 


PROMOTE gees 


oe : ' cord attachment 


PROFIT 


WITH THESE 


TOWNE 


WATCH 
I7-JEWEL 


LEA D E in SUPER - SPECIALS 
a .°Q95 


YOUR PRICE 


Men’s special, 
precision 17-Jewel, 
heavy 10K rolled- 
gold plate case, 
padded leather 
strap — a profit- 
































FULLY - 
-\ packed quality 

GUARANTEED Ss price-beater. 

10-DAY 

INSPECTION 


Presentation 
Boxes... 


Order these 
75¢ each 


terrific sellers 

today — beat the 
price-cutting competi- 
tion with real promotional 
values that EARN PROFITS. 
There’s never been a buy like 
this. Order now. Also see our com- 
plete selection of high-styled, precision 
crafted Towne watches — ask for full 
descriptive catalog. Towne watches are 
sold through retail jewelers only. 





~~ 


TOWNE WATCH CO. 























| “8 

& TOWNE WATCH CO. ‘ 
- 29 East Madison St., Chicago 2, Illinois : 
: Ship Towne Men’s Specials - 
: Ship Towne Ladies’ Special 5 
t Ship Presentation Boxes 4 
- [_] Send complete catalog ; 
& 4 
‘ Name 5 
a Address & 
; City State : 
Cese aes eae eae aeeee sees eeeeseaeeeead 
173 








NOW! During The 
Graduation Season 
You Can Sell 
College Rings 


at a FULL PROFIT 
with No Investment! 


Here’s your money- 
making answer for your 
customer’s “What will I 
buy?” gift problem. 
Sell to alumni or under- 
graduates from our il- 
lustrated, colorful cata- 
logue. Rings for any 
accredited college in the 
United States can be 
ordered, one piece at a 
time. No Die Charge! 
No Minimum Order! 





Send for selling catalogue, complete 


information, counter display card. 


COLLEGE SEAL & CREST COMPANY 
Department C 


236A BROADWAY 
CAMBRIDGE 39, MASSACHUSETTS 


FREE! 
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GOOD NEWS 


from 


BOWMAN TECHNICAL SCHOOL! 


The long waiting-list to enter B.T.S. is now 
past; and you can set any date you wish, to 
begin your course. 

A very fine new book of facts about B.T-S. 
and its work: Your Future and Our School, 
tells how you can benefit supremely by a 
B.T.S, course, and will be mailed you, free: 
write for it. 

B.T.S. graduates easily pass any State Board 
examinations, or the Certified Master Watch- 
maker tests of H.I. of A. 

Highest authorities say B.T.S. is the best 
school. Courses approved for Korean P.L. 550 
and P.L, 894 veterans. 
Write for free book! 
School— 


to BOWMAN TECHNICAL SCHOOL 
Bowman Building, 
Lancaster, Pa. 


Your Future and Our 


John J. Bowman, 
Director 


“R. Charles Ezra Bowman, 
} Registrar 
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“L00 PARADE” 
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$65.00 Setof3 $65.00 
$25.00 for 1 Unit 
Sizes: 26X12" 1—9X9 8" high 


Black wire cages on black lacquered tables with removable 
pads. Tiger, Panther, Mama and baby giraffe (Austrian im- 
ports) add distinction to these elegant displayers. 

COLORS: Pads and ring holders in best quality, felt or velvet, 
Pastel Pink, Turquoise, White, Gray, Chartreuse and Raspberry. 


$34.50 “PARK-AVENUE-GROUP” $34.50 
ELEGANT — DISTINCTIVE — REFINED 














$34.50 Five Tables $34.50 
2 Tables 6x6’’—3"’ high (does not include ring holders) 
2 Tables 6x6’’—5"’ high 
1 Table 9x9’’—3°’ high 
Flat Black-lacquered tables with removable pads. Colors same 
as above. Ring holders to match — $5.50 per dozen. 


CHARLES LEONARD DISPLAYS 


6804 RIVER ROAD, CINCINNATI 33, OHIO 





























REFINING 
PRECIOUS METAL 
WASTES 


GOLD-SILVER-PLATINUM 
By C. M. Hoke 








A Valuable Handbook 
for the Jeweler 


$ 6 °° 


Postpaid 


Remittance with Order 
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100 East 42nd St. New York 17, N. Y. 
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TAX 


CUT 0.K., BUT BALANCE BUDGET FIRST. The logic of this position seems to be 
winning over supporters of the so-called "quickie" tax cut bills, and it is 
dcubted if enough votes could be mustered new to override a veto. The President 
insists a balanced budget must be "in sight" before taxes can be cut. 


HANDY & HARMAN ELECT TRAVIS NEW PRESIDENT. Judson C. Travis has been elected 


NEW 


A.R. 


President of Handy & Harman. He takes his new duties as chief executive officer 
on May 1 after 35 years of service with the company. Mr. Travis succeeds G. H. 
Niemeyer, who has been president for the past 15 years. Active in company 
affairs for 53 years, Mr. Niemeyer requested retirement but he will continue as 
a director, Chairman of the Exec. Committee and president of Handy & Harman of 
Canada, Ltd. He will also continue his interests in jewelry trade activities. 


CUSTOMS BILL TO BE INTRODUCED. The Jewelers Vigilance Committee has brought to 
JC-K's attention the news that a new Customs Simplification Bill will be shortly 
introduced in the Congress. The new bill may include a clause to raise the 
present limit of value from $1 to $3 on duty-free mail shipments. In the last 
bill, which was not passed, it was proposed to raise the limit to $10. If the 
limit on duty-free mail shipments is raised to $3, it is believed that it will 
affect the costume jewelry business. 


F. REPORTS ON POST EXCHANGE SURVEY. Back in 1949, the Dept. of Defense agreed 
to eliminate PX sales to civilians, to set certain dollar limits on specific 
items offered, etc. But in many a PX today, a civilian in civilian clothing can 
enter and buy goods with little or no difficulty, according to the American 
Retail Federation in a detailed report of theirs now being studied by the House 
Armed Services Comm. A.R.F. covered 14 exchanges; found many PX sales to be in 
violaticn of Army—Navy—Air Force exchange regulations. 


DMIA NOW AT NEW LOCATION. Arthur S. Hirsch, general counsel of the Diamond Manufac— 


turers and Importers Assn. recently moved the organization's offices to 342 
Madiscn Ave., New York, N. Y. 


WHOLESALERS SUPPORT PARCEL POST BILL. The National Wholesale Jewelers Assn. has 


asked its members to support HR-2685, the proposed new Parcel Post Law intro- 
duced by Rep. Joel T. Broyhill, of Virginia. Rep. Broyhill's bill would return 
the combined length and girth limitation to 100 in. and limit weight to 70 lb.— 
the maximums which existed before Public Law 199. Business spokesmen before the 
I.C.C. hearings in April argued that restoring the old sizes and weights would, 
in fact, increase Post Office revenue. 


JOSEPH L. HERZOG DIES. Joseph L. Herzog, retired manufacturing jeweler and former 


president of the National Jewelers Board of Trade, died April 20, at 79. 


A. NATHAN SLAVICK DIES. A. Nathan Slavick, 74, founder and head of the Slavick 


Jewelry Co., Les Angeles, died April 8 at his home in Santa Monica. 
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lt Can Hold 
You UP! 








Your repair department can do either . . . make money for 
you or lose money. If you think your repair depertment 
could do more for your business, write us. We can show you 
how thousands of jewelers all over the country have im- 
proved their repair operation. How they have one product 
that gives them 500% to 1000°, markup. And how their 
repair departments help make money in other departments 
by building store traffic and good will. Details free and 
without obligation. Write ... today. 


C. & E. MARSHALL CO. 


Dept. J5, Box 7737, Chicago 80, Ill. 
Branches and Distributors in Principal Cities Throughout the USA 
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Violations of PX Rulings 
Revealed in ARF Survey 
Sponsored by Trade Groups 


New evidence of unauthorized sales by 
military exchanges is stirring fresh demand 
for a congressional probe of the multi- 
million dollar retail business operated by 
the Army, Navy, and Air Force. 

Members of the Armed Services Com- 
mittee of the House of Representatives 
are now studying a detailed report, pre- 
pared by the American Retail Federation, 
on unauthorized sales at military ex- 
changes. 

The House committee has not yet de- 
cided what type of corrective action it will 
order, but it is regarded as a foregone 
conclusion that exchange officials and em- 
ployees will at least be directed to stop 
selling jewelry and other civilian goods to 
unauthorized civilian and military per- 
sonnel. 

The American Retail Federation’s report 
to the House committee presents clear-cut 
evidence that post exchanges have been 
making sales in violation of the basic 
Army-Navy-Air Force exchange regula- 
tions. This evidence was gathered during 
a recent post exchange survey financed by 
retail and wholesale groups. 

As a result of a House Armed Services 
Committee investigation in 1949, the De- 
partment of Defense agreed to tighten up 
the basic exchange regulations. The ser- 
vices agreed, among other things, to termi- 
nate “special orders,” to set dollar limits 
on the value of items for sale, to limit 
the number of items for sale, and to sell 





only to authorized service personnel. And 
PX sales clerks were instructed to require 
each purchaser to sign a sales slip specify- 
ing that the merchandise would not be 
resold. 

Results of the new ARF investigation 
show that the exchanges tested are carrying 
on a “brisk business” with civilians and 
unauthorized customers. It is entirely poss- 
ible, the ARF reports, for a civilian dressed 
in civilian clothing to enter any one of the 
14 exchanges tested and buy gveds with 
little or no identification. ‘The exchanges 
selected by the ARF for sampling are lo- 
cated in the District of Columbia, Virzinia, 
Ohio, and Illinois. 

Shortly after the ARF released the results 
of its study, the Amercan National Retail 
Jewelers Association requested the House 
Committee on Armed Services to conduct 
a complete investigation of the resale of 
merchandise by the armed services ex- 
changes in competition with private enter- 
prise. In the request the association voiced 
its belief that “violations of the regulations 
are even greater than indicated in the re- 
port of the survey submitted to you.” 

The results of the study also brought a 
prompt reaction from the National Whole- 
sale Jewelers Association which distrib- 
uted a letter to members urging them to 
promptly write to members of the House 
Committee on Armed Services, asking for 
a complete investigation of armed forces 
exchanges. The NWJA, together with a 
number of other trade organizations, con- 
tributed to the ARF’s pilot survey. 

The survey of 14 armed services ex- 
changes was also supported morally and 
financially by the National Jewelers Asso- 
ciation, which is affliated with the Amer- 
ican Retail Federation. 





Relief from Platinum 
Controls Hoped For 


In late April, unofficial word was re- 
ceived indicating that the jewelry industry 
may expect relief from the present restric- 
tions on platinum within a very short time. 

Efforts to secure relief were accelerated 
recently by the Precious Metals Jewelry 
Manufacturers Committee, a group formed 
under the auspices of the Jewelers Vigil- 
ance Committee and composed of repre- 
sentative jewelers from all parts of the 
country. 


In a recent communication to Washing- 
ton, the Committee stated that materials 
which were held in inventory are practi- 
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cally exhausted and that the supply of plat- 
inum obtainable from old jewelry is not 
sufficient. Permission to use inventories and 
any platinum which was in jewelry form 
was obtained by industry representatives 
when they met with Washington authori- 
ties before Platinum Order M-54 was 
issued. 

The Committee’s communication also 
pointed to the fact that many concerns have 
not hesitated to use black market platinum 
and contained a request that platinum be 
permitted to be purchased abroad and im- 
ported for jewelry manufacture. 

Since the issuance of M-54, at the solic- 
itation of the above-mentioned Committee, 
the order has been twice amended. On 
August 14, 1952, relief was granted to man- 
ufacturers for recovering platinum from 





Jewelers Debate Proposed 
FTC Trade Practice Rules 
At Providence Hearing 


A session aimed at consolidating difter- 
ing proposals on a score of suggested trade 
practice rules for low and medium-priced 
jewelry gave 100 manufacturers and in- 
dustry representatives a full day’s work 
in Providence, April 16th. 

It was conducted by James A. Blalock, 
attorney for the Federal Trade Commission. 

Before the commission takes final action 
the proposals will be revised in the light 
of testimony offered at the conterence. 
Another session then will be called at 
which industry members will be asked to 
take final action. 

Recommendations considered were offered 
by the following organizations: Costume 
Jewelry Trade Association, Costume Jeweiry 
Manufacturers’ Association of New -York, 
Jewelers Vigilance Committee. Krementz 
& (Co. and the New England Manufacturing 
Jewelers’ and Silversmiths’ Association, Inc. 

Some of the proposals dealt with rules 
affecting the problems of misrepresentation 
and deception in advertising, misuse of 
the words “gem,” “stone” and “birthstone,” 
deceptive imitation of trademarks or trade 
names, misrepresentation as to origin and 
disclosure of foreign origin and deception 
as to gold or silver content. 

Representatives were in genera] agree- 
ment on the bulk of the 20 rules but 
debated vigorously recommendations per- 
taining to regulations on misrepresentation 
of gold content, misuse of the term “hand- 
made” and of reference to synthetic stones, 

Two proposals affecting the regulation 
of the term “hand-made” were vigorously 
challenged as being unrealistic in terms of 
current techniques in the industry. 





scrap through refiners. On March 3, 1953, 
the order was again amended allowing a 
freer transferral of platinum permitted un- 
der the order to be used for jewelry manu- 
facture. 

All details in connection with imports, 
use and stocks in suppliers’ hands have 
been carefully watched. Representatives of 
the industry have persistently endeavored 
to secure new platinum, and assurances 
have been given that as soon as supplies 
are sufficient, relief would be granted. 
Platinum was freed from price control on 
February 13, 1953—but no change in 
price or increase in imports have been 
noted. 
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CHAIRMAN: 
Il. Victor Paul 


Wiss Sons, Inc. 


Nework, N. J. 


VICE CHAIRMAN: 


. H. Niemeyer 


Handy & Harman, Inc. 
New York City 


TREASURER: 
James B. Dickey 


Tiffany & Co. 
New York City 


COUNSEL: 
Philip E. Hoffman 














Hy Goldberg 


Cooper's Inc. 
Portsmouth, Va. 


Three Representatives 
from National 
Jewelers 
Association 


Fred Dreifus 
Memphis, Tenn. 


Leo Weisfield 
Weisfield's, Inc. 
Seattle, Wash. 


Dreifus Jewelry Co. 


Organization of Retail J ewelers Tax Committee 
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Three Representatives 


from American 
National Retail 


Jewelers Association 


James B. Dickey 


Tiffany & Co. 
New York City 


Paul Hardy 


Hardy & Hayes 
Pittsburgh, Pa. 


William S. Preston, Sr. 


F. J. Preston and Son 
Burlington, Vt. 








L. M. Kahn 


Diamond Manufacturers 
& Importers Association 
of America 


Frank Milhening 


Chicago Jewelers 
Association 


Donald W. Leach 


Sterling Silversmiths 
Guild of America 


Herman Ostrin 


Associate 
Jewelers, Inc. 


Jacob H. Schaeffer 


Jewelry Crofts 
Association, Inc. 


S. Ralph Lazrus 


American Watch 
Association 





ADVISORY BOARD 


Representatives from the Various Industry Trade Associations 


George M. Heller 


American Stone 
Importers 
Association 


Henri S. Kleinberg 
Diamond Center, 
Inc. 


Raymond Wells 


New England 
Manufacturing Jewelers 
& Silversmiths Association 


Hyman J. Powell 


International Jewelry 
Workers Union 


Milton Freudenheim 


National Wholesale 
Jewelers Association 


Jack Sigman 
Diamond Dealers 


Club, Ine. 


R. H. Whidden 


Fountoin Pen and 
Mechonical Pencil 
Mfrs. Association 


August O. Packer 


Educational Jewelry 
Mfrs. Association 


Jerome Oppenheimer 


The Costume 
Jewelry Trade 
Association 


Andrew Leredu 


International Jewelry 
Workers Union 


Jacoh Mehrlust 


Platinumsmiths 
Association 


James G. Shennan 


American Watch 
Mfrs. Association 











tory. 





Objectives of the Retail Jewelers 
Tax Committee 


. Elimination of jewelry excise tax. 


2. Willingness of industry to pay fair share of necessary taxes if non-discrimina- 


3. Cooperate with other affected industries. 


4. United front to lawmakers. 


. Suppression of false or premature quotations to public on tax elimination. 
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Among the pre-registration events held before the AGS conclave opened officially was a 

dinner-meeting of the International Committee. Members of that group are shown here 

with Oscar Kind, Jr. (seated third from left), newly elected chairman of the committee, 
and George J. Sloan (seated second from left), new vice chairman. 


An outstanding attendance record was 
set at the 18th annual conclave of the 
American Gem Society which was held on 
March 29 through 3] at the Bellevue-Strat- 
ford Hotel in Philadelphia. More than 300 
members and their guests attended the 
three-day event. 

Elected as president and chairman of 
the International Committee, the ranking 
officer of the Society, was Oscar Kind, Jr., 
of Philadelphia. Named as vice president 
was George J. Sloan of Tulsa, Okla. 

Among the many featured speakers who 
addressed the conclave was Martha Per- 
cilla, fashion director of the Jewelry In- 
dustry Council, who delivered an_ inter- 
esting address on “What’s New in Jew- 
elry Fashion.” 

Other conclave speakers included G. 
Robert Crowningshield, director of the Gem 
Trade Laboratory of the Gemological Jn- 
stitute of America; Richard T. Liddicoat, 
director, Gemological Institute of America; 
Dr. W. F. Foshag, head curator of geology 
at the Smithsonian Institution; Dr. George 
S. Switzer, associate curator of geology at 
the Smithsonian Institution: Dean Edward 
H. Kraus. dean emeritus, College of Liter- 
ature, and Arts, University of 
Michigan; Fred Warren, Julius Raum- 


Science 





heim Co.; Dr. Ralph J. Holmes, assistant 
professor of mineralogy, Columbia Univer- 
sity; George R. Kaplan, Lazare Kaplan and 
Sons, and Kenneth G. Mappin, immediate 
past president of the AGS. 

Keynote speaker at the conclave was 
Colonel J. Harry LaBrum, president of 
the Chamber of Commerce of Greater Phil- 


OSCAR KIND, JR. 


Named Ranking 
fficer 


of AGS 


adelphia, who was introduced by H. Paul 
Juergens, master of ceremonies. 

William H. Wallace, Jr., president of the 
Eastern Pennsylvania Guild of the AGS, 
hosts at the conclave, made the visiting 
jewelers more than welcome while his wife, 
chairman of the Wives’ Committee, provided 
a well-planned program for the ladies. 





Nebraska Jewelers and 
Watchmakers Meet Jointly 


Approximately 400 persons attended the 
joint convention of the Nebraska Retail 
Jewelers Association and the Nebraska 
Horological Association. The three-day 
event of the two associations was held on 
March 21 to 23 at the Hotel Yancey in 
Grand Island. 

Robert W. Mever of Chadron was 
elected president of the jewelers’ group 
and Michael Hansen of Omaha was chosen 
to head the watchmakers’ association. 

Meyer succeeds W. E. Fleming, Ains- 
worth, as president of the Nebraska RJA. 
Other officers elected were: Lloyd Lock- 
wood, Sidnev, first vice president: Elton 
Omaha, second vice president: 
W. V. (Doc) Bvers, Lincoln, third vice 
president: and Corev Chase, Holdrege, re- 
elected secretarv-treasurer. 

Earl Oliver, Hastings, is the outgoing 
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president of the watchmakers’ group. 
Other officers elected bv the watchmakers 
were: John W. Jones. Grand Island. vice 
president, and William Yost, Milford, 
secret?rv-treasurer. 

Jeff H. Williams, who is billed 2s “Okla- 
homa’s ambassador of good will.” was 
the featured speaker at the annual con- 
vention banquet on Sunday _ evening, 
March 22. 

“We (the United States) have the envy 
of the world,” he told the group. “The 
way to make the grade is to live a pat- 
tern that the rest of the world will want 
to follow.” 

Paul W. Monohon, sales manager of 
B. A. Ballou & Co., Inc., Previdence, R. I., 
hichlicghted the Sundav afterneon session 
with his talk on “What’s Next?” 

Dave Ablowich, Jr.. of Grand IJsland, 
electronics engineer with the Feteral Com- 
munciations Commission, told the jewelers 
and watchmakers about the origin of time 
at the Sunday morning session. Also on 








the Sunday morning program were talks 
by Raymond C. Tillotson, Nebraska super- 
visor of the U. S. Department of Labor; 
and J. N. Heed, vice president of Ameri- 
can Time Products, Inc. 

Officers of the Kuku’s, the association 
of wholesale salesmen serving Nebraska 
retail jewelers, who were elected at a 
separate business meeting on Monday 
morning, are: King, Bill Helmer, Wm. A. 
Rogers Division of Oneida, Ltd., Oneida, 
N. Y.: Prince, John Pinkston, Axel Bros., 
Inc., Long Island City, N. Y.; and 
Scratcher (secretary), Bill Akers, Edwards 
& Co., Kansas City, Mo. 


Hamilton Terms Dealer Support 
Campaign “All Around Success” 


Everyone concerned is happy about last 
fall’s experimental dealer support program, 
according to Wallace R. Bork, head of 
Hamilton Watch Company’s media service 
department. It was so successful for the 
cooperating jewelers and newspapers as 
well as for the company that it will be more 
than doubled this year, he announced. 

The 1952 campaign, embracing 105 news- 
paper markets, was undertaken largely as 
a result of Hamilton’s change from tradi- 
tional distribution through wholesalers to 
direct selling. Hamilton moved closer to 
its retail outlets by placing its national 
lineage in the local newspaper most fav- 
ored by jewelers for their own advertising. 

The outstanding performance of the cam- 
paign was chalked up by Roanoke (Va.) 
jewelers who turned in 100% cooperation 
with the Roanoke Times and World-News, 
more than doubling overall advertising im- 
pact. Last month Hamilton paid tribute to 
the jewelers with a dinner at the Hotel 
Roanoke, where Arthur L. Wimmer, man- 
ager of general advertising for the news- 
papers, was presented with a gold Hamil- 
ton watch, suitably engraved. 


RRO OC RR 





Arthur L. Wimmer, manager of general 
advertising for the Roanoke (Va.) Times and 
World-News, accepts a watch from Wallace 
R. Bork, head of Hamilton Watch Com- 
pany's media service department for the 
outstanding part his paper played in Hamil- 
ton's "Close to Dealers" ad campaign. 


“Everyone benefited from the campaign,” 
Mr. Bork said. “Newspapers increased their 
advertising sales, and Hamilton increased 
its advertising impact—but most import- 
ant of all, the jewelers invariably justi- 
fied their cooperation with a marked in- 
crease in traffic. For these reasons, in 1953 
Hamilton will expand newspaper advertising 
to cover additional markets and will run 
the campaign in the spring as well as in 


the fall.” 
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Vast New Marke? Seen for 
Ladies’ Self-Winding Watches 


Max Templehoff, sales manager of the 
Eterna Watch Co. of America, Inc., who 
has just completed a survey tour of the 
United States, announces that the “insis- 
tent, rapidly growing consumer demand 
for ladies’ self-winding watches has opened 
up a vast new market which will greatly 
extend 1953-54 watch sales horizons. 

“A wide-open, untapped market for la- 
dies’ self-winding watches exists,” Temple- 
hoff declares, “among feminine buyers who 
want precision, high-style and modernity 
in their watches. This new outlet offers re- 
tailers an unexcelled opportunity to increase 
enormously their total watch sales during 
the coming year. 

“Eterna’s new and complete line of di- 
minutive, self-winding Eterna-Matics with 
ballbearing mounted winders, was designed 
specifically to meet the ‘snow-balling’ de- 
mand and to fill the gap in the expanding 
ladies’ self-winding watch market,” Tem- 
plehoff points out. 

He explains that the self-winding watch 
is particularly suitable for women because 
1) it cannot be over-wound, and therefore 
requires less repairs; 2) it eliminates the 
necessity of remembering “to wind your 
watch”—a chore never appealing to women; 
and 3) it fills the bill as the last word in 
fashion—a point not to be underestimated 
where women are concerned. 


a 


Two Couples in Same Family 
Mark 125 Years of Wedded Bliss 


J. R. Wood & Sons, Inc., played a happy 
role recently in Santa Rosa, Calif., by 
replacing two venerable wedding rings with 
brand new matched Artcarved rings for 
the Cook family—father and son and their 
wives, who celebrated wedding anniver- 
saries spanning 125 years. 





Orrin Magoon (center), proprietor of 
E. R. Sawyer Jewelers of Santa Rosa, 
presents gold matched ring sets to (left) 
Charles Cook, 72, and his wife Irene, 67, 
who celebrated their 50th wedding anni- 
versary last month, and diamond matched 
sets to Mr. and Mrs. William Cook, 95 
and 92 respectively, who marked their 75th 
anniversary. 

The elder Mrs. Cook’s original Wood 
wedding band is believed to be the oldest 
American-made ring in active use, having 
been worn by her mother prior to the 
Cook’s wedding in 1878. J. R. Wood & 
Sons was founded in 1850. 
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Jewelers Must Guard Against 
Lower Net Profit Says Swirsky 


Increased profits must go hand in hand 
with increased sales in the opinion of Al 
Swirsky, Swirsky & Ehrlich, Los Angeles 
diamond importers. 

“In every industry today,” said Mr. 
Swirsky, who with Mrs. Swirsky recently 
began a world-wide tour aboard the Queen 
Mary, “the high cost of doing business is 
shrinking net profits to an alarmingly low 
level. 


AL SWIRSKY 


Swirsky & 
Ehrlich, 
Los Angeles, Colif. 





“Virtually every issue of such magazines 
as Fortune, Newsweek, and other general 
business publications contain reports of 
‘higher sales, lower net profits’ in auto- 
motive, aviation, electronic and other in- 
dustries—the selfsame story that is so com- 
mon among retail jewelers throughout the 
United States. 

“The answer lies, at least in part, in 
lowering the basic costs of putting mer- 
chandise within a retail jeweler’s store. 
Lowering basic costs rather than increas- 
ing selling prices is the only solution, 
because competition has a way of limiting 
retail prices. 





“Nowhere is this more evident than it 
is in diamond merchandising. Simple arith. 
metic proves how relatively easy it is to 
broaden the gross margin of profit, by 
more effective buying. 

“A jeweler is primarily in business either 
for his health, or to make money”, con- 
cluded Mr. Swirsky. “If he is desirous of 
making a fair profit from his investment, 
if he feels that he is entitled to a reasonable 
return from his efforts, he must become a 
better buyer. By selecting loose diamonds 
from one source, and mountings from an- 
other, he can not only cut his costs of 
purchasing merchandise, but he is in a 
better position to show. and sell merchan- 
dise tailored to suit the needs of his par- 
ticular clientele.” 


--_—_—_--——_———_—_ 


Record Attendance Expected 
At Texas Watchmakers’ Confab 


Watchmakers from all sections of the 
state have already started to make reser- 
vations for the fifth annual convention of 
the Texas Watchmakers Association which 
will be held June 13 and 14 at the Rice 
Hotel in Houston. 

The Horological Society of Houston and 
Harris County, one of the most active 
guilds in the state, are to be hosts for the 
occasion. Association officers anticipate a 
record-breaking attendance. 

Topnotch lecturers are scheduled to ad- 
dress convention sessions and leading im- 
porters and manufacturers will exhibit 
their products. Some manufacturers are 
bringing machines direct from their plants 
to show how parts are made, and how their 
watches are tested for accuracy. 





Oneida Stockholders Elect 
Three New Board Members 


Stockholders of Oneida Ltd., at their 
annual meeting on March 26, elected three 
new members to the board of directors. 
They are: Harold T. Schubert, manager 
of the Hollowware Division; Frederik L. 
Hartwig, sales manager, Heirloom Sterling 
Division, and Fred A. Wiseman, superin- 
tendent of Canadian Factories. 

The newly elected directors fill vacancies 
created by the resignation of Pierrepont 
B. Noyes, Grosvenor N. Allen, and Stephen 
R. Leonard. The three retiring directors 
declined re-election in order to make room 
for younger men on the board. 

The following directors were re-elected: 
Hamilton Allen, Jared E. Allen, Joseph M. 
Austin, Hubert L. Balme, J. S. Bliss, 
Richard A. Bloom, C. W. Burnham, O. E. 
Cumings, W. T. Earl, Leon L. Hill, M. W. 
Keller, J. N. Milnes, R. W. Milnes, Harley 
H. Noyes, Pierrepont T. Noyes, Ray Noyes, 
Arthur S. Pohl, Miles E. Robertson, D. E. 
Sanderson, J. Wayland-Smith, L. Wayland- 
Smith, and R. Wayland-Smith. 

At the organization meeting of the board, 
following the stockholders’ meeting, the 
following officers were re-elected: Miles E. 
Robertson, president and general manager; 
L. Wayland-Smith, chairman of the board; 
M. W. Keller, vice president; Harley H. 
Noyes, vice president; D. E. Sanderson, 





vice president; Richard A. Bloom, vice 
president; R. Wayland-Smith, vice presi- 
dent and treasurer; Hubert L. Balme, con- 





FREDERIK L. 
HARTWIG 
(Top Left) 


HAROLD T. 
SCHUBERT 
(Top Right) 


FRED A. 
WISEMAN. 
(Left) 





troller, Jared E. Allen, secretary and as- 
sistant treasurer; John R. Keller, assistant 
treasurer; Ray Noyes, assistant secretary, 
and Vernon Allen, assistant secretary. 
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Marshall is Keynote Speaker 
At Calif. Jewelers Meeting 


More than 100 jewelers and their guests 
attended the annual meeting of the Cent- 
ral District of the California Retail Jew- 
elers Association on the evening of March 
3. Held at the Towne and Country Lodge 
near Fresno, the meeting attracted jew- 
elers from as far north as Modesto and 
Gustine and from as far south as Taft. 





repair department in increasing store traffic 

and sales was discussed by Jack Marshall 

(C. & E. Marshall Co.) at a recent meeting 

of the Central District of the California 
Retail Jewelers Association. 


Keynote speaker of the evening was 
Jack Marshall of C. & E. Marshall Co. 
Since the meeting was devoted primarily 
to watchmaking and the watch repair de- 
partment, and its leading role in increas- 
ing store traffic and sales, it had a great 
attraction for both the jeweler and the 
watchmaker. 


Golden Circle Sets June 19 
As Date for Dinner-Dance 


“Georgie” Kramer, chairman of the 
Banquet and Dance Committee of the 
Golden Circle Sales and Executive Club 
of New York, announced at the April 13 
meeting of the board that the annual 
spring dinner-dance will be held on Friday 
evening, June 19. The event will take place 
at the St. Moritz Sky-Garden and Terrace. 

Members are advised to secure their 
tickets early as only a limited number can 
be sold in order to prevent overcrowding 
of the banquet hall. 

Presiding over the evening’s festivities 
will be Leo Davidson (Davidson & Sons 
Jewelry Co.), club president, who also 
officiated at last year’s successful affair. 








Colmes and Brill Seutes) 
Auction for New York Firm 


Two well-known auctioneers were chosen 
recently to conduct the first auction sale 
ever held by Ovington’s (Davis, Collamore) 
since its founding 105 years ago. Robert 
Brill and Louis Colmes, licensed auction- 
eers at 15 West 47th St., New York, con- 
ducted the sale at this famous Fifth 
Avenue (New York) establishment during 
the past month. 

Successful sales have also been conducted 
recently by both men in various parts of 
the country. 
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Waltham Watch Company 
Elects Five New Directors 


The election of five new members to 
the board of directors of the Waltham 
Watch Co. was announced on March 30 
by Teviah Sachs, president. They are: 
William McMorrow, vice president and 
assistant treasurer of Waltham; Jacob J. 
Kaplan and C. Keefe Hurley, Boston at- 
torneys who are voting trustees of the 
company; Harry London, Attleboro and 
Wakefield, Mass., department store execu- 
tive, and Henry J. Guild, president and 
director of the Brightwater Paper Co., 
Adams, Mass. 

Mr. Sachs and William Hudson were 
re-elected directors. 





Jewelers Acceptance Corp. 
Names Botto Vice President 


William J. Botto well-known in credit 
and financial circles, has been named vice 
president of Jewelers Acceptance Corp- 





oration, it was announced by Herbert C. 
Hautau, executive vice president. 

Mr. Botto has had an outstanding career 
as a ranking officer with two of the country’s 
large financing companies. He was associ- 
ated for 28 years with the Commercial 
Credit Corporation of New York. For the 
past several years, he was connected with 
Standard Factors Corporation as adminis- 
trative vice president. 





NEMJ&SA Admits New Members 


At the March 12 meeting of the board 
of directors of the New England Manu- 
facturing Jewelers’ & Silversmiths’ Asso- 
ciation, the following firms were accepted 
into membership in the organization: 
Eleant Jewelry, Fairmont Jewelry Co., 
James H. Hall Co., Oscar Creations, Inc., 
and E. S. Pearl Co., all of Providence; 
McGill Box Co., Plainville, Mass.; Rueck- 
ert Mfg. Co., East Greenwich, R. I.; W. & 
R. Jewelry Co., Inc., Attleboro, Mass., and 
Illinois Watch Case Co., Elgin, IIl. 





Schindler's Jewelry Gets 
Top Brand Name Award 
Before 1700 at N.Y. Dinner 


Rudolph Schindler, Schindler’s Jewelry, 
Sioux City, Iowa, entered retailing’s Hall 
of Fame on April 15, as he received the 
Retailer-of-the-Year plaque as top winner 
in the jewelry store field of the Brand 
Names Foundation’s 5th annual national 
competition. 

Seventeen hundred business and govern- 
ment leaders gathered in the Grand Ball- 
room of the Waldorf-Astoria. New York. 
to see Schindler’s share the winners’ spot- 
light with four other outstanding brand 





dealers. “Certificates of Distinction” were 
given to Myer B. Barr, president, Barr’s 
Jewelers, Philadelphia, tor second place 
honors; Bernie Fields, of Pinsker’s Jewelry, 
Middletown, Conn., for third place honors; 
Lewis I. Benway, president, Basch’s Lead- 
ing Jewelers, Cleveland; and Jerome M. 
Wilson, vice president, Wilson’s Leading 
Jewelers, Syracuse, N. Y. 

Keynote speaker Charles A. Halleck, 
majority leader of the House of Repre- 
sentatives, was present to congratulate the 
110 winners of the Foundation’s Brand 
Name Retailer-of-the-Year awards. Follow- 
ing Congressman Halleck’s address, the 
dinner was concluded with an hour-long 
show featuring Arlene Francis, Mimi 
Benzell, and other stars of CBS radio and 
television. 





While in New York for the tenth anniversary Brand Names Day Dinner, jewelry store award 
winners and their wives were entertained at a luncheon sponsored by THE JEWELERS’ 
CIRCULAR-KEYSTONE on April 14 at the Waldorf-Astoria. Standing, left to right, are: 
Jerome M. Wilson (Wilson's Leading Jewelers); Lewis |. Benway (Basch's Leading Jewelers); 
Myer B. Barr (Barr's Jewelers); Mrs. Barr; Joseph S. Hildreth, president of Chilton Co. (of 
which JC-K is a member publication); Mrs. Edward Prager and Mr. Prager (Barr's Jewelers): 
Rudolph L. Schindler (Schindler's Jewelry), and Bernard Fields (Pinsker's Jewelry Store). 
Seated, left to right, are: Mrs. Wilson, Mrs. Benway and Mrs. Schindler. 
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Closely Organized and Interesting Program 
Highlights Indiana Jewelers Convention 


An excellent program characterized the 
annual convention of the Indiana Jewelers 
Association which was held March 18 and 
19 at the Lincoln Hotel in Indianapolis. 

Taking a leaf from the industrial book, 
aggressive Stanley Goldberg, president of 
the association, used the theme “Profit 
Mill” in advance publicity, and the closely 
organized program was carried out with 
precision and respect for time throughout. 

Visitors registering for the convention 
on Wednesday morning were considered 
as workers signing up at an employment 
office, and each one was given identifica- 
tion cleverly designed in the form of a 
time card. Each registrant also received 
a bulletin board which listed the various 
business sessions under the overall head- 
ing, “Production Schedule.” 


i 
i 





specific successful promotions run by his 
various stores during 1952. Pointing out 
that merchandise must move, Mr. Meyer 
said that the turnover should be two to 
three times a year, and that nothing should 
remain in a store more than two years at 
the very most. 

The next assignment, “Credits and 
Profits,” was handled by Frank Sheinberg, 
credit manager of the Bulova Watch Co., 
who gave the audience a great deal of 
basic information on the operation of both 
installment and cash retailing. Mr. Shein- 
berg also covered the important angle of 
ratio of inventory to sales and warned 
jewelers of the necessity of maintaining 
a proper stock balance at all times. 

Denny Pyle, system engineer of Rush- 
ville, Ind., covered the subject, “Controll- 





A delicious filet mignon dinner and excellent entertainment were enjoyed by this capacity 
crowd at the convention banquet of the Indiana Jewelers Association. 


The Wednesday afternoon session was 
devoted entirely to modernization, with 
“Superintendent” Charles S. Telchin, New 
York architect, who specializes in the 
jewelry field, conducting an _ interesting 
program. Mr. Telchin used colored slides 
to illustrate various unusual jewelry store 
modernizations his firm had completed. 
A retailer panel consisting of Irving 
Chayken, Roger W. Briney, Hubert 
Hornung, Ralph Simon and John Byrne, 
gave individual case histories of modern- 
ization programs carried out in their own 
stores, and joined with Mr. Telchin in 
the question and answer period which 
followed. 

The breakfast meeting held on Thurs- 
day was well attended due, no doubt, to 
the bulletin board warning that cold coffee 
would be the fate of late comers. Opening 
speaker on the morning program: was 
Samuel A. Meyer, president of S. A. Meyer 
Co., Washington, Pa., who gave a realistic 
down-to-earth treatment on his subject 
“Why Not Make a Profit?” Mr. Meyer, 
who heads a successful chain of installment 
jewelry stores, said that all a jewelry 
retailer needed to make a profit was 
“imagination, perspiration, and intestinal 
fortitude,” and gave facts and figures on 
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ing Your Profits,” by illustrating a book- 
keeping system profitably used by many 
retailers in the Indiana area. A short talk 
on “Advertising at the Retail Level” was 
given by Merwin Dechter, Indiana Univer- 
sity advertising specialist. 

The banquet on Wednesday night was 
a huge success and featured a delicious 
filet mignon dinner and excellent enter- 
tainment by the Singing Hoosiers of the 
University of Indiana. 

A distinguished and welcome guest at 
the convention was Jean—Louis Borel of 
Neuchatel, Switzerland, president of the 
Ernest Borel Watch Factory, whose prod- 
ucts are distributed exclusively in the 
U. S. by Jules Borel & Co., Kansas City, 
Mo. Mr. Borel, who plans on spending 
some time in this country, was accom- 
panied by Robert Bollier, sales manager 
of Jules Borel & Co., and Jerry Carr, 
Indiana representative of the firm. 

Re-elected as officers for the ensuing year 
were: Stanley Goldberg, La Porte, presi- 
dent; Earl F. McConnell, Oakland City, 
first vice president, and Harold Hunt, In- 
dianapolis, second vice president. Elected 
as secretary-treasurer was Tom Rauschen- 
bach of La Porte. 

Named as directors were: Robert Mohl- 

















man, Lafayette; Leon Engle, Indianapolis: 
E. J. Welp, Huntingburg; Theodore Welp, 
Jasper; Ralph Simon, Vincennes; J. Her. 
shel Monroe, Princeton; Hubert Hornung, 
Brookville; C. J. Beavers, Fort Wayne; 
John Byrne, Indianapolis, and Roger YW. 
Briney, Kokomo. 


Leading Firms Reserve 


Exhibit Space at NJA Fair 


Most of the leading firms of the jewelry 
trade and allied industries already haye 
reserved space at the 1953 National Jewelry 
Fair accurding to its sponsors, the National 
Jewelers Association. The four-day event 
will be held July 26 through 30 at the 
Conrad Hilton Hotel in Chicago. 

Attendance by jewelry retailers is ex- 
pected to top the 4275 record of 1952. 
Advance registrations of jewelry retailing’s 
representatives already is well underway. 

The best know brand name watch lines 
already have signed for space at the fair 
and several companies, it was learned, have 
expanded their display requirements to 
accommodate the increasing number of 
retailers who place their fall and Christmas 
watch orders at this trade show. 

Watch lines will have two types of dis- 
plays this year. Some of the companies 
will continue to occupy luxury suites 
throughout the hotel while others will use 
booth space in the Exhibition Hall. One 
firm will occupy the greatest number of 
booths in its history. 

Space reservations have also been made 
by two of the industry’s largest silverware 
firms. In addition to a large ballroom on 
the Third Floor, one of the silver com- 
panies will utilize a number of small dining 
rooms. Another silverware firm will use 
nine booths in the Exhibition Hall Annex. 

The large ballroom and private dining 
rooms on the Third Floor will be used 
for the customary exhibits of the two 
largest wholesale houses of the country 
and by additional exhibits which will make 
this floor more outstanding than heretofore. 

Dealer tie-in promotions will be intro- 
duced at this year’s event. Large firms 
with well known trade names have de- 
veloped special promotion items which will 
he available only at the fair, it was learned. 





Elected 
President 
of Swank 

Inc. 


SAM SAMPSON 





At a recent meeting held in Attleboro, 
Mass.. directors of Swank, Inc., manufac- 


turers of jewelry, belts and leather acces- - 


sories, elected Sam Sampson to the office 
of president. He has been with the com- 
pany since its inception and formerly was. 
senior vice president in charge of sales 
and merchandising. 
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Leach Succeeds Leavenworth 
As Wallace Board Chairman 


Donald W. Leach, vice president, was 
also elected chairman of the board of R. 
Wallace & Sons Mfg. Co. at a stockholders 
meeting on March 27. Mr. Leach was 
elected following the announcement by 
John W. Leavenworth, Sr., that he did 
not want to be a candidate for re-election. 
Mr. Leavenworth retired from active par- 
ticipation in the company two years ago 
after 46 years service with the company, 
and had only agreed at that time to con- 
tinue as chairman of the board at the 
request of the members. 

Warren L. Mottram, who has been in- 
dustrial relations manager of the company 
for the past ten years, was elected vice 
president in charge of industrial relations. 


DONALD W. LEACH 


V.P. and Board 
Chairman of 
R. Wallace & Sons 
Mfg. Co. 





William W. Rich was re-elected presi- 
dent of the company, and Malcolm L. 
Wallace and Clifford F. Thompson were 
re-elected secretary and treasurer respec- 
tively. Also, the following officers were 
re-appointed: Frank B. Wooding, assistant 
treasurer, and Edith L. Schwink, assistant 
secretary. 

Newly elected to the board of directors 
were Harold Kneen, Albert S. Redway 
and Robert W. Stokes. The following 
were re-elected to the board: John F. 
Banks, Charles E. Baumle, Charles L. 
Bromberg, Emery B. Danzell, Elson P. 
Dolliver, Robert L. Fay, Donald W. Leach, 
William W. Rich, Clifford F. Thompson, 
Donald L. Wallace, Floyd Wallace, Jr., 
and Frederick W. Waterman, Jr. 





Briddell Discusses Promotion 
That Increased Sales 125% 


A sales promotion plan that increased 
his firm’s sales 125 per cent in one year was 
described April 9 by Charles D. Briddell, 
president of Charles D. Briddell, Inc., 
makers of Carvel Hall Cutlery, at the an- 
nual convention of the Young President’s 
Organization in Phoenix, Ariz. 

A campaign for Carvel Hall steak knives 
and carving sets in women’s service and 
shelter magazines used motion picture act- 
ress testimonial copy and enlisted support 
of 25,000 retailers by prize contests, Brid- 
dell said. 

A feature of the promotion, called “Carvel 
Hall 8 Per Cent Bonus,” will be repeated 
again this summer. It accounted for 96 per 
cent increase in orders in 1952 compared 
to a corresponding period in 1951. The 
company agreed to pay retail sales per- 
sonnel a bonus of eight per cent in Carvel 
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Hall cutlery on all sales reported during 
the unusually dull summer period. The 
manufacturers’ agent shared the cost and, 
on the basis of factory cost, cash invest- 


ment amounted to two per cent of the retail | 
price. The twist accounting for much of 


the raise was the “prize award in advance’ 
of a six-piece steak set worth $19.50 each to 


all of the jobber’s 2800 salesmen. If the | 


salesman met the quota the prize was kept, 


otherwise, he had to return or buy it. The | 
jobber paid factory cost for the advance | 


prizes, and 98 per cent of the salesmen met 
their quotas. 


“Constructive sales effort is imperative | 


today to tap the tremendous volume of 
discretionary buying power available in 
America today,” Briddell concluded. 


California Jewelers 24-K Club 
Elects Lieberman President 


Following the recent election of its 
board of directors, the Jewelers 24-Karat 
Club of Southern California has now 
elected its new officers for the forthcoming. 
term. 

New officers are: David Lieberman 
(Fredric’s of Hollywood), president; Max 
Wolman (Philip Wolman & Co.), vice- 
president; Herman Siegel (Robbins Jew- 
elers), secretary; and Irving Kaufman. 
(Allison-Kaufman Co.), treasurer. 

At the same time, Herb Mitchell (West 
Coast representative of National Jeweler) 
was selected to be next year’s editor of 
the Club Bugle, succeeding Dave Lieber- 
man. 
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Over 200 Attend Dinner 


Honoring Jean-Louis Borel 
Officials of Jules Borel & Co. enter- 


tained more than 200 jewelers and their 
wives at a dinner meeting held March 30 
at the Advertising and Sales Executive 
Club, Kansas City, Mo. Jewelers from 
Kansas City, Mo., and Kansas City, Kan., 
attended the affair which was held in 
honor of Jean-Louis Borel, president of 
the Ernest Borel Watch Factory, Neucha- 
tel, Switzerland. 

One of the leading manufacturers of 
Swiss watches, the Ernest Borel Co. was 
established in 1859 by the grandfather of 





Jean-Louis Borel. Jules Borel & Co. is the 
exclusive U. S. distributor of Ernest Borel 
watches. 

Since his arrival in Kansas City on 
March 13, Mr. Borel has been a guest 
speaker at the convention of the Indiana 
Jewelers Association and has also attended 
the annual convention of the Kansas Retail 
Jewelers Association. He is a member of 
the State House of Representatives of 
Switzerland and holds a commission in 
the Swiss Army. 

In a short talk he delivered at the din- 
ner, Mr. Borel called attention to the ever 
increasing number of Swiss watches and 
watch movements being imported by the 
United States. He stated that this market 
has played an important part in the de- 
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velopmem. ot some 1600 firms of Switzer. 
land which are _ presently producing 
watches or making and exporting parts. 

“Without exception,” Mr. Borel said 
“all Swiss watch factories still buy out. 
side, as in the past, not only their cases 
dials, and hands, but also the greatest 
part of all materials needed for the move. 
ments, such as escapements, jewels, hair. 
springs, mainsprings, and special devices 
such as Incablocs, Incastar, ete. 

“It is a fact,” Mr. Borel asserted, “that 
the Swiss export of complete watches 
alone to the United States has increased 
considerably since the close of the last 
century. In 1937, the total export of the 
watch industry amounted to 21 per cent: 
in 1945, the total was 49 per cent; jin 
1952, it was 33 per cent. This means, 
therefore, that one-third of the present 
production of the Swiss watch industry js 
dependent on the United States.” 





Jules Borel (left), president of Jules Borel 
Co., Kansas City, Mo., congratulates 

Jean-Louis Borel, president of the Ernest 

Borel Watch Factory, Neuchatel, Switzer- 
land, on his arrival in Kansas City. 


In concluding Mr. Borel said he was 
impressed with the emphasis on selling in 
the American trade journals and to the 
many slogans such as “Know Your Cus- 
tomers”—“Know Your Merchandise”—he 
added there was another of vital im- 
portance—“Know Your Supplier.” 


Hawaii Jewelers Association 
Installs Lachman as President 


The fabulous Queen’s Surf, a night club 
at Waikiki, was the setting for a formal 
dinner-dance of the Hawaii Jewelers As- 
sociation on Saturday evening, February 
28, at which new officers of that organize- 
tion were installed. Over 100 members of 
the association and their guests were 
present, and special entertainment and 
door prizes were features of the evening. 

New officers installed were: President, 
Samuel Lachman (Dyer’s Jewelers) ; Vice 
President, Kazuo Emura (The American 
Jewelry Co.); Secretary-Treasurer, Lloyd 
E. Klumpp (H. F. Wichman & Co.), and 
Executive Secretary, Thomas R. Shields. 

The installation was the fifth one held 
by the association, the past presidents be- 
ing: Lloyd E. Klumpp (H. F. Wichman 
& Co.); Robert Evans (Detor Jewelers) ; 
Mark Seastrom (Grossman and Moody), 


and Eugene Ichinose (UP Town Jewelers). 


THE JEWELERS’ CIRCULAR-KEYSTONE 








Soper / x RS ee 


FEE EE lek Wi om 














ERE ee 


ae? * 
ie 


2 UN NE NTE ls ee oe: 
ea Par 








P. B. Noyes Retires From 
Directorship at Oneida 


After 59 years as an executive of Oneida 
Ltd., Pierrepont B. Noyes resigned on 
March 26 from the board of directors. 
Mr. Noyes is the son of John Humphrey 
Noyes, the founder of the Oneida Com- 
munity, now Oneida Ltd. He had served 
as a director since 1894 and as president 
from 1910 until 1950. 

It has always been part of Mr. Noyes’ 
business philosophy to “put the man and 
woman ahead of the dollar” so it was 
natural for him to send a personal message 
to all employees on the occasion of his 
retirement. The message read in part as 
follows: 

“During March of this year I will have 
completed, in an orderly fashion, the 
process of retirement from every official 
position in the company, a retiring which 
began with Dunc’s appointment as general 
manager in 1926, followed by resignation 
from the presidency in 1950, from the 
executive committee in 1951, and from the 
board of directors in March, 1953. I shall 
still have the privilege of attending direc- 
tors’ meetings and offering advice. This 
fits exactly with my plan of life. 


PIERREPONT 
B. NOYES 


Retires from Oneida 
Board After 
Long Service 





“{ am a happy man. I have seen a 
small company turn into this great in- 
stitution which shipped more silverware 
in one forenoon last summer than the 
Oneida Community, Ltd. of 1894 had ever 
shipped in a year. 

“I am not saying ‘goodbye.’ I shall 
keep an office in the Administration Build- 
ing, from which I can hear the faint 
rumble of wrestlings with tough problems 
down the hall. 

“My sincerest wishes for the health and 
happiness of you all will follow you as 
long as I live.” 


Broad Fair Trade Program 
Inaugurated by Westclox 


The Westclox Division of General Time 
Corp. announced recently the inauguration 
of a2 broad program of wholesale and 
retail fair trade contracts in all states 
having such legislation. 

“Like numerous other manufacturers of 
nationally advertised products,” said H. J. 
Wagner, general sales manager, “Westclox 
believes that fair trade offers a stabilizing 
influence in the orderly distribution of its 
branded merchandise.” He added that the 
program is being accorded an excellent 
reception by all segments of the trade. 
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Growing Business Sparks 
Clark & Coombs Expansion 


Clark & Coombs Co., ring manufacturing 
firm of Providence, R. I., is currently 
tripling the size of its plant at 162 Clifford 
St. Growing business has sparked the 
expansion move. 

The firm, established in 1862, has been 
under new management since 1946. Vito 
Carneglia is president and treasurer, Anton 
Hoeckele, vice president, and Vito Del 
Ponte, assistant treasurer. 

When the new management took over 
seven years ago, employment had slipped 
to a total of 17 workers, including the 
office staff. 

By applying modern management and 





production practices a 100 per cent in- 
crease in production was soon achieved.. 
Today personnel ranges between 100 and 
125 persons. 

Late in January, this year, the company 
purchased the building in which the firm. 
is located—the A. T. Wall building. It 
also bought all of the tools and dies of 
the former Ostby & Barton Co., thereby 
increasing its potential line to thousands 
of numbers. 

The company is renovating the second 
floor for its own use. It has been occupy- 
ing about one-third of that floor. When 
the expansion program is completed it will 
have a factory of 14,000 square feet,. 
capable of housing considerable machinery 
that cannot be set up now because of a 
lack of space. 
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Associated Credit Jewelers 
Set Date for Dinner-Dance 


Jay C. Lighterman (Tappin’s, Inc.), 
president of the Associated Credit Jewel- 
ers of New York and New Jersey, has 
announced that the organization’s dinner- 
dance will be held on Sunday evening, 
May 10, in the Starlight Ballroom of the 
Waldorf-Astoria. 

M. S. Abelson (Abelson’s, Inc.) is 
chairman of the committee in _ charge. 
Other members of the arrangements com- 
mittee are: Sidney Singer (Finlay Straus, 


Inc.); Seymour Greenberg (Royal Dia- 
mond & Watch Co.); Etta C. Boord; 
Archie Linder (Howard Co. Jewelers, 


Inc.); Wm. Goldblatt (Greenwold, Inc.) ; 
J. J. Simon (Panes Jewelry, Inc.) ; Her- 
bert Kappel (Busch 





Jewelry Co.); Row- | 





land D. Goodman (Tappin’s, Inc.) ; 
Edward C. Sosin (L. B. Perman Co., 
Inc.); Leonard H. Miller (Rudolph 
Bros., Inc.); Simon Sunshine (Sunshine 
Credit Jewelers), and Frank F. Goodman 
(Tappin’s, Inc.). 

During the last several months, the 
association has been kept busy with bills 
pending before the New York and New 
Jersey legislatures. New York State this 
year had more bills affecting the retail 
jewelry business than any other state. 
Most of the proposed laws were rejected 
by the legislators after it had been 
brought to their attention that the pro- 
posed legislation would not serve a con- 
structive purpose. 

Throughout the vear, the Associated 
Credit Jewelers coordinates its association 
activities with those 
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Jewelers Association and pays particular 
attention to working for adequate protec. 
tion for jewelry retailing under fair trade. 





Kocher Heads Trade Division 
In Catholic Charities Drive 


Walter Kocher was recently appointed 
chairman of the Jewelry Committee in the 
1953 New York Catholic Charities Appeal, 
The vice chairmen are: John H. Ballard 
of the Bulova Watch Co., Inc.; James 
Rooney, Black, Starr & Gorham, Inc., and 
W. Waters Schwab, J. R. Wood & Sons. 

Members of the Jewelry Committee are: 
Donald V. Carnevale, Harry Winston, 
Inc.; John P. Coleman, Bowery Jewelers’ 
Association; John W. Colgan, Handy & 
Harman; Edmund A. Cottrell, New York, 
N. Y.; Gustave O. Drescher, Marine Mid. 
land Trust Co.; P. M. Fahrendorf, Chil- 


WALTER KOCHER 





Michael C. Fina, Michael C. 


ton Co.; 
Fina Co.; Edward Finnerty, Harry Win- 
ston, Inc.; James J. Finnerty, Tiffany & 


Co.: John Gorey, Cartier, Inc.; James 
Kilmartin, Kelly & Kilmartin; Frank J. 
McCormack, G. Frederick Henry & Co., 
Inc.; Walter McTeigue, McTeigue & Co.; 
Steve Masters, Masters, Inc.; August 
Packer, Dieges & Clust; Robert Packer, 
Dieges & Clust; G. Dewey Sullivan, Tra- 
bert & Hoeffer, Inc.; Robert V. Sullivan, 
Vartanian & Sons; Mike Turnesa, Knoll- 
wood Country Club, and Charles F. 
Winson. 

The 1953 Appeal has set a goal of $2,- 
477,138 to meet the budgetary needs of 
the 185 agencies of Catholic Charities. 





N. Y. Costume Jewelry Group 
Elects Friedman President 


Election of officers for the Costume 
Jewelry Manufacturers Association of New 
York has been announced, with installa- 
tion of the new 1953 panel scheduled 
for May 7. 

New officers include: Murray Friedman, 
Hallmark Creations, president; Leo Bern- 


stein, New England Plastics Co., vice 
president; Arthur Pepper, Mode Art 
Jewelry Co., financial secretary; and 


Robert Coleman, Active Novelty Co., Inc., 
recording secretary. 

Installation of officers will precede the 
opening of the first New York costume 
jewelry market held for wholesalers sched- 
uled to open May 10 at the Hotel Mar- 
tinique. 

More than 50 jewelry manufacturers 
from New York City are expected to show 


at the market, with an anticipated atten- 


dance from coast-to-coast. 
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4 Oscar Heyman (Oscar Heyman & Bros., 
Inc.), in discussing the effects of England’s 
forthcoming coronation, stated that com- 
memorative pieces of quality jewelry which 
this event has inspired will serve their 
owners aS more than mere attractive orna- 
ments. This regally splendid jewelry will, 
in his opinion, serve as investments of 
lasting value and will be passed on from 
generation to generation as family heir- 
looms. He added that jewelry outlets 
throughout the country who sell quality 
merchandise give their customers full and 
honest value in exchange for money spent 
and, like the goods they sell, will also 
survive for generations. 

4 Henry Sochard, manufacturer of travel 
and boudoir alarm clocks since 1912, an- 
nounced recently the removal of his show- 
rooms to 489 Fifth Ave., New York. The 
firm was formerly located at 435 Fifth Ave., 
and desired larger quarters to better serve 
the trade. The factory is still located at 
5 Oliver St. in Newark, N. J. 

q Joseph Miles of Princely Jewelry Co., 
New York City, embarked on an extended 
world tour on March 11. He will spend 
most of his time abroad in Paris and 
London, with shorter trips to other fashion 
centers of the world. In all these coun- 
tries he will study first hand what is being 
done and being planned in the costume 
jewelry field. Last year about the same 
time Mr. Miles made a_ similar 52,000 
mile journey. 

q The general offices of the Angelus Clock 
Corp. were moved recently from 1250 
Avenue of the Americas, New York, to 
new and larger quarters at 610 Fifth Ave. 
The new location, it was stated, wil] permit 
the firm to better serve the jewelry in- 
dustry. 

4 A sizable turnout attended the April 6 
meeting of the Horological Society of New 
York which met, as usual, at the Capitol 
Hotel, New York. Guest speaker at the 
meeting was Horace A. Bowman, who is 
associated with the Time Section of the 
National Bureau of Standards. Free re- 
freshments were served and a large number 
of door prizes were distributed. 

q A move to new quarters at 125 West 
45 St., New York, was made recently by 
Evans & Co., diamond setters. The firm 
was formerly located at 36 West 47 St. 

4 Joseph Hunt, who for many years oper- 
ated a diamond repairing and recutting 
business at 74 West 46 St., New York, 
closed his shop last month. In discussing 
future plans, Mr. Hunt stated that he 
intends to obtain private employment. 

q Another veteran jeweler, Emmanuel 
Meyer, has entered into retirement atter 
working for 47 years as an engraver, carver 
and designer. A native of Paris, France, 
Mr. Meyer started in the jewelry business 
in March, 1906, at 81 Nassau St., New 
York. In 1924 he moved his business to 
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36 West 47 St., and, twelve years later, 
took up quarters at 15 West 47 St. 

4 During the latter part of April, Jean R. 
Graef, Inc., moved their general offices to 
new quarters at 610 Fifth Ave., New York. 
The firm, exclusive agents for Girard- 
Perregaux and Mimo watches, was form- 
erly located at 30 Rockefeller Plaza. 





N. Y. Jewelers Hold Luncheon 
In Support of JDA Campaign 


Fifty top leaders of the jewelry indus- 
try held a luncheon on Wednesday, March 
18, at the Hotel Waldorf-Astoria in sup- 
port of the 1953 Joint Defense Appeal 
(JDA) campaign. Barnett Robinson (Rob- 
inson & Sverdlik, Inc.) served as chairman 
of the drive, with Benjamin Lazrus (Ben- 
rus Watch Co.) acting as _ honorary 
chairman. 





Among those present at the luncheon of the 

Jewelry Division of the JDA were, left to 

right: Julian Lazrus (Benrus Watch Co.); 

Walter L. Kahn (L. & M. Kahn & Co.); 

Barnett Robinson (Robinson & Sverdlik, 

Inc.); Eliot Hirschberg, and Sidney Singer 
(Finlay Straus, Inc.). 


The jewelry industry is helping JDA 
raise New York’s share of the $5,000,000 
necessary to finance the activities of the 
American Jewish Committee and the Anti- 
Defamation League of Bnai B’rith. JDA 
is the sole fund-raising arm for AJC and 
ADL. 

A feature of the luncheon was an ad- 
dress by Arnold Fein, chief counsel to 
the president of the City Council of New 
York, who lauded the work of the JDA 
agencies in fighting racial and religious 
prejudice. 

Mr. Robinson stated that the luncheon 
was “a success in every respect.” He 
urged everyone in the industry to join 
with their associates in continuing to sup- 
port the AJC-ADL programs. 





Cowan Heads Newburgh 
Merchants Association 


Nathaniel H. Cowan, jeweler of New- 
burgh, N. Y., was elected president of the 
Newburgh Merchants Association at a 
meeting of that group held on March 10 
at the Hotel Newburgh. He succeeds John 
J. Perrott II. 





























Opals 


MANNING OPAL CORPORATION 


151 West 46th Street, New York 36 
Phone: Plaza 7-4725 
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ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


BRAUNFELD & MEHLMAN 


108 FULTON ST., NEW YORK 38, N. Y. 














Drilling Encrusting 


GOTHAM LAPIDARY Inc. 
Importers of Synthetic & Semi-Precious Stones 
We are fully equipped and qualified for spe- 
cial order and repair work on the premises, 
in an efficient, fast and inexpensive way. 
2 West 47th St., New York 36, N.Y., Ju. 2-4773 
Setting Engraving 

















Syathetic & Semi-Preciou- 


STONES 
Svnathetic Ringstones all sizes and shapes 
DiaMONDs— All Sizes and Qualities 


JOSEPH BLANK 
COrtlends 7.3562 





New Yerk 38, N. Y. 
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NOW! 

A RING LOCK 
THAT REALLY 
WORKS 


e YOUR SEARCH 
efS ENDED... 


© at last Naomi presents 
® the amazing TRU-LOK .. . 
* the doubly safe and 
sure way of holding 
wedding sets together. 
Fits all ring shanks... 
even those badly worn. 
Prevents rings from turning and 
eliminates wear between rings. Does 

not change size of ring. Simple to attach. 
Guarantees customer satisfaction. 

Hand polished in white or yellow 14KT 
gold. On Naomi’s handy display, 6 ring 
locks to card. 2 different sizes. 

$5.50 (card of six) 


AVAILABLE THROUGH YOUR MATERIAL 
HOUSE AND WHOLESALE JEWELER. 
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NAOMI 


ISLAND PARK, NEW YORK 
@es eeeeeeeee8ee2 ® 
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14K. GOLD PINS 
PEARLS and RUBIES 


DAISY 32.00 BUG 18.00 

RABBIT 15.00 ROOSTER 9.00 

BUTTERFLY 36.00 FLAMINGO 15.00 
(Keystone) 


Also as Charms and Earrings Available in Sterling 


ASIATIC ART JEWELRY CO. 


225-Fifth Ave., N. Y. 10, N. Y. 
MU 5-5849 

















Importers of 
CHATONS — MARCASITES 
AND FANCY STONES 
K. GINSBURG, INC. 


578 7th Ave. New York City, N.Y. 
LOngacre 3-1176 
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Prominent Trade Leaders 
Address Detroit Jewelers 


In line with their policy of scheduling 
prominent industry leaders 
monthly dinner-meetings, the Greater De- 
troit Jewelers Association was addressed 
by Julien Keilus, sales manager of the 
Jacques Kreisler Mfg. Co., on the evening 
of April 7. His talk, titled “How to In- 
crease Sales Through Your Repair Depart- 
ment,” was well received by the large 
audience in attendance. 


to address 





The association’s meetings are held the 
first Tuesday of each month at the Belmon 
and topics discussed generally pertain to 
some phase of store merchandising 9 
promotion. An interesting and educationa] 
program featured the March 3 meeting 
when the subject under discussion was 
“How the Jeweler Can Improve His Fiat. 
ware Sales on a Community Level.” Gueg 
speakers at the meeting were John D. 
Shaw, sales manager, 1847 Rogers Bros., 
and A. L. Zeitung, director of flatware. 
sales, International Silver Co. 








— _— a 


Large Turnout Attends 42nd Meeting of MLHS 


Despite the inclement weather that pre- 
vailed on March 26, approximately 50 
members of the Maiden Lane Historical 
Society turned out for the 42nd annual 
meeting of that organization which was 
held at Schwartz’ Restaurant, 183 Broad- 
way, New York. 

The spirit of friendliness and cordiality 
that always characterizes MLHS affairs 
was especially evident at the cocktail party 
and luncheon that preceded the business 
portion of the meeting. 





In appreciation of his generous and capable 
service as MLHS president during the past 
three years, Frank J. McCormack (left) was 
presented with a silver bowl at a recent 
meeting. Making the presentation is Maurice 
Tishman, an honorary vice president of the 


Society. 


One of the most amiable participants at 
the affair was Marcel Mirabeau, oldest 
member in the Society, who started in the 
jewelry industry on Maiden Lane in 1886 





Members of the Maiden Lane Historical Society took time out from their dessert and coffee 
to pose for this official photographic record of the organization's 42nd annual meeting.. 





as a young man of 18. He made a few 
brief remarks during the meeting about 
incidents that were familiar to many of 
the old-timers present. 

Highlight of the meeting was the 
presentation of a silver bowl to Frank 
McCormack (Frederick G. Henry & Co.) 
for his untiring efforts as the Society's 
president during the past three years, 
At the election of officers which followed, 
Mr. McCormack was unanimously named 
MLHS president for the fourth consecutive 
time. 

Other officers elected were: Vice Presi- 
dent, Royal C. Linthicum (Bruner-Ritter, 
Inc.) ; Secretary-Treasurer, Jerome (C. 
Murphy (Lonergan Jewelry Co.) ; Histor- 
ian, Richard Bromley (National Jeweler), 
and Honorary Vice Presidents: G. H. 
Niemeyer (Handy & Harman, Inc.), Wil- 
liam JI. Rosenfeld, Maurice Tishman 
(Maurice Tishman, Inc.), and Charles A. 
Parker (H. F. Barrows Co., Inc.). 

Named as chairman of the board of 
trustees was Benjamin F. Biffar (Wilt- 
shire-Biffar Co., Inc.), who will be as- 
sisted in the ensuing year by the following 
board members: Andrew Andersen, Albert 
H. Betz, Jack Carling, Jerome 


August O. Packer, George Schofield, James 
E. Theise. Arthur Tuveri, and Frank 
Whittaker. 

Members approved charitable contribu- 


tions of $25 each to the American Red: 
Cross and the Beekman Downtown Hos-. 


pital. 


if Be : ; 
é ¥ ‘f f j : 


Approximately 50 members attended the event. 
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RUSSELL GIVEN FAREWELL PARTY BY FELLOW SALESMEN 


Friends and business acquaintances of Frank Russell (Anson, Inc.) tendered him a farewell 
party on April 7 before his departure for Atlanta, Ga., where he has taken up residence. 
As a memento of the occasion, he was presented with a handsome mantel clock. On hand 
at the festivities, beginning at the far left front and reading clockwise, were: Irving Weiner 
(Salzman Bros.); Harry Blasi (Barrasso & Blasi); Charles Tonry (A. Micallef & Co.); Bob 
Parrillo (Jewels by D'eri, Inc.); John Tonry (A. Micallef & Co.); Frank Russell; Al Betz (Le 
Stage Mfg. Co.); Bill Yaeger (Wells Mfg. Co.); Jimmy Theise (Acme Ring Mfg. Co.), and 
Norman Ullrich, Sr. (Anson Products). 





Niemeyer is Guest Speaker at 
Dedication of New Hospital 


G. H. Niemeyer (Handy & Harman, Inc.) 
was a principal speaker on April 7 at the 
dedication of the new $5,500,000 Beekman- 
Downtown Hospital, the first voluntary 
hospital to be built in Manhattan in 20 
years. The modern new structure, located 
at 170-180 William St., replaces the exist- 
ing hospital building at 117 Beekman St. 

Mr. Niemeyer, a director of the institu- 
tion and chairman of the Building Com- 
mittee, shared the speaker’s platform with 
such distinguished guests as Governor 
Thomas E. Dewey, Mayor Vincent R. 
Impellitteri, and Manhattan Borough Presi- 
dent Robert F. Wagner. 

Two weeks after the official dedication. 
on April 21, an attractive mural presented 
by Mr. Niemeyer to the new hospital was 
unveiled at impressive and well attended 
ceremonies. 

Equipped with modern medical appara- 
tus, the new eight-story, 170-bed hospital 
will serve the downtown New York busi- 
ness community where the daytime popu- 
lation is estimated at a million people. 
At the same time, it -will provide all 
medical services except obstetrical services 
to the 50,000 people who live in the area 
from Canal Street south to the Battery. 
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Used by Jewelers Everywhere 
Scribable Celluloid, Pastic 
Button Fast Tags—in all sizes. 


Write for Descriptive Catalog 


ROYAL TAG & LABEL CO. 


81 Warren St. Newark 2, N. J. 
Market 3-3618 
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Atlantic City Chosen as Site 
For New Jersey RJA Convention 


An outstanding program of business and 
fun is being planned by the New Jersey 
Retail Jewelers Association for its 44th 
annual convention. The three-day event 
will be held May 16 to 18 at the Claridge 
Hotel in Atlantic City. 

Festivities will get underway on Satur- 
day evening, May 16, with a shore dinner 
at Hackney’s Famous Seafood Restaurant. 
A cocktail party and reception in honor of 
William Schoppy, association president, 
will follow. 

The only business to be transacted on 
Sunday will take place in the morning 
when the board of trustees meet and new 
officers are elected. Another cocktail party 
will be held that evening followed by the 
convention banquet. This will be high- 
lighted by an excellent meal, no speeches, 
lot of entertainment, music, dancing and, 
of course, the distribution of hundreds of 
door prizes. 

Interesting speakers are scheduled to ad- 
dress a two-hour business session on Mon- 
day morning, May 18, at which more door 
prizes will be distributed. Following this 
session, a luncheon will be held and the 
convention will be adjourned. 





JCA Announces Vacation Dates 


In a letter sent to all members, Henry 
L. Sperling, executive secretary of the Jew- 
elry Crafts Association, announced re- 
cently that vacations will commence this 
year on Monday, June 29, and end on Mon- 
day, July 13. 

Mr. Sperling pointed out that all workers 
of member manufacturers will be given 
their vacations simultaneously during 
this two-week period. In addition, all the 
jewelry plants of association members will 
be closed for manufacturing purposes 
during the vacation period. 
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| SEVERAL PATTERNS 
STERLING & SILVER PLATE 
_ COMPLETE IN RIGHT SIZES” 
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NORWEGIAN SILVER CORPORATION 
55 West 42nd Street, Suite 735 
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Genuine Obituaries 





























BOHEMIAN 
Garnet Emil A. Bose, 85, former secretary- was best known for the prosecution of 
treasurer of the Oskamp-Nolting Co., jew- the tobacco trust early in the cent 
JEWELRY elers of Cincinnati, Ohio, died March 25. He had been counsel to the Netaal 
OLD-WORLD He had been associated with the firm for Wholesale Jewelers Association, the Amer. | 
Craftsmanship 00 years prior to his retirement in 1930. ican National Retail Jewelers Association, 7 
For many years, he had been a member and represented numerous concerns jp 
3 of the oldest bowling team in this country. litigation with the Government. In addi. = 
agen : di- § 
Wide Mrs. Genevieve M. Chapman, vice tion to “ os we “ ein 7 two | 
; ; . | sons, two brothers and four grandchildren | 
selection president of the Loring Andrews Co., Inc., . | 
fR r jewelers of Cincinnati, Ohio, died March Robert A. Rank, Sr., 67, vice president | 
of Rings a 31. Mrs. Chapman had’ studied in Paris of the Rank and Motteram Co., jewelers © 
| 10K Gold. and had taught French in Baltimore and of Milwaukee, Wis., died March 23 at §¢. : 
} & in Urbana, Ohio. Surviving are her hus- Mary’s Hospital in that city. Mr. Rank, | 
Earrings band, three sons, a brother, three sisters a Registered Jeweler, was head of the ~ 
. and two grandchildren. jewelry firm’s diamond and pearl depart. | 
Brooches, Martin Keller, 70, vice president in ments. Before entering the jewelry field, : 
Crosses, charge of manufacturing at Oneida Ltd., he taught school in Wabeno and became : 
Necklaces, died April 20 in Oneida City Hospital. He | a school principal there. Surviving are | 
and joined the company in 1906, became a his widow, a son, a brother and a sister, 
B le director in 1923 and had headed the manu- Ace B. Sutherland, vice president o| : 
racelets. facturing division since 1945. In addition Larter & Sons, Inc., manufacturing jew- | 
€ to his widow, he is survived by one son, elers of Newark, N. J., died March 15, © 
— ieneties John Pe i of Oneida, assistant trea- Marion A. Tynes, 59, founder and 
; surer of the company. president of the Tynes Co., wholesale 
Invited Louis Kramer, 67, founder of Kram- jewelers of Dallas, Texas, died March 16 
e er’s, Inc., one of the oldest jewelry stores at his home there. He had suffered from 
in Hoboken, N. J., died March 30 at his a heart ailment for the past several | 
home in North Bergen. Mr. Kramer came years. Mr. Tynes is survived by his 7 
ERNEST BURG to this country from Rumania at the widow, his mother, a sister, a son anda © 
29 East Madison Street age of 16 and went to work for Braun- daughter. 
CHICAGO 2, ILLINOIS stein’s, pioneer Hoboken jewelers. In 1904 John A. Wheeler, 75, of Richmond 








he opened his own jewelry store at 317 Hill, Queens, an expert on precious stones, 
Washington St. After several changes of pearls and antique silver, who had been 


location, he established at the present with Tiffany & Co. for 50 years, died April 
address—500 Washington St. Mr. Kramer 18 in the Jamaica (Queens) Hospital. He 


LEADING BRITISH MANUFACTURER is survived by his second wife, two sons, is survived by his widow, three sons, « g 
OF HIGH CLASS LEATHER WATCH || and a daughter. daughter, two brothers and a sister. 4 
STRAPS WHO HAS ACTIVE ACCOUNTS A. Nathan Slavick, 74, founder and 
IN U. S. A. REQUIRES NEW YORK REP- head of the Slavick Jewelry Co., Los J. L. Herzog, 79, Dies; 

RESENTATIVE WITH WELL ESTABLISHED || Angeles, Calif., died April 8 at his home | Retired Manufacturing Jeweler 


CONNECTIONS WITH WATCH IM- in Santa Monica. Born in Colorado, Mr. . 
PORTERS AND WHOLESALE JEWELERS. Slavick founded his business in 1917 and Joseph L. Herzog, retired manufacturing e 


COMMISSION 12!%. PERSONAL IN- operated it continuously at the same ad- jeweler and former president of the 


- nf " National Jewelers Board of Trade, died q 
TERVIEW IN NEW YORK CAN BE AR. || “ess 427 W. 7th St-—for 30 years. He | 41°50 at his home in New York City. | 
RANGED DURING JUNE/JULY. STATE ’ % He was 79 years old. E 


eens Mr. Herzog was born in New York and © 
BOX "C.,1912" at 22 became associated with his uncle © 


as junior member of Louis Kaufman & Co., 
JEWELERS’ CIRCULAR-KEYSTONE 


which was succeeded in 1909 by Joseph L. 
100 E. 42nd St., New York 17, WN. Y. 








Herzog & Co., liquidated in 1945. 
A. NATHAN Mr. Herzog organized and, for 14 years, 
SLAVICK 























JEWELERS PRINTED SUPPLY HOUSE 


Jobbing Envelopes, Repair Checks—String Tags } 






































Metal Scratch and Celluloid Tags — Wrap 
Papers—Stock Books, — and Sales | 
ooks 
Complete Printed Supplies for the Trade | 
5 — was active in many civic and charitable Diamond Guarantees Credit Forms | © 
—S_- organizations, and had been a director of DAUER PRINTING CO. ‘ 
J I T Th J the Jewelry Industry Council and vice 37 E. 21st St., New York 10, N. Y. AL 4-2175 ; 
ewelers 10 e yeweler president of the American National Retail 4 
We maintain an efficient jewelry Jewelers Association. Besides his widow, ; 
shop in all its branches, for remount- Mr. Slavick leaves a nephew and _ two ; 
ing and special order work. Also, nieces. : 
stone matching and repairs. Make . 3 
our chop, TOUR chen. . a ot a 83, a —_ ee : 
nite tates ttorney eneral, 1e . N WATCH CROWN CO. % 
OSCAR CAPLAN & SONS March 24 at his home in New York City. ACON St: New York 2, W.-Y. 1 
207 W. SARATOGA ST., BALTIMORE 1, MD. A specialist in trade association, anti- Manufacturers of Gold Filled Crowns 
Jewelers at the bench since 1905 trust and fair trade practice Mr Levy Sold through Wholesolers & Jobbers 
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was chairman of the National Adjustment 
Committee of the National Jewelers Board 
of Trade. The group instituted one of the 
jewelry trade’s earliest efforts to adjust 
fairly out of court the debts of the financi- 
ally embarrassed, rehabilitating the honest 
and weeding our the others. He was a 
charter member and former president of 
the Jewelry Crafts Association. 

In 1924, Mr. Herzog was an organizer 
of the Stroock-Wittenberg Corporation, 
makers of essential oils, which he served 
as a director and which was later acquired 
by another company. 

Surviving are his widow, two sons and 
a daughter. 


—_— 


Death Takes Irving Jensen, 40; 
J-B Sales Representative 


Irving Jensen, sales representative for 
Jacoby-Bender, Inc., manufacturers of J-B 
Watch Bands, died April 12 at the Pres- 
byterian Hospital in Chicago. He was 40 
years of age. 

Mr. Jensen’s death came just seven and 
a half months after an accident, the results 
of which culminated in his passing on. 
Late last August, while on his way home, 
he was hit by a Chicago bus. He suffered 
internal injuries as well as a fracture of 
the skull. Although he survived two brain 
operations, he never regained conscious- 
ness. 

Mr. Jensen was identified with Jacoby- 
Bender just a little less than four years. 
He made his headquarters in Chicago with 











| REPAIRS and PLATING 
lin GOLD and SILVER 


34 Years of Continuous 
Service to the Trade 
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Quality 
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HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 
11 West 45th St New York 19, W.¥ 


Est. since 1918 
AT THE SAME ADDRESS 
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Bernard Zell, the two of them covering 
the Middle West. 


Before his 


afhliation with J-B, Mr. 


IRVING JENSEN 





Jensen was advertising manager for 


National Jeweler. 
Surviving are his widow, two children, 
his mother and a brother. 





Seth Thomas Opens Authorized 
Electric Clock Service Centers 


Seth Thomas Clocks of Thomaston, 
Conn., a division of General Time Corp., has 
announced the introduction of authorized 
Seth Thomas Electric Clock Service Centers. 

Eventually, it is planned to authorize Ser- 
vice Centers in all the major clock markets 
throughout the country to perform prompt 
adjustments to the complete line of Seth 
Thomas electric clocks, both in and beyond 
the warranty period. A material catalog 
and service manual has been compiled to 
assist clock repairmen in these centers. 

Thus far, Centers have been established 
in Pittsburgh, Philadelphia, Portland, 
Cleveland, Detroit, St. Louis and Milwau- 
kee. 

The company owned and operated Ser- 
vice Centers in Thomaston, Conn., New 
York City, Chicago and San Francisco will 
continue to operate as the cornerstone of 
this program. 





Toastmaster 
Names 
Roettger 
Advg. Mar. 


DONALD E. 
ROETTGER 





W. E. O’Brien, general sales manager 
of the Toastmaster Products Division, 
McGraw Electric Co., Elgin, Ill., an- 
nounced recently the appointment of Don- 
ald E. Roettger as advertising manager. 

In addition to marketing products bear- 
ing the Toastmaster name, Toastmaster 
Products Division handles sales and ad- 
vertising for the Manning-Bowman Divi- 
sion and for Tropic-Aire, Inc., a subsidiary 
of McGraw Electric Co. In his capacity 
as advertising manager, Mr. Roettger will 
direct the advertising of all three lines. 

Before joining Toastmaster, Mr. Roett- 
ger was advertising and sales promotion 
manager for Orange-Crush Co., Chicago. 
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~ Quality 


- Castings 
Like This 


without costly 





95 BEDFORD STREET 


size rings to fit 
your customers 


NEW 
RING 


SIZER 


ALLOWS SMALL 
INVENTORY 





@Expanding mandrel 
accepts rings from 
sizes 1 to 15. 









@ Upright mandrel en- 
ables easier sizing 
of rings. 3 


@No scratching 
No marring. 





@ Reducing die with 16 
sizing holes permits 
the greatest range of 
reductions. 


Time Payments 


SEND FOR LITERATURE 


NEW HERMES 
PRODUCTS CORPORATION 


13-19 University Place, N. Y.3.N_Y 








For Top 
Jewelry 


bench work, 
hand filing and finishing 


Use Ransom & Randolph 


Jewelry 
Investment 


This material is reli- 
able: produces out- 
standing results on 
runs of any size and 
is economical to use. 
Ransom and Randolph 
jewelry investment is 
designed to do the job 
best. 


We recommend a trial order. 
Send for CATALOG #52 


ALEXANDER SAUNDERS & CO. 


NEW YORK 14, W. Y. 
WAtkins 4-8880 
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GP Two New NX 
‘i DIAMOND 
‘\  MOUNTINGS 


Created By 







No. 1242 is a modern design of utter 
simplicity and exceptional sales appeal. 
Made to accommodate diamonds in sizes 
from VY, carat to 3 carats and available 
in 10K or 14K white or yellow gold. 


No. 1222 is a beautiful new design 
with a fine diamond cluster top, that 
creates a massive and brilliant setting 
at minimum cost. It's effective display 
will create a quick turnover. 


Ask to see these additions to the 1953 
““GRAN” line of exclusive design men’s rings. 


GRAN and COMPANY, Inc. 
546 So. Meridian St. * Indianapolis 25, Ind. 


























JEWELRY FOR GENTLEMEN 
By 
CHARM CRAFT CORP. 








Bold, Cut, Hand 


Clean 
Turned, Tie-Slide and Cuff Links Set 
in a Masculine Design With That 
Certain Touch of Refinement . and 
Elegance. 


Engine 


Available in 14K, Sterling Silver Rho- 
dium Finish and 1/20th 12K Gold. 
Filled, Finest Quality Finish. 


ASK FOR OUR CATALOGUE 
CHARM CRAFT CORP. 


Mfr’s of 14K, Sterling Silver and Gold Filled 
Charms, Bracelets, Earrings, Tie Slides. Cuff 








Links, Belt Buckles, Money Clips, Key Chains. 
——I98 Broadway New York 38, N. Y.—— 











192 





q Stanley D. Needles of Stanley Creations 
announced recently that the firm has moved 
from 4943 N. 8th St. to new and larger 
quarters at 722 Chestnut St. The company 
manufactures a complete line of person- 
alized hand made jewelry including rings, 
earrings, tie clasps, cuff links, belt buckles 
and stick pins. 

<q Several Philadelphia jewelers have an 
eye on the Main Line Shopping Center in 
Wynnewood where a new parking lot will 
soon expand parking facilities now so 
scarce in central-Philly. An exception to a 
residential zoning rule has permitted extra 
parking facilities to be erected to accomo- 
date 1200 cars. John Wanamaker will build 
a new branch nearby and other small stores 
are reported in the “plans completed” 
stage. 

¢ The Fred C. Sauter store is participat- 
ing in “Appreciation Night” every Tuesday 
at a local theater. During the month of 
March and April this store at 2713 W. Gi- 
rard Ave., contributed kitchen and bedroom 
clocks and other gift items for door prizes 
awarded by a drawing at nine P.M. each 
Tuesday. 

¢ Kurtz Jewelers of 2801 W. Girard Ave., 
have had such success with lamps added 
to their merchandise just before Christ- 
mas that they now plan to add other pro- 
motional] lines. 

q An unusual kind of clock-face attracts 
customers to the window of Howards at 
907 Market St. On the violet felt face, which 
stands almost upright, are inserts of rings 
set with birthstones. The ring containing 
the birthstone for January is placed where 
the “12” would be on a timepiece. The 
other stones run clockwise chronologically 
where the other numbers would be. Each 


DIAMOND BRIDAL GIFT 


Lee a 








Nestled in this stunning diamond bracelet 
is a diminutive watch by Le Coultre de- 
signed especially for Black, Starr & Gorham 
in New York and claimed to be the smallest 
ever created. The bracelet contains ap- 
proximately twelve carats of emerald-cut 
diamonds and was conceived to become a 
wedding gift which would complement the 
two-carat emerald-cut diamond in the 
betrothal ring. 


* PHILADELPHIA 


is labelled underneath the ring, identifying 
stone and month. A modified arrow of trans. 
parent plastic makes the single “hand” 
which is turned to point to the appro. 
priate month. 

q The Retail Jewelers Association of Phi. 
adelphia and vicinity met March 24th at 
the Drake Hotel to enjoy a hearty dinner 
and to discuss ways and means to better 
the interests of retail jewelers. The time and 
place of the next meeting had not beep 
announced before this issue went to press, 
q That soft music which most folks think 
is “piped into” the Smith & West store in 
the Broad Street Suburban Station Build. 
ing is really a new F.M. radio, which 
brightens the atmosphere. 

q Both registered jewelers on the premises 
of 2713 W. Girard Ave., A. Lester Sauter 
and Raymond G. Kirkpatrick, and the 
former’s son, Albert Sauter, are kept 
busier than ever since the giftware depart- 
ment has been increased in size. The 
former office and a six foot showcase which 
together covered the left side of this store 
from the front door back to the gift sec- 
tion, has been replaced by knotty pine 
shelves with U shaped extensions and 
cabinets at their base. The same decor, 
complete to scalloped cornice trims, char- 
acterizes the gift department which has 
occupied the rear of this store for many 
years and which is thus extended to the 
front door. A matching knotty pine table 
holds novelty tableware. 

q Neid’s Jewelers of 1305-B Market St, 
are now placing broadsides featuring 
blown-up ads from nationally distributed 
magazines on the radiator facing customers 
as they enter the shop. Anyone entering 
can’t fail to see that here they may obtain 
nationally advertised goods. 

q One of the larger examples of coronation 
windows seen around Philadelphia is that 
at Kind’s, Chestnut St. near Broad. Three 
authentically reproduced dolls representing 
the three ruling Queens of England, Vic- 
toria, Elizabeth I and Elizabeth II, are 
the centers of attraction. Surrounding 
them in this 18-foot window are diamonds 
and diamond jewelry emphasized by repro- 
ductions of the Cullinan II and the Great 
Star of Africa. The red velvet shields 
which carry out the theme also form the 
background for a smaller silverware win- 
dow labelled with a sign reading: “You, 
too, can set a table fit for a Queen on 
Kind’s Silver Club Plan.” 

q On the other hand, some of the smallest, 
most compact, yet dramatically effective 

















LEARN WATCHMAKING 


7. REPAIRING - ENGRAVING 
Day or Evening 


PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 
Write Dept.'’K'' IIl'd Catalog 
Baldwin 9-1376 Est. 1894 
Arthur T. Johnson, Principal 






xe 25 
Eve. School 








in Watchmaking 
Sept. 22-May 23 
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les of the Coronation theme windows, 
so ane used by Lynn’s of Market St., 
Upper Darby and Smith & West's Broad 
Street Suburban Station Building store. 
The former features a small reproduction 
of the crown completely surrounded by 
simulated crown jewels and other jewelry. 
The latter uses the coat-of-arms theme on 
an upright for the background with the 
royal sash carrying the eye to the jewelry 
beneath. 
4 Victor’s Jewelers, 3000 Kensington Ave., 
will soon add additional promotional and 
giftware items. 
q Weiman’s for Diamonds store at 7300 
Frankford Ave., recently sent a notice to 
each of its “paid up accounts” offering 
them a free birthstone. Customers were 
advised they could obtain the birthstone 
by stopping by the store and picking it up. 
Of course the stone was not set and most 
of those who claimed it paid for a good 
setting for the stone; many for a larger 
or better quality stone at a higher price. 
This same store keeps track of new born 
babies and wedding anniversaries as well 
as the usual bridal announcements in the 
local newspapers. Free gifts are offered 
those celebrating the special event with 
the same result. They usually leave the 
store with something they have purchased, 
in addition to their gift. 
q Sydney C. Gansky, formerly of 3938 
Lancaster Ave., who bought the William 
E. Talbot store at 4005 Lancaster Ave., 
about December first, is retaining much 
of the merchandising techniques which has 
given this 73-year-old store prestige. How- 
ever, he has added a few additional lines 
of medium priced merchandise to the finest 
grade and highest priced merchandise al- 
ways handled here. 
q Huberman’s at 29 S. 11th St., are featur- 
ing, at this writing, a special display of 
scientific and expensive timepieces. 
q Bailey, Banks & Biddle’s new store at 
16th & Chestnut Sts., may be ready for 
possession in June. The building which 
this company recently purchased is being 
completely remodeled. 
q Longine’s “Official Coach and Four,” 
carefully reproduced model of the Queen’s 
official carriage and horses, will appear in 
the displays of many leading Philadelphia 
jewelers including Barr’s, Weiman’s and 
Huberman’s according to S. Edward Mittler 
of Longines Wittnauer. 
q Edward Roberts of Hollywood Jewelers, 
1536 Sansom St., has been promoting busi- 
ness by contacts with industrial and 
business men who buy for presentations. 
q A new sign at Hollywood Jewelers sug- 
gests to the public: “See your Dentist 
twice a year; see your Doctor once a year 
-.. @ word to the wise ... see us your 
watch repairer once a year... 
q Aisenstein & Gordon have been appointed 
local distributor for Waltham watches. 
q Marvin Spiegelman, whose windows have 
been characterized by his plans to drama- 
tize semi-precious jewels within the finan- 
cial reach of housewives as many jewelers 
dramatize the out-of-reach precious jewelry, 
featured costume jewelry of unusual de- 
sign in the Coronet window immediately 
after Easter. According to the number of 
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women who were attracted to the store, 
the change of pace was a clever one. 

4 Gerlach’s, the recently enlarged store in 
the 69th St. Terminal Building, have dis- 
continued the sale of appliances. They are 
now concentrating on a larger selection of 
jewelry based on the concept that the 
superior variety offered when a store con- 
centrates on a limited number of items 
draws customers much faster than a few 
of many types of items in this day of 
specialization. 

q Lynn Jewelers of Market St. in Upper 
Darby are now using window displays 
made increasingly effective by two prin- 
ciples discovered in a careful study of 
successful display technique by Mrs. 
Spector. One single color dominating the 
entire display creates a dominant impres- 
sion which remains with the customer. 
One recent window was completely ice 
blue. Another completely pearl. Sudden 
change creates an appeal of its own; espe- 
cally if the change holds promise for the 
future. For this reason special holiday 
displays are placed in the windows at 
Lynn long before other stores have set the 
mood for the holiday. Seasonal, such as 
summer white, jewelry is shown well in 
advance of the appropriate season, and 
immediately following a window strongly 
contrasting in mood and color. 


q Lieberman’s Jewelry Store at 955 N. 
Marshall St., has increased seasonal news- 
paper ads to a regular weekly coverage in 
the local newspaper for this area. 














KIRK Dial 


Since 1926 


Conporation 


The World’s LARGEST 

DIAL REFINISHING COMPANY 
Assures You of TOP 

QUALITY & SERVICE 


DIAL REFINISHING 
CRYSTAL FITTING 
BAND REPAIR 


offices: 


220 W. 5th St., Los Angeles 13, Calif. 
657 Mission St., San Francisco 5, Calif. 
1625 Broadway, Oakland 12, Calif. 
Seaboard Bldg., Seattle 1, Wash. 

29 E. Madison St., Chicago 2, Ill. 
University Bldg., Denver 2, Colo. 

923 Penn Ave., Pittsburgh 22, Pa. 

83 Walton St. N.W., Atlanta 3, Ga. 
108 W. Fayette St., Baltimore 1, Md. 


Affiliated Companies 

KIRK DIAL OF MISSOURI 

1015 Walnut St., Kansas City, Mo. 
KIRK DIAL COMPANY 

1700 Commerce, Dallas, Tex., and 
Stewart Bldg., Houston, Tex. 























t2EG 1234” x 8” Keystone $40 
t2EG Junior 9” x 512” Keystone $30 


HECO 400 day clock with 
new adjustable base and 
many other improvements. 
With every clock comes an 
additional complete sus- 
pension assembly, free of 
charge. 


20 Other Styles Available 


ASK FOR NEW CATALOG 
AND LATEST PRICE LIST 


Sole U.S.A. Agents for all 
Junghans Products 


Visit our Showrooms 


HENRY COEHLER CO., INC. 


101 FIFTH AVENUE, 
NEW YORK 3, N. Y. 


1524 MERCHANDISE MART 
CHICAGO, ILL. 
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Style #1604 





The “CUFF LINK’ 


Wonderful new idea . . . outside piece 
“floats’’ against back unit... giving 
eye-appealing movement ... in the 
same famous guaranteed plated finish 
as are all Alice Fall styles. 


Through The Wholesaler $] 00 


retail 


JEWELRY CO. 


52 Valley St., Prov., R. |. 















If it's HERITAGE you're 
thinking of—you're thinking of 
SILVER 
... and if it's silver you're 
thinking of, place your order with 
SILVER 
for 1847 Rogers Bros. 

Wm. Rogers & Son 
¢ Rogers < Sterling 


J. A. SILVER CO. 


167 GEORGE ST. NEW HAVEN, CONN. 

















Seid enty Greet te Retaliers 


WELLS MFG. CO. ATTLEBORO, MASS. 





: | | 
NICKEL SILVER 
PHOSPHOR BRONZE 
20. 


THE SEYMOUR MFG. 


SEYMOUR, CONN. 














For the jewelers’ EVERY need, 
and we mean 


EVERY NEED! 


(Tools — Materials — Books —Watches —Clocks— 
Attachments, Watch-Clock Movements, etc.) 
Remember our COMPLETE REPAIR SERVICE! 


MODERN TECHNICAL SUPPLY CO. 
Dept. 5 JCK, 55 West 42nd St., New York 36 
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4 As this issue went to press, members 
and guests of the Massachusetts and 
Rhode Island Retail Jewelers Association 
were gathering at the Parker House, Bos- 
ton, for their annual meeting and banquet. 
The morning was given over to a round- 
table discussion of various problems of the 
jewelry trade. Following luncheon, the 
afternoon program included talks by 
Lawrence F. Percival, Jr., of D. C. Percival 
& Co., Boston, who spoke on “The Whoce- 
saler in the Present Economy;” John 5S. 
O’Connell, vice-president of Towle Manu- 
facturing Co., Newburyport, Mass., who 
spoke on “Ethics of Present-Day Mer- 
chandising;” and Charles M. Isaac, execu- 
tive vice-president of the American’ Na- 
tional Retail Jewelers Association, and 
William Shreve, regional vice-president of 
ANRJA, whose subjects were not disclosed. 
The cocktail hour was followed by the 
annual dinner in the roof ballroom, witi 
drawing of door prizes, and entertainment 
program. 

q Two other colorful events were to take 
place later in Boston on the same evening. 
Largest of these was the eighth annual 
dinner-dance of the Diamond Peacock Club 
to be held Saturday, April 25th, at the 
Hotel Somerset. Cocktails and dinner were 
to be followed by dancing, and, as usual, 
there was a great deal of conjecture on 
what might be this year’s gift for the 
ladies. Complete details will be given in 
next issue. 

q On the same night, at the Brunswick 
Hotel, member teams of the Boston Jewelers 
Bowling League gathered for their annual 
dinner and distribution of team and indi- 
vidual prizes. As this issue went to press, 
the leading team of A. Stowell & Co. was 
being closely crowded by the Mahar & 





MAGIC TOUCH OF WHITE 





Flashing white jewelry by Coro underscores 

and adds "top" interest to this stylish scoop 

neckline. Coro fashions these handsome 

necklaces of shining white beads on gold 

colored spokes, with matching wheel ear- 

rings to carry out this important white-and- 
go!d theme. 


NEW ENGLAND 








Engstrom team, which, on March 10, get 
up a new high team score for the Leagill 
scoring a high team single of 571, and a 
three-string score of 1615. Elliott Eng. 
strom scored a 149 individual single and 
367 on three strings; Henry McGrath 
scored 135 on a single; and a three-string 
score of 343. Only three more games were 
to be rolled off to close the season. 

q Members of the Thomas Long Employees 
Association planned a meeting in May, 


following election of officers which re. 
sulted as follows: President, Roland 
Dorais, wholesale; Vice-president, Mar. 


garet McGowan, retail; Treasurer, Eugene 
Sullivan, wholesale; and Secretary, Jean 
Gillis, wholesale. The banquet was to be 
held at McKeon & Casby, caterers, 1106 
Boylston St., Boston. 

4 Two of the older workers at the Thomas 
Long Co. jewelry store retired last month— 
Melvin Jenkins, retail credit department; 
and William Parks, service department— 
and were given a dinner and party at 
Schrafft’s Restaurant, with about 80 fellow 
workers in attendance. The two were pre- 
sented with gifts, along with a number 
of jokes. Miss Ella Mellen, head of the 
Thomas Long payroll department, suffered 
a sprained ankle in March, but managed 
to hobble around to work every day. 

q Mr. and Mrs. J. Gould Cook, the former 
the president of A. Stowell & Co., are 
back from an extended tour of the south- 
west, where they visited their daughter at 
Fort Bliss, El Paso, Texas. On the way 
out, and back, Mr. Cook visited with 
leading jewelers, returning by way of the 
Gulf Coast and Florida. 

q On May 2, members of the Maximus 
Club, composed of men from the executive, 
sales, and services departments of the 
Smith-Patterson jewelry store, were sched- 
uled to hold their 44th annual dinner at 
the Boston Yacht Club, Rowes Wharf. 

¢ Members of the Thirty-Club, through its 
president, Harold Seigal, of Lee-Wilson, 
Inc., 36 Bromfield St., obtained ringside 
tickets and attended the Jimmy Carter- 
Tommy Collins lightweight champion fight 
at Boston Garden, April 24. The Thirty- 
Club is composed solely of jewelers. 

q “Bill” Selberg, New England representa- 
tive of Elgin Naticnal Watch Co., and 
“Trudy,” his wife, spent several days at 
the Coonamessett Ranch Inn on Cape Cod 
in April, getting in their first rounds of 
spring golfing. 

q Morton Selig, New England representa- 
tive of the Benrus Watch Co., is back 
from a Florida vacation where he won the 
“Mfiami Beach Open,” a golf handicap 
match restricted to members of the 
Flamingo Surf Club. 

q Harold Ginsburg of the Boston Jewelry 
& Loan Co., and holder of many service 
awards during World War II, was recently 
elected national delegate of the Amvets 
of New England and will attend the next 
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national convention in. Los Angeles in July. 
q Attracting wide attention during its two 
weeks in the windows of the Shreve, Crump 
& Low store, an exhibit of 37 different 
kinds of minerals found in New England 
was loaned for the occasion by the Boston 
Museum of Science. Some of the minerals 
were in the rough, and some were Cut. 
Old-time maps of the area, showing the 
locations of areas where the various min- 
erals were found, formed a background for 
the display. 

4A postcard from Sarasota, Fla., from 
Henry Desjardins, jeweler of Beverly, 
Mass., told of “nice weather, 85 degrees, 
and orange juice every day.” 

4 Several hundred trophies and cups cover- 
ing practically every type of sport are now 
displayed in a new wall case just erected 
in the quarters of I. Alberts’ Sons, 8th 
floor, Jewelers Building. 

q Capt. Herbert Guiness, who, on his re- 
turn from Air Force duty in Europe, went 
back to selling for his dad, Louis F. 
Guiness, of the firm of the same name, 
711 Jewelers Building, remained only a 
short time, however, before resigning to 
enter the electronics field. 

q Mrs. Dorothy Mahoney, secretary to 
Lawrence Pearlstein, 502 Jewelers Build- 
ing, is back on the job following her 
marriage recently to Charles Doyle. The 
two spent their honeymoon on a cruise to 
South America on the SS Mauretania. 

q Miss Marie Foster, who has operated a 
jewelry service in Room 403, where she 
shared quarters in the New England Gem 
Cutting Co., has vacated that space and 
is now working for Sherburne E. Miller, 
engraver, Room 402 in the same building. 
q.C. Clifton Winn, jeweler of Amherst, 
Mass., has moved from his old location 
at 30 Main Street, to a new and larger 
location near by, and held a formal open- 
ing on April 4. 

q Orian Archambault, formerly at 286 
Main St., Woonsocket, R. I., moved to a 
new store at 304 Main St., and held a 
formal opening on April 2. 

q A new store, known as Star Jewelers, 
Inc., has been opened in Room 751, 600 
Washington St., and operated by Al. Brody 
and Joseph Sherman. Formal opening of 
the new place was held the first week 
in April. 

q Antonio DiCorrado, of DiCorrado Jewel- 
ers, Inc., 204 Hanover St., Boston, marked 
the 42nd anniversary of the firm last month. 
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Mr. DiCorrado’s son “Dick” and daughter, 
Maria, are now with the firm. 

4 Howard A. Whittum, of the watch de- 
partment, Bigelow-Kennard Co., and for- 
merly with Thomas Long Co., has retired 
to his home in Oxford, Maine, where he 
plans to conduct an antique and giftwares 
shop. 

q The jewelry store of Norman Robert, 
214A Lincoln St., Worcester, Mass., was 
robbed of $200 worth of merchandise re- 
cently when the window was smashed by 
thieves. 

q F. A. Knowlton, Inc., jewelers of Main 
St., Worcester, remodeled their quarters, 
and staged a formal reopening on April 1. 
q Charles Barton, formerly a watchmaker 
at the Knowlton jewelry store, Worcester, 
along with his son, recently purchased the 
jewelry business of Winfred Hebert, 1114 
Main St., and will operate this store. 

q Al. Davis and Associates, Spencer, Mass., 
owners of the Spencer Jewelry Co., Spen- 
cer, Mass., have purchased and will operate 
the Bel ’Oro, Inc., jewelry store in South- 
bridge, Mass. 

q Robert Franks, of the Moulton Jewelry 
Co., 374 Main St., Worcester, has returned 
from a Caribbean cruise aboard the 
S. S. Atlantic. 

q New “Skylite” lighting was being added 
to the Smith & Zaff quarters, 309 Jewelers 
Building, as the work of redecorating and 
refinishing was carried out. The place now 
looks three times as large as before. 

q@ Mr. and Mrs. Robert McLaren, the 
former office manager of the Herbert W. 
Stranger Co., 306 Washington Building, 
and Mrs. McLaren, well known throughout 
the building after a number of yeari’ 
service there, motored to Virgnia for a 
spring vacation. “Ted” Cutler, of the 
Stranger Co., planned to be married on 
May 3rd. 

q Mrs. Betty Rushton, secretary at 
Kettell, Blake & Read, Inc., 201 Washing- 
ton Building, was operated on recently at 
the Beth Israel Hospital, Boston. 

q Many of the wholesalers, and even some 
retailers in the Jewelers, Washington, and 
Province Buildings have hung out their 
usual signs of warmer weather—“Closed 
All Day Saturday— April (or May) 
Through Sept.” 

¢ Kusti Lahde, of Lahde & Sons, jewelers, 
Worcester, Mass., is planning a trip to 
Sweden and Finland and other Scandi- 
navian countries for two months beginning 
in July. 

q Clifford B. Lund, of Lund Jewelers, 
Clarendon St., Boston, will attend the 
International Rotary Convention in Paris, 
May 23, as a delegate. 

q Carroll Ash, formerly with a jewelry 
store in Meredith, N. H., has opened a 
store of his own in Plymouth, N. H. 

q Joseph Jason, jeweler of Manchester, 
N. H., recently remodeled the basement 
section of his store and added a line of 


television receivers and_ electrical ap- 
liances. 
q Ernest Davignon, who sold out his 


jewelry store in Holyoke, Mass., and re- 
tired several months ago, now plans to 
reopen a new store there in May. 
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THE KING OF CARDS & DISPLAYS 
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FOR MANUFACTURERS AND WHOLESALERS 
Made to order—to your specifications 
WRITE FOR CIRCULARS AND INFORMATION 
SAMUEL P. HARRIS, INC. 


E. Providence, R. |. 


EA. 1-1526 











LEATHER CLOCK CASES = +113—sheepskin case—Black, 


Brown. Vtwe Ked. Tan, Green ....... 


Keystone $7.00 
#22J Genuine Morocco Leather 
Case—Wine. Red, Black. Blue, 
Brown, Green, Tan. Key- 
stone .. = .. $11.00 
2=35J—Genuine Ferace Leather 
with cold tooled border. Brown, 
Tan, Rose, Green or Light 
TER Kevstone $13.00 
9%" and 25%” for Swiss and 
Waltham. Immediate Delivery. 
ARISTO IMPORT CO., INC. 
630 Fifth Ave., New York 20 
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Spee- Sands now offer 
for the first time 


“BLACK MAGIC’ 
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THE SOUTH 


q The Houston Watch Co., Inc., Houston, q The Greater Washington Retail Jewelers 
Texas, has announced the opening of a Association again sponsored a booth at 
suburban store in the exclusive new shop- the annual Washington Home Show at the 
ping center, Highland Village. The new D. C. National Guard Armory from April 
store, which opened on March 2, has 11 through April 19. Interesting and 
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5 been named the Highland Village Jew- unusual displays were set up for the view. 
oe elers. Established in 1912, the Houston ing public including an exhibit showing 
as Watch Co. is one of Texas’ oldest jew- the methods and the care with which a 
elers. Main offices are located at the up- diamond develops from a crude stone tog | 
town store, 911 Franklin Ave. Manager sparkling gem. . 
of the new branch in Highland Village q F. LeBaron Goodwin, who has been 
( Wiens seeieslied cow is R. E. Corrigan. associated with the retail jewelry business 
# ; q Roy E. Callaway, a veteran of ten years’ for the past 26 years, is now associated 
eT grips outwear rubber— & experience in the jewelry field in Colum- with Fredland Jewelers in Silver Spring, 
~ can’t scratch... muss hair. # bia, S. C., and Atlanta, Ga., was recently Md., and will be in charge primarily of 
# Insure repeat sales. Order appointed manager of the jewelry, gifts their Georgia Ave. store. 
m and luggage department of Payne’s in 
9 Bin 2cek cereals Greeneville, S. C. Baltimore Jewelers’ Banquet 
* SPEC-BANDS, the fast- q Lanier Williamson has assumed new Draws Nearly 300 Attendance 
~ moving ... low-price duties as manager of Friedman’s Jewelry —s ey 
be: Store, Rock Hill, S. C. He was formerly Nearly 300 members and guests of the 
Oo accessory. with the same company in Charleston. |; Baltimore Jewelers Association attended 
“ that organization’s annual dinner-dance 
e) held March 18 at the Sheraton-Belvedere 
>. ' Baltimore-Washington News Hotel. The affair marked the 25th anni- 
Onaga f: Shap q Lind’s Jewel Box is planning to move versary of the association’s incorporation 
sistema’ Rta c gt rn: from 3222 E. Baltimore St. to new and although it was founded many years before. 
Cord, Leather, J P. ZL 4 “BA. A D larger quarters at 3212 E. Baltimore St., Arrangements for the event were ably 


5 my, Baltimore, Md. Mrs. Ruth Lind is active handled by Robert W. Culp and Mrs. E. F. 
Spec-Chain, sae Ron Vind in the management of the establishment. Justis, co-chairmen. Distribution of more 
emenmaeent, 4 q Washington jewelers took the trophy than 75 door and contest prizes as well as 

7 N. Brentwood Bivd., St. Louls, Mo. from Baltimore jewelers recently in the a special silver gift to each lady guest 
annual Inter-City Bowling Competition. highlighted the occasion. Jack Fetting, 
Washington was victorious in 35 games who was president of the association for 


A N T i i} U 4 § WA hs TE p to Baltimore’s 31. Outstanding teams the past two years, was presented with a 
sterling silver tray inscribed with facsimile 


representing the winners were  Faber- 


Plastic Bead, 





























Genuine Antiques and Benson Sales Co. and College Park Watch — “a - — e “ose board. 
i ; Sho h bined total es won ewly elected officers of the association 
Antique Rep reductions is Pe RB lh are: President, Edward G. Kibler (Kibler’s 


amounted to 11 against their opponents l. , 
costume jewelry. Watches—movements—watch q Officers of the Baltimore Jewelers Bowl- Jewelers) ; First Vice President, Jacob M. 
bands, any kind, any type, in any condition. ing League include Edward Podolsky, Paul (Paul’s Jewelers); Second Vice 
Diamonds—any kind or size. Gem and semi- president; August L. Beck, vice president, President, Lloyd Overbeck (Theodore Over- 
precious stones. Gold Scrap—Platinum—filled and Harry Bachman, secretary-treasurer. beck & Son, Inc.); Treasurer, O. P. 


and plated scrap. No consignment too large : : 
or too small. Our check sent immediately. Your q Elmer H. Rittase, a Certified Public Michaelson (Max Kohner, Inc.) ; Secretary, 


consignment will be held intact for 10 days, Accountant who for 35 years headed the William G. Ewald, and Assistant Secretary, 
subject to your approval of our check. bookkeeping department of J. Engel & Mrs. Esther Stevens Stumpner. 


Co., opened accounting offices on May 1 Serving on the board of directors are: 


Howard C. Heiss, Robert W. Culp, Richard 


Silverware — Gold and plated jewelry — old 














References: Whitney National Bank, Morgan 
Branch, New Orleans, La.; National Jewelers 


























Board of Trade; Dun and Bradstreet. in the S. & N. Katz Building, 111 N. . ' , 
Charles St., Baltimore. E. Erlanger, David R. Lakein, F. Kirk 
ANTIN'S q Bernard L. Freiman, who formerly oper- Millspaugh, Rodney Stieff, Jules E. Mor- 
114 BARONNE STREET, NEW ORLEANS 12, LA. ated Harford Jewelers at 662114 Harford stein, Melvin Strauss, John H. Fetting Jr., 
Established 1916 Road, moved his store February 27 to Mrs. Elizabeth F. Justis and Oscar Levitt. 
larger quarters at 6628 Harford Road. 
Here he has a corner location with a large 
ALBERT S S M show window to the front and also the QUADRUPLE SILVER PLATING 
: : FINEST SERVICE IN YOUR 
» SMYTH CO. || side of his store. cect, | | FouaMMo'letstmate Iveta SF mutton Wr 
Vv o 
apap < The Greater Washington Retail Jewelers | | ferrepairing, restoring. Write for FREE booklet and 
DIAMONDS-WATCHES Association, whose membership heretofore price list. Know cost before you ship. Do it today! 
© JEWELRY @ has a ee only ge “rsonr D. L. BROMWELL, INC. 
5 HOPKINS PLACE, BALTIMORE, MD. in e ashnington area, has considere America’s Oldest Silver Platers 
favorably a change in the association by- 710 12th St., NW Washington 5, D.C. 




















laws so as to now provide for associate | — 


————— bers. i 
WATCH MATERIALS Fee te allied fevele ten ms 874) | DOUBLE YOUR BRIDAL BUSINESS! 


Florida's | t watch mat igi ; ; Our 128-page illustrated book, ‘How To Plan A 
orida's largest watch material house eligible for membership on an associate Sen tttel Wad ina aascua ens tdien a 










aan one" basis. etiquette, rings, gowns, gifts, flowers, quests, 
Write for Price List C q John Sumner, well known engraver to | | ceramontuiv'ss $1.00; makes a beautiful gift. 





DEAN COMPANY the trade, recently moved his shop to 407 $60 p 


er 100. 
. Victor Building, which is located at 724 2612 PALM 
7¥a M. Atlantic Ave., Dayton Beach, Fe. Oth St., N.W., Washington, D. C. SALLIE NEWTON HOUSTON, TEXAS 
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Lavish use of color is made throughout 
National Silver Company’s new Dallas 
branch sales office and showroom at 140 
Parkhouse St. Dramatic effects are achieved 
through the employment of yellow, red, 
green and buff as background colors for 
merchandise. 

Four island displays, free-standing, ex- 


NATIONAL SILVER OPENS NEW DALLAS SALES OFFICE 








cept for chrome supports, divide this show- 
room into separate selling rooms. Exten- 
sive use of pegboard and concealed mov- 
able brackets permits a mobile and free- 
standing display of National’s wares. 
Maurice Pullman continues as southwest- 
ern sales manager and will be assisted by 


J. Woloshin and Robert Richards. 





Tennessee Jewelers’ Group 
To Convene in Gatlinburg 


The annual convention of the Tennessee 
Watchmakers & Jewelers Association, des- 
cribed as the “most unusual’ in its history, 
will be held May 16 and 17 at the Grey- 
stone Hotel in Gatlinburg, gateway to 
the Great Smoky Mountain National Park. 

The convention will start on Saturday 
night, May 16, with a square dance featur- 
ing music by Toby Patterson and His 
Smoky Mountain Boys. The dance will 
be directed by Dave Hendrix and His 
Square Dance Team who will both enter- 
tain and offer instruction. 

The convention will officially open on 
Sunday morning, May 17, with an address 
by Mayor Bruce J. Whaley. Guest speaker 
at this session will be Paul J. Tschudin, 
director of the Watchmakers of Switzer- 
land Information Center in New York. 
Following luncheon that afternoon, new 
oficers will be elected and convention 
delegates will embark on a motorcade tour 
of the Great Smoky Mountain National 
Park which will be conducted by National 
Park Rangers. 





Ask For 
TIME TESTED 


NYE OIL 


The Best 
Watch and Clock 


MV clatetolati 


Wm. F. Nye, Inc.. New Bedford, Mass 


FOR MAy, 1953 








Climax of the convention will be a 
dinner on Sunday evening with entertain- 
ment furnished by Chief Ross and His 
Group of Indians from the Cherokee 
Indian Reservation. 





Mrs. Eisenhower to Greet Ladies 
Attending Tri-State Convention 


Officers of the Maryland-Delaware-Dis- 
trict of Columbia Jewelers Association 
announced recently that ladies attending 
the organization’s annual convention will 
be personally received by Mrs. Eisenhower 
on Monday, May 4, and will be privileged 
to make a tour of the White House. The 
tour will be the outstanding event of the 
39th convention of the tri-state jewelers 
group. 

Outstanding speakers have consented to 
address convention sessions, according to 
A. C. Mayer of Washington, a charter 
member of the association and general 
convention chairman. Approximately 600 
jewelers and their guests are expected to 
attend the two-day event which will be 
held on May 3 and 4 at the Shoreham 
Hotel in Washington, D. C. 

William Wright of Silver Spring, Md., 
is president of the association. 





Miss. RJA Sets Confab Dates 


A capacity turnout is expected at the 
second annual convention of the Missis- 
sippi Retail Jewelers Association which 
will be held on July 26 and 27 at the 
Buena Vista Hotel in Biloxi. 

Officers of the association announced 
recently that a complete and varied pro- 
gram of business and fun is being planned. 
All jewelers who expeci to attend the two- 
day event are urged to make their reserva- 
tions early. 
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RAISE CASH 


IMMEDIATELY 
through a dignified 


SALE 


CASH ADVANCED BEFORE 
SALE FOR YOUR 
CONVENIENCE IF NEEDED 








Recent sales conducted 
for: 


Sherwood Jewelers 
Portsmouth, Va. 


Levinson's Jewelers 
Youngstown, Ohio 


Elkhart, Ind. 


Allen Jewelers 
Kingsport, Tenn. 


OVINGTON'S 
(Davis, Collamore) 
5th Avenue 

New York City 


No Sale Too Small 
No Sale Too Large 





Entire Jewelry Stores 
Bought for CASH 





We have conducted sales for lead- 
ing Jewelers of America. Bank and 
Trade References supplied. 


Correspondence strictly confidential. 
Our successful methods of conduct- 
ing sales have proved that when the 
auction is over you will have the 
good will of the people in your en- 
tire community, and your business 
will be permanently increased. 


WE WILL CALL ON YOU 
AT OUR OWN EXPENSE. 
PHONE US—REVERSE CHARGES 


LOUIS COLMES 
ROBERT BRILL 


AUCTIONEERS 

15 West 47th St., New York, N. Y. ( 
Tel. Ju. 6-2334 

Alternate Tel. Lynbrook 3-8044 
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it's Springtime! 
and it's 
also 


SECURITY 
MAINSPRING TIME! 


So remember, for: 
@ FINE WORKMANSHIP BUY 
SECURITY 





@ BEST SWEDISH STEEL 
@ PRECISION 








THE NEWALL MFG. CO. | 


CHICAGO 2, ILLINOIS 
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VP 
@Y SILVERWARE 
Repaired—Cleaned—Plated—Lacquered 


We furnish BLADES—MIRRORS— 
BRUSHES — TOILET IMPLEMENTS 
and other missing parts 


SWARTZ & CO. 


Established 1917 
10 South Wabash Avenue Chicago 3, [ilinels 
This is Our Only Location 

















WATCH DIALS 


REFINISHED - 
4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 

















The only timing machine that 
dares say compare 


LET US PROVE! 
THE SUPERIORITY OF THE 
PAULSON 


TIME-O-GRAF 





MAIL THIS COUPON TODAY 


HENRY PAULSON and COMPANY 
131 Se. WABASH AVE. - CHICAGO 3, ILL. 


Please send me full information covering the Jewelers 
Biggest Business Builder. the Paulsen Time-O-Gral 
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q Dozens of jewelry trade leaders attended 
internment services on April 9 for J. Arthur 
“Jess” Rogers, who had been affiliated with 
the industry in the Chicago area for more 
than 50 years. He was founder and head 
of the firm of J. Arthur Rogers & Son 
and, through the years, had held a number 
of elective and appointive offices in jewelry 
associations and organizatons. Mr. Rogers 
leaves his wife, two sons, Alan and Edward, 
and two grandchildren. His son, Edward, 
has been active for several] years in the 
management of the business. 

q Don Juan Watch Bands, 29 E. Madison 
St., announced that they have just issued 
a new descriptive folder on their line, 
which is currently being featured in ad- 
vertisements in Esquire and Popular 
Mechanics. The brochure is available to 
jewelers through their local wholesalers or 
by writing directly to the manutacturer. 
q James Flatau, manufacturer’s representa- 
tive headquartered in the Heyworth Build- 
ing, announces that he has taken on the 
Bliss line of popular priced men’s jewelry. 
He will make this merchandise available 
to the wholesale trade in the midwest. 
Mr. Flatau announced also that his plans 
were moving according to schedule with 
regard to his move to new and larger 
quarters in the Heyworth Building, sched- 
uled for May 1. 

q Harold Ziegler has returned to the watch 
department of Stein & Ellbogen after a 
leave of absence of two years for Army 
service. A large part of Mr. Ziegler’s 
Army tour was spent in Korea. 

q Ernest Burg, Heyworth Building im- 
porter, is back from a four-week buying 
trip to Europe. By flying to all points 
on his itinerary, Mr. Burg was able to 
cover a good part of the continent. Coun- 
tries visited included Denmark, Sweden, 
Norway, Germany, France, Switzerland and 
Italy. He reports that the intensive shop- 
ping and buying done on this trip will 
be reflected in a number of new items to 
be offered to the retail trade this fall. 

q Jack Montgomery (M. A. Mead & Co.). 
president of the Jewelers Club of Chicago, 
announced recently the appointment of 
committee chairmen. These include: House 
Committee, Walter Connor; Sports and 
Pasttimes, Dick Showerman (Tessler & 
Weiss) ; Finance, R. B. Dehnert (Stein & 
Ellbogen Co.); Membership, V. J. New- 
man (Jewelers Board of Trade), and Good 
and Welfare, Sieg Gottlieb (Frederick M. 
Gottlieb & Co.). 

q The board of directors of F. H. Noble 
& Co. recently announced its new panel of 
executive officers. Mrs. L. Noble Keene, 
who continues as chairman of the board, 
has also been given the additional post of 
treasurer; Frank Bedinger was reappointed 
president; Victor Morton was named ex- 
ecutive vice president; Thomas Doonan, 
second vice president; Dewey Conover, 
vice president in charge of sales; Earl 
Chaffee, assistant treasurer, and Ray Rush- 


CHICAGO 


ton, secretary. Rushton and Chaffee, vet. 
erans in service with this firm, are new 
members of the executive group. 

q Three Stein and Ellbogen executives 
started or ended Florida vacations during 
the month. They are: Otto S. Lieberman, 
vice president, Richard Dehnert, secretary. 
treasurer, and Morris Morwitz of the 
jewelry department. 

q Neil Schur of Van Schyndle, Inc., 36 §, 
State St., was married on April 26 to 
Patricia Schwab of Memphis, Tenn. The 
couple honeymooned in Miami. 

q Jules Brandel, advertising manager of 
Pakula & Co., was scheduled to start a 
two-week vacation in New York on April 
18. New York is Mr. Brandel’s home town 
and he was looking forward to seeing 
some familiar sights and faces. 

q Members of the Illinois Watchmakers 
Association, at their last meeting, heard 
a discussion on servicing dials and selling 
dial refinishing jobs. The speaker was 
M. J. Silbert, operator of a dial refinishing 
and hairspring vibrating plant in Elgin, Ill. 





Heckman Retires After Serving 
53 Years in Watch Case Field 


After 53 years in the watch case busi- 
ness, J. Walter (Walt) Heckman of the 
Becker-Heckman Co., 29 E. Madison St., 
Chicago, Ill., is retiring on May 1. Mr. 
Heckman began his career in 1900 with the 
Queen City Watch Case Co. in Cincinnati, 
Ohio, which later became the Gruen Na- 
tional. During the next several years he was 
connected with Wadsworth Watch Case Co., 
Dayton, Ky., Keystone Watch Case Co., 
Philadelphia, and American Watch Case 
Co. in New York. 

Partially heeding Horace Greeley’s ad- 
vice, “Walt” settled in the midwest in 1906 
and went to work for G. F. Wadsworth in 
Chicago. In 1910 he went into business 
with J. M. Becker and formed the part- 
nership of Becker-Heckman which bought 
out Wadsworth. In 191] he acquired the 
Becker-Heckman business, incorporating it 
in 1916 as the Becker-Heckman Co., after 
consolidating the Art Watch Case Co. and 
Slater-Gambler. 

The firm has carried on continuously 
since that time under the able guidance of 
Mr. Heckman. The Becker-Heckman Co. 
will continue under the management and 
direction of Albert Johnson, Walter H. 
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CENTRAL WATCH CO. 


ESTABLISHED i911 


WATCH REPAIRING 


to the trade 


EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 
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NEW JEWELERS’ CLUB 


OFFICERS AND COMMITTEEMEN 





New officers and committee chairmen of the Jewelers Club of Chicago are, left to right: 
D. J. B. "Jack" Prins (Son & Prins Co.), outgoing president; V. J. Newman (Jewelers Board 
of Trade), chairman of the membership committee; Jack Montgomery (M. A. Mead & Co.), 
new president; Dick Showerman (Tessler & Weiss), chairman of the sports and pasttimes 
committee; R. H. Zelke (National Jewelers), vice president; Walter “Bull Connor, chairman 
of the house committee, and Mel Goldman, secretary. Unable to be present when this 
photo was taken were R. B. Dehnert (Stein & Ellbogen Co.), chairman of the finance com- 
mittee; Sieg Gottlieb (Frederick M. Gottlieb & Co.), chairman of the good and welfare 
committee, and Edward Rogers (J. Arthur Rogers & Son), treasurer. 
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Moeller, and Ernest Shymanik, who have 
been associated with Mr. Heckman in the 
business for many years, thus assuring the 
same high quality of workmanship and ser- 
vice which has characterized the operation 
of the firm for almost a half-century. 





Evening Series on Gemology 
Offered by Training Service 


The Jewelry Training Service, 226 S. Wa- 
bash Ave., Chicago, Ill., is offering a special 
evening series on gemology, with the first 
class scheduled for early in May. 

According to Charles Goldstein, exec- 
utive director, lectures and discussion feat- 
uring such outstanding authorities as H. 
Paul Juergens, Jack Lund, Hubert A. Fis- 
cher, Robert Gottlieb, D. J. B. Prins and 
others, will take up such subjects as gems 
and gemology, colored stones, synthetic 
stones, pearls, and all phases of diamond 
production, distribution, cutting, weighing, 
pricing, etc. 

The class will be held at the Jewelry 
Training Service on Tuesday evenings 
from 7:00 to 8:30 P. M. and will consist of 
a series of eight lectures for the nominal 
fee of $10. 








X th JEWELRY 
‘<8 99". REPAIRING 


WENDELL 


33 N.WABASH AVE.CHICAGO 2, 











Our work costs no more 
than ordinary work 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 


FOR May, 1953 





Jewelers’ Group to Repeat 
Co-op Ad Campaign Next Fall 


Benjamin L. Sacks, executive secretary 
of the Jewelers Association of Greater 
Chicago, revealed that the organization 
has been holding closed meetings for mem- 
bers only through the winter. 

He said the group will place nomina- 
tions for new officers at its May meeting 
and will, according to custom, elect officers 
for the coming year in June. 

Mr. Sacks announced also that the or- 
ganization has definitely decided to repeat 
its cooperative advertising campaign this 
fall. These pre-Christmas programs have 
been extremely successful for the past 
two years. 

The association will also repeat last 
years successful fall party, at which the 
group puts out a yearbook. 





Promoted to 
New Post at 
Elgin American 


LEO KAYE 





Ralph Destino, general sales manager 
of Illinois Watch Case Co., Elgin, IIL., 
announced on March 20 the promotion of 
Leo Kaye to the position of sales man- 
ager in charge of American Beauty com- 
pacts and Valencia pearl wholesale sales. 

Mr. Kaye has been with the Elgin 
American division of the company for 
eight years as a salesman in the New 
York territory. In 1951 he handled the 
eastern sales territory for American Beauty 
wholesale sales. 





GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 








818 LIBERTY AVE.. PITTSBURGH 




















Wristwatch & Carmen 
Expansion Bands 


ALL TYPE 
Embraceables 
Repaired 
75¢ 


All W rt Guaranteed 
M. MARTIN & CO. 


5 S. Wabash Ave. Room 611 
CHICAGO 3, ILL. 




















WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, tll. 
Students may enroll at any time of the year 





















RESILIENT STAIMLESS STEEL 

CLASP-ON 
7c WATCH BAND FOR MEN 

e Hygienic ¢ perspiration proof 

Bp « Non-corrosiveenon-magnetic 

| ¢ No hidden springs 

/ Ie @ Conforms to the wrist 


most comfortable to wear 
@ Fully Guaranteed 


Sewice Mode” $3.95 
No. 1— Stainless Steel reto:t 
Plain Clips _.... _.. nEYSTONE 
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Wrist sizes: Small 6'4”- Medium 6 %"-Large 7” 
, Order through your wholesaler 


aan WHICH BAND 29 &. MADISON ST. 


CHICAGO 2, ILL. 
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SCHIRA BROS. 
PLATINUMSMITHS—DIAMOND IMPORTERS 


Manufacturers of exclusive Jewelry 


LOOSE AND MOUNTED GOODS 
MEMORANDUMS GLADLY SUBMITTED 


536 WALNUT ST. 


DIAMONDS 


LOOSE 
AND 
MOUNTED 


CINCINNATI, O. 

















THE GERWE BROWN CO. 
CINCINNATI ° DALLAS 
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. » A. G. SCHWAB & SONS 
o\ Ehiles, CELEBRATES ITS ® 

75TH YEAR WITH 





/ 3 GREAT DIAMOND LINES ° 


All 
all 


* 
* LOYALTY 
Perfect 


* FAITH 
‘ * ZENITH 


A.G.SCHWAB “32 


229 fost Siuth .Strect 
CINCINNATI 2, OHIO 














Exclusive Distributor of 

“MISS VANITY” JEWELRY 

Our service is beyond 
compare 


We Also Distribute All Nationally 
Known Lines of Jewelry and Clocks. 


THE D. JACOBS SONS CO. 


WHOLESALB JEWELERS SINCE 1873 
811-813 RACE STREET, CINCINNATI 2, OHIO 

















You Can Buy With Confidence From 
The Wallenstein-Mayer Co. 


Division of Harry Greenwold Co. 
31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Known 


DIAMONDS WATCHES 
JEWELRY £SILVERWARE 
CLOCKS APPLIANCES 


50 years of SERVICE PLUS 
Write for our new 








1953 Catalogue 
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q An appreciation dinner for Arthur 
Hirschfield was to be held on April 28 
at the Cincinnati Club under sponsorship 
of the Cincinnati Wholesale & Manufac- 
turing Jewelers Association. Clarence 
Loeb, chairman of the entertainment com- 
mittee, arranged a cocktail hour, followed 
by a buffet dinner and an informal pro- 
gram. Mr. Hirschfield of the D. Jacobs 
Sons Co., was the association secretary for 
many years prior to his resignation in 
February. 

q Among those who enjoyed spring vaca- 
tions in Florida were Harry Greenwold 
president of the Harry Greenwold Co., 
wholesalers, 18 W. Seventh St; Julius 
D. Jacobs, Jr., of D. Jacobs Sons 
Co., wholesalers, 811 Race St.; Stafford 
Rushart of Wallenstein-Mayer Co., whole- 
salers, 31 E. Fourth St.; William Dyche 
of the Window Ticket Co., 1309 Walnut 
St.; Nolan Cruze, president of N.B.C. 
Mfg. Jewelers, Inc., 606 Vine St.; Maury 
Gerwe and George E. Brown of the 
Gerwe Brown Co., wholesalers, 817 Main 
St.; Jack Campbell, area representative 
for the Gemex Co., Inc.; Adolph Wiebell, 
Sr., and Anton Gangl, retailers, and Louis 
F. E. Hummel, former retailer. 

q After more than 40 years at 811 Race 
St., the wholesale firm of D. Jacobs Sons 
Co. will move about June 1 to 325 East 
Central Parkway, where more than twice 
the present space on two floors will be 
available on one floor. New display fix- 
tures and office equipment will be in- 
stalled, and there will be complete air 
conditioning, together with ample parking 
space for customers’ cars. 

q Among local jewelers who attended the 
opening baseball game of the Cincinnati 
Reds on April 13 were Maury Gerwe of 
the Gerwe Brown Co.; William Toens- 
meyer, the Frank Herschede Co.; Mickey 
Levinson, Monmouth Jewelry Co.; Andrew 
Hug, Schemel’s Jewelers, and Alvin Roete- 
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Queenly jewels from the Van Cleef and 

Arpels collection of rare gems were shown 

recently at a charity exhibition at the Hotel 

Nacional, Havana, Cuba. Here Empress 

Josephine's famed diamond tiara and other 

fabulous gems are worn with a Dior gown 
and elegant fur stole. 


ss CINCINNATI 


pohl, Carl Wagner, Adolph Wiebell, Sr, 
George Kleier and John Nolan, retailers 
q Several hundred wholesalers and fe. 
tailers in this area attended a recent gj]. 
verware show of Oneida, Ltd., in Hote] 
Sheraton-Gibson. The hosts were Thomas 
Atkinson, local company representative, 
and Donald Anderson and Richard Farre]] 
of the company staff. 

q Richard Heileman, retailer at 413 Race 
St., and his wife, enjoyed a Mediterranean 
cruise during April. 

q Elmer T. Herzog, retailer in suburban 
Covington, Ky., has returned to his store 
after having been hospitalized with a 
painful attack of arthritis. 

q Carl Benheser, who recently returned to 
work after a minor operation, has replaced 
Harold Armacost, who resigned as man- 
ager of jewelry billing for the Gerwe 
Brown Co. 

q The tool department of Litwin & Sons, 
Inc., 114 W. Sixth St., has been moved 
from the second to the third floor of the 
company building, to provide for more 
benches and working space. 

q The Hart Jewelry Co., which occupies 
three floors in a downtown location in 
Lima, O., has opened a large luggage 
department on the second floor. The firm 
is owned by Aaron and Nathan Levy, 
q Karl J. Mouch, retailer at 7200 Vine 
St., who is an avid baseball fan, broke 
his left heel while chasing a foul ball 
at the training camp of the Cincinnati 
Reds in Tampa, Fla. He is now back in 
the store, but on crutches. 

q John Martin, four-year-old son of Mr. 
and Mrs. Carl Martin, owners of the 
B. David Co., manufacturers at 2508 Vine 
St., modeled boy’s clothing at a_ recent 
style show of the Consumers League Con- 
ference. 

q Julian and Herbert Schwab of A. G. 
Schwab & Sons, Inc., wholesalers at 229 
E. Sixth St., were in the east on a buying 
trip, and Walter and Albert Miller of 
the Miller Brothers Watch Strap Manu- 
facturing Co., 817 Main St., were in New 
York City on business. 

q Charles Hummel, Walter Bleska and 
Robert Herbers of the city sales staff of 
the Gerwe Brown Co., wholesalers, en- 
joyed a day’s outing recently at the 
Keeneland Racetrack in Lexington, Ky. 
q Don Moore, president of the Cincinnati 
Watch Repair Co., and Charles Richter, 
retailer, are taking active parts in efforts 
of the Main Street Merchants Association 
to have the downtown routes of several 
city bus lines restored to Main St. The 
city traffic department moved these routes 
to other downtown streets several months 
ago. 

q Gerald Harris, formerly with a large 
mail order house in Chicago, is now in 
charge of advertising, promotion and cat- 
alog layout for the S. Silverman Co., Inc., 
wholesalers at 809 Walnut St. 

q Boris Litwin of Litwin & Sons, Inc., 
was pictured recently in a local news- 





paper with a large number of fish he and 
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NEARLY 100 ATTEND CLEVELAND LECTURE ON SELLING 


New practical ideas in retail selling were outlined by Donald Hodgkins of the Northern 
Ohio Institute at a recent meeting of the Jewelers 24-Karat Club of Cleveland and Northern 
Ohio. The meeting, held at Cleveland's Museum of Natural History, attracted a capacity 
crowd of approximately 100. A forum discussion followed Mr. Hodgkins’ lecture in order 
to bring the subject of retail selling down to actual experience in the retail jewelry store. 





other Cincinnatians had caught in Florida. 
q Lila Van Hook of the office staff of the 
Victor Corp., jewelers in the Enquirer 
Building, is the woman’s bowling cham- 
pion of this city with a three-game total 
of 592. 

q Edward Schulz, son of Henry Schulz, 
manager of the Motch jewelry store in 
suburban Covington, Ky., is again work- 
ing in the store, after having received his 
Army discharge. 

q Robert Faigle of Faigle Brothers, man- 
ufdcturers at 528 Walnut St., was on a 
southern selling trip. 





| Pittsburgh News | 


q “Gemology, Gems and the Diamond” 
was the title of a well-received address 
delivered by Felix Palone, Jr., at the 
March 18th meeting of the Lion’s Club 
in Carmichaels, Pa. Mr. Palone is asso- 
ciated with Palone & Kessler, jewelers 
of that city. 

q At a recent meeting of the Golden 
Triangle Association, Ralph De Roy of 
Joseph De Roy & Sons, Inc., jewelers at 
311 Smithfield St., strongly protested the 
idea that a shopper downtown today 
could leave his parking, “pick up a pack- 
age from the second floor of a retail 
store (and return to his car) in ten 
minutes.” Mr. De Roy voiced his protest 
when it was claimed that new curb park- 
ing restrictions in the downtown business 
district were impractical. 

q To help overcome patrons’ preference in 
using their own private cars as a con- 
venience in getting into the downtown 
area for shopping, David Kaufman, man- 
ager of the Finesilver Jewelry Co., 950 
Liberty Ave., suggests advertising and 
over-the-counter mention of the advantages 
of trolley and bus use. 

q Samuel Bloom, jewelry manager at 
Goldenson’s 1212 E. Carson St., featured 
a complete line of nationally advertised 
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watches in a page of advertising the 
Pittsburgh Sun-Telegraph ran recently on 
South Side merchants. 

q The Chas. Fehrenbach store at 859 E. 
Ohio St. gets many sales with a neat 
display of watchbands, jewelry and brace- 
lets prominently arranged so customers 
can see and examine them when they 
drop in to make a purchase. 

q The Krason Co., 733 E. Ohio St., has 
been mailing courtesy cards to university 
personnel. 

q Alex Aubenque, owner of the A & K 
Watch Repair Shop, 402 Washington Road, 
prefers direct mail to newspaper adver- 
tising because the latter is more expensive 
and must be used consistently in order to 
make it effective. 

q Archie Joseph of Louis Reifer Co., 
wholesalers at 810 Penn Ave., who has 
been on the road for 32 years, reports 
that few salesmen training for positions 
today wish to go on the road for two 
weeks or longer. 

q A. W. Harvatin, manager of Herbert’s 
Jewelry Co., 312 Diamond St., find many 
customers are concerned about having 
to pay for parking now when they come 
to the downtown area to shop. He suggests 
advertising generally among jewelers as 
a help to improve shoppers’ attitude. 

q C. W. McCortney of Lowndes Jewelry, 
Bessemer Building, delivers work in per- 
son to retail stores and plans to extend 
trade with a letter to other retail jewelers. 





DMIA Moves New York Offices 


The offices of the Diamond Manufacturers 
& Importers Association of America were 
moved recently from 18 East 41 St., New 
York, to a new location at 342 Madison 
Ave. 

Those having occasion to correspond 
regularly or periodically with the associa- 
tion are requested by Arthur S. Hirsch, 
general counsel, to change their records 
accordingly in order to assure prompt de- 
livery and attention to correspondence. 











Vv 
The GIFT to Sell... 


FOR HOME... 
.. . FOR OFFICE 





fs 





CLOCKS 
AUTOMATICALLY CALCULATES 
‘*time ata glance’’ 


Beautiful 800 Regency model shown 
available in brushed silver and 
brushed gold. 

Height 334”. Width 7%”. Depth 
34%". Weight 4% lbs. Self-start- 
ing electric. U. L. Approved Mo- 
tor and Cord. 

Consult your distributor or write 
for catalog and attractive discounts 
on complete line of Numechron 
Clocks. 

Personalized imprinting available 


PENNWOOD NUMECHRON CO. 


7249-51 Frankstown Ave., Pittsburgh, Pa. 
a 














An Enclosure Card Service Is 
Good for Your Business! 

John Henry produces the FINEST 
Enclosure Cards ... in assortment 
- « - quality . . . design. 


All illustrated im Card-O-Log No. 51 
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Write 
ie ae : Dept. 12-24 
———=|_ today! 


Ths JOH gl RY a. 



















LANSING, 
1410 MICHIGAN 
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“The House of Griendly Seruice” 


WATCH MATERIALS AND 
JEWELERS’ SUPPLIES 


First & Washington, Springfield, Wi. 
ASK FOR “FAMOUS BRANDS BOOK" 


F R E E COUNTER SALES BOOK 
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Crystal Clear 
GLASS DISPLAY 


DOMES dre Proven Sellers 


Individually PACKAGED 
FOR SAFE AND EASY HANDLING 


For Covering: Fig- 
urines, Clocks, Ob- 
jets D’Art, Wed- 
ding Cake Orna- 
ments. Supplied 
with Mahogany, 
Walnut, or Black 
Wood Finish. 
ex &” .. 
. Se wn ee 


6” x 8”... 3.50 











6” x10” .... 4.00 
oe sie” .« Gee 
ee wa See 
7” x11” .... 5.50 
S- sw .. Gre 
8” x12” .... 6.50 
8” x15” .... 8.50 
8” x24” ....13.50 
ow x” wn Gee 
10” x15” .... 9.75 
12” x16” ....13.50 
13” x27” ....25.00 


For 400-Day Clocks 











4/2" x 8” (without base) $2.50 
5a” x 11” (without base) 3.50 
7” x 11” (without base) 4.25 
73%” x 15” (without base) 6.25 





ALL PRICES NET WHOLESALE 


CRYSTAL GLASS TUBE 
& CYLINDER CO. 


| 7317 S. Chicago Ave., Chicago 19, Ill. 





Patron Saint of Travelers, 
appropriately protects 
motorists in new auto 
keys for all leading 
makes of cars. Key 
blanks with tops sculp- 
tured by Weston in Ster- 
ling; W26— Medal, size 
of nickel, $3.00; W27— 
Medal, size of quarter, 
$4.50. (Keystone prices.) 
N 





Also brand new are key blanks with car em- 
blem sculptured on both sides. Ready for II 
different makes in Sterling, $6.00; in 14K, $55.00 
(Keystone). Send order, request for more in- 
formation, to 


The BROTHERS CO. 


2412 W. 7th St., Los Angeles 5, Calif. 








( St. Christopher 








60" 


ANNIVERSARY 
IN THE 


I. Widess & Sons 


LOS. ANGE LES 13 CALIF 
A ‘ : ; 











EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 











MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
COALPORT Bone China and Earthenware 
Royal CAULDON Bone China and Earthenware 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue. New York 3. N. Y. 
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q Neele Barner, C.G., R.J., of Donavan 
and Seamans Los Angeles store, drew a 
record crowd of more than 600 attentive 
listeners when he spoke on the subject 
of “Famous Diamonds of the World” at 
the Wilshire Ebell Club in Los Angeles. 
So effective was Mr. Barner that he has 
received several other speaking invitations 
on the strength of this talk. 

q B. M. Ruplinger, who for several years 
has owned and operated the Magnolia 
Watch and Clock Store at 6542 Magnolia 
Blvd. in Riverside, Calif., has moved into 
new quarters at 3744 Sunnyside Drive in 
that city. The name of the new store will 
be Ruplinger’s Jewelers. 

q George Houston. who specializes in fine 
gems in Los Angeles, has added Armand 
DeAngelis, lapidary, to his staff. DeAngelis 
brings a background of 25 years of spe- 
cializing in fancy cutting to his new posi- 
tion. 

q Percy Jones of E. W. Reynolds Co. 
passes along the following items of note: 
Malcolm MacMillen has been transferred 
to the outside sales force for the firm 
from the San Francisco office. He will 
cover the Marin territory as well as con- 
tact some local San Francisco accounts. 
Mort Wolfson will continue to service his 
present San Francisco accounts, and Char- 
les Peotzel will replace Malcolm. 

q Arthur and Harold Sender have opened 
a retail jewelry store at 4369 S. Central 
Ave. in Los Angeles. It is called ““Sender’s 
Credit Jewelers.” 

q Franklin A. Chadwick, retail jeweler in 
Monterey, Calif. for the past six years. 
has moved into his new store at 419 
Alvarado St. from his former address at 
145 W. Franklin St. 

q Joseph Deutch, formerly in the whole- 
sale jewelry business at 315 W. 5th St., 
Los Angeles, has bought the jewelry store 
at 8837 W. Pico Blvd. in Los Angeles for- 
merly owned by Noel Fletcher. He has 
remodeled the store and has changed the 
name to Joseph Deutch Jewelers. 





Heads Jewelry 
Division in 
Los Angeles 
Fund Appeal 


IRVING H. 
KAUFMAN 


The Jewelry Division in the 1953 United 
Jewish Welfare Fund of the Los Angeles 
Jewish Community Council will be headed 
for the second year in a row by veteran 
campaigner Irving H. Kaufman, president 
of the Allison-Kaufman Co., 424 S. Broad- 
way, Los Angeles. 

Kaufman’s division turned in a “top 
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fund-raising effort” in the 1952 campaign, 
it was reported. 





Address on Silver Flatware 
Highlights AGS Guild Meeting 


Percy Jones, manager of the silver. 
clock and appliance “departments fo, 
E. W. Reynolds Co., was the chief speaker 
at the monthly meeting of the Southem 
California Guild of the American Gem 
Society held on March 17. 

With the E. W. Reynolds Co. for over 
30 years, Mr. Jones has a broad under. 
standing of the industry. He was one of 
the first students of the Gemological Jn. 
stitute of America, and for a time taught 
there. 

His talk on “The Romance of Silver 
Flatware” was illustrated by a most un- 
usual collection of silver pieces. He had 
almost every possible type of silver flat- 
ware from an Eskimo’s “blubber spoon” 
to pieces by Tiffany exhibited at the 
St. Louis World’s Fair. Included were 
pieces illustrating the various trends in 
the changing patterns of silver flatware. 

In his address Jones pointed out that 
a jeweler’s silver department is an im- 
portant and necessary part of his service 
picture. “There is no article sold in the 
jeweler’s stock today,” he asserted, “that 
will give the dealer as much profit and 
the customer more satisfaction than a set 
of sterling or good plated flatware.” 





Manufacturing Jewelers Assn. 
Re-elects Sebel as President 


William F. Sebel (W. F. Sebel Co.) 
was re-elected president of the Manufac- 
turing Jewelers Association of Los Angeles 
at the annual meeting of March 24. Then 
by unanimous vote, Manney Udko (L. 
Udko & Son) was elected vice-president, 
Francis Meyers (J. A. Meyers & Co., Inc.) 
secretary, and Bernard Glickman (Holly- 
wood Creative Jewelers) treasurer. 

Directors chosen were Rudy Apffel 
(James A. Apffel Co.), Ben Besbeck (Joe 
& Ben Besbeck), Isadore Margolin (Star 
Jewelry Manufacturing Co.), Rene Vauges 
(Rene Vauges Co.) and Raleigh Weisbuch 
(Allison-Kaufman Co.). The four officers 
and five directors make up a full board 
of directors. 

General business conducted at the meet- 


. ing included discussions of insurance cov- 


erage of member shops and further con- 
sideration of a program, now nearing com- 
pletion, for promotion and development 
of Los Angeles as a more significant jew- 
elry market. Raleigh Weisbuch reported 
a California Assembly Bill, introduced by 
Assemblyman Harold Levering, which 
would alter the present personal property 
tax and create a more favorable tax on 
inventories of both raw material and 
finished goods, and called for industry 
support for the measure. 
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May 


3.4—Maryland-Delaware-District of Co- 
lumbia Jewelers Association, 39th Annual 
Convention, Shoreham Hotel, Washington, 


3.5-—Florida Retail Jewelers Association, 
Annual Convertion, Soreno Hotel, St. 
Petersburg, Fla. 

3.5—New York State Retail Jewelers 
Association, Annual Convention, Utica Ho- 
tel, Utica, N. Y. 

3.5—Virginia- North Carolina Retail 
Jewelers Joint Convention, Hotel Natural 
Bridge, Natural Bridge, Va. 

3.5—-Wisconsin Watchmakers Associa- 
tion and Wisconsin Retail Jewelers Asso- 
ciation, Joint Convention, Northland Hotel, 
Green Bay, Wis. 

3-17—Jewelry Marketing Week, Shera- 
ton-Biltmore Hotel, Providence, R. I. 

9-1]—Louisiana Horological Association, 
Annual Convention, Heidelberg Hotel, 
Baton Rouge, La. 

10-22—The Costume Jewelry Manufac- 
turers Association of New York, First Cos- 
tume Jewelry Show, Hotel Martinique, 
New York. 

16-18—New Jersey Retail Jewelers As- 
sociation, Annual Convention, Hotel Clar- 
idge, Atlantic City, N. J. 

17-18—Alabama Retail Jewelers Asso- 
ciation, Annual Convention, Thomas Jef- 
ferson Hotel, Birmingham, Ala. 

17-22—New York Stationery Show, Ho- 
tel New Yorker, N. Y. 


June 


4-5—National Wholesale Jewelers Asso- 
ciation, Annual Convention, Ritz-Carlton 
Hotel, Atlantic City, N. J. 

8-9—-Watch Material Distributors Asso- 
ciation of America, Seventh Annual Meet- 
ing, Ritz-Carlton Hotel, Atlantic City, N. J. 

13—Maiden Lane Outing Club, Annual 
Summer Outing, Green’s Hotel, Pleasant- 
dale, N. J. 

23—Golden Roosters of Chicago, Annual 











importers of 
ENGLISH CHINA 
and 
EARTHENWARE 


Stack and Import 


DEVILLE & CO., INC. 
h Ave. New York 10, N. Y. 





AL 4.n 














WEDGWOOD 


Bone Chine Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 
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Summer Outing, Sportsman Country Club, 
Northbrook, III. 

28-29—-New Hampshire Retail Jewelers 
Association, Annual Convention, Went- 
worth-by-the-Sea, Portsmouth, N. H. 


July 


5-10—New York Lamp Show, Hotel New 
Yorker, New York. 

19-21 — Amarillo Gift Show, Fair 
Grounds, Amarillo, Texas. 

19-22—Albany Gift Show, Ten Eyck 
Hotel, Albany, N. Y. 
"19-22 — Southeastern China, Glass & 
Gift Show, Municipal Auditorium, At- 
lanta, Ga. 

19-22—Southern Jewelry Show, Peach- 
tree on Peachtree, Ansley, Piedmont and 
Henry Grady Hotels, Atlanta, Ga. 

19-24—National China, Glass and Pottery 
Show, Hotel New Yorker, New York. 

26-27—Mississippi Retail Jewelers As- 
sociation, Annual Convention, Buena 
Vista Hotel, Biloxi, Miss. 

26-29—Syracuse Gift Show, Onondaga 
Hotel, Syracuse, N. Y. 

26-29—Washington Gift Show, Hotel 
Willard, Washington, D. C. 

26-30—National Jewelers Associa- 
tion, Annual Convention and National 
Jewelry Fair, Conrad Hilton Hotel 
(formerly The Stevens), Chicago, IIl. 

26-31—California Gift Show, Brack 
Shops, Merchandise Mart, Alexandria and 
Biltmore Hotels and Individual Showrooms, 
Los Angeles, Calif. 


August 


2-5—Buffalo Gift Show, Hotel Statler, 
Buffalo, N. Y. 

2-5—Western China, Glass, Gift & Jew- 
elry Show, Civic Auditorium, Palace, St. 
Francis and Sir Francis Drake Hotels, 
San Francisco, Calif. 

3-14—Chicago Gift Show, La Salle Ho- 
tel and Palmer House, Chicago, III. 

3-14—Merchandise Mart Gift Show, Mer- 
chandise Mart, Chicago, II. 

9-12—Omaha-Midwest Fall Gift Show, 
Paxton Hotel, Omaha, Nebr. 

9-12—China, Glass, Gift & Jewelry Show, 
Public Auditorium, Benson and Plaza Ho- 
tels, Portland, Ore. 

9-12—Pittsburgh Gift Show, Hotel Wil- 
liam Penn, Pittsburgh, Pa. 

9-13 — American National Retail 
Jewelers Association, Annual Conven- 
tion and Trade Show, Waldorf-Astoria 
Hotel, New York. 

16-19—Kansas City Gift Show, Munic- 
ipal Auditorium, Kansas City, Mo. 

16-19—Western Jewelry and Silverware 
Show (including china and glass), Bilt- 
more Hotel, Los Angeles, Calif. 

16-19—Heart of America China, Glass 
& Gift Show, Kansas City, Mo. 
16-19—Pacific Northwest China, Glass, 
Gift & Jewelry Show, Terminal Sales 
Building, Olympic and New Washington 
Hotels, Civic Auditorium, Seattle, Wash. 
23-26—Minneapolis-St. Paul Gift Show, 
Dyckman Hotel, Minneapolis, Minn. 
24-28—New York Gift Show, Hotels 
Statler and New Yorker, New York. 
30-September 2—Ohio Gift Show, Desh- 
ler-Wallick Hotel, Columbus, Ohio. 


a @carries these 
ge authentic 
= trademarks 
= 
ae WHEN 

MADE IN 





* Haviland & C°S 


{72> 270 PARK AVE., NEW YORK 17, N. Y. 2 


> ME GRASIAOIE 


China 





ae 
. ¥ 
. a 
= x , 


* . se 
: > 














AMERICA 






MADE IN 
FRANCE 












nwmeeoeoerReeFdgoereeate s® 








CHICAGO & 
a> é A ade Pgs “4 £3 
ae 















- BORGFELDT 


GEO 
‘ CORPORATION 
44-60 E. 23rd St., New York 10, N. Y 
Tel. GR 7-0400 
CHINA * GLASS a TABLEWARE 
EARTHENWARE ° GIFT and ARTWARES 
Domestic and Foreign 











CRYSTAL by BRODEGAARD 


IMPORTS—from Sweden—Stemware, Vases, Bowls 
AMERICAN MADE—Stemware and Drinking Accessories 
Send for new illustrated catalog 
R. F. BRODEGAARD & CO., Ine. 
225 FIFTH AVENUE NEW YORK 10, WN. Y. 

















Booths 


FINE ENGLISH 
TABLEWARE 
Send for illustrated pamphlets 
MIDHURST IMPORTING CORP. 








129 FIFTH AVENUE, NEW YORK 3, N. Y. 











DECORATIVE 
MARY RYAN ACCESSORIES 


FURNITURE 


GIFT AND ART 


228 Fifth Avenue, New York : 
Merchandise Mart, Chicago NOVELTIES 
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WATCHES 


Are You Salvaging 


Traded-in Automatic Watches? 


Many jewelers in the ceuntry are compelled to accept trade-ins on used auto- 
matic watches, writes C. L. Dodd, Oklahoma watchmaker. In order to recover a 


part of his investment the jeweler must endeavor to salvage these automatics. 


| every jeweler in the United States 
is in the same predicament in that he has been more or 
less compelled to accept trade-ins on used automatic 
winding watches. Now that he has these trade-in watches 
with a big portion of his profit tied-up in them, he is 
faced with the problem of moving them on in such a man- 
ner as to recover a part of his investment. 

Most of these watches have excellent little Incabloc, 
non-magnetic movements which would give satisfactory 
service if they had a chance, but, due to accident or wear 
in the automatic winding device, they have been dis- 
carded by the owners, and the fact is that they have been 
discarded at the expense of the retail jeweler. 


SEVERAL ALTERNATIVES 


There are several alternatives which can be chosen by 
the jeweler in his effort to get out of the hole, and the 
one selected is, of course, determined by the age, type, 
and condition of each particular unit. 

One method which can be followed when the watch is 
practically new and shows no particular sign of wear is 
to attempt to put the movement back in as near original 
condition as possible. In many instances, however, the 
cost of the labor and materials involved in this method 
adds to the original trade-in cost. 


PATCHWORK IS COSTLY 


As another alternative you can patch the movement up 
to the best of your ability without the addition of any new 
materials, sell it to some customer, and hope that he 
moves several thousand miles away before the patchwork 
breaks down and it is brought back to your store as a 
come-back. This is a pipe dream, since the customer stays 
right at home and “roosts” in your store so often that 
you both either become thoroughly angry with one 
another or you give him another watch. 

The third alternative, and by far the most logical one, 
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by C. L. DODD 


Watchmaker and Jeweler 
Lindsay, Oklahoma 


is to alter.entirely the movement so that it can give service. 
This can be done without any expenditure for materials 
and with a great deal less work than the customary 
patch-up job. 


HAVE CONVENTIONAL MOVEMENTS 


If you will examine most of the recent automatics 
you will find that they are nothing more than conven- 
tional movements with the automatic winding device 
added as an “after-thought.” In those instances, it is a 
simple matter to discard entirely the automatic feature 
and come out with a conventional stem-wound movement 
that will be just as serviceable as the ordinary water- 
resistant model. 


CHANGE MAINSPRING BARREL 


The only major change which is necessary in the move- 
ment proper is in the mainspring barrel. You will find 
that there is no notch on the inside of these barrels on 
which the brace of the mainspring can be anchored, and 
one must be cut. The bridle spring is removed and dis- 
carded and a notch cut out of the inside perimeter of 
the barrel with a graver, so that the mainspring can be 
anchored and fully wound as in a conventional model. 
When the watch is finally assembled the oscillating weight, 
inter-winding wheels, and winding clicks are left out, but 
the winding bridges replaced so as to keep the movement 
stationary in the case. It is then replaced in the original 
case and sold simply as a second-hand water-resistant 
watch. In many instances such a watch will sell more 
easily and for more money than will a second-hand auto- 
matic. 
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Watch iy 

Mas 4 he) sfer es 

COnLNUCL SON EU a sth nig machines 
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CONSISTENT, YEAR-ROUND ACCURACY, GUARANTEED : 
: Unattected by atmospheric changes. 

; DEPENDABLE RECORDS, READABLE AT A GLANCE 


Quick for rating. Reliable for watch analysis. 


LONG LIFE AND SUPERIOR OPERATION 


True cost, measured by economical service. 


THIS COUPON BRINGS YOU ALL THE FACTS 





MAIL IT, TODAY 


American Time Products, Inc. NAME. 
580 Fifth Avenue, 
New York 36, N. Y. 














Please arrange for me to Cora _... - Seas 


have a demonstration of the 














f WatchMaster so that | may 

judge its real value as a ADDRESS__ 

| profit-making investment 

while paying for itself. 

No obligation CITY STATE. 
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EGULATING CLOCK—How can electric clocks be 
regulated? (Question No. 6250) S. A. 


Answer—tThe only kind of an electric clock that can 
be regulated to go faster or slower by doing anything to 
the clock itself is the type called an “electrically wound” 
clock. There are very few of these made nowadays. In 
nearly all electric clocks the hands are driven by an alter- 
nating current motor run by the same service current 
that runs household appliances, electric lights, etc. This 
is alternating current, that “vibrates” at the rate of 60 
cycles per second, in the U. S. A. At the power-generat- 
ing plants, the A.C. generators are run at a speed that will] 
produce 60 alternations of current-direction per second. 


Thus, all clocks on that same circuit will keep time; and 


to make them go faster or slower, the speed of the gener- 
ator at the power plant would have to be changed faster 
or slower. There is no provision in electric motor clocks 
for regulating them at the clocks, individually. 


664 )FF-CENTER” “"BALANCE—A customer of ours 

brought his watch back after we had repaired it 
with a complaint, based on what one our competitors 
told him, that “the balance is off-center.” What is the 
exact meaning of this term “off-center”? (Question No. 


6251) C. R. 


Answer—Your question is answered by pointing out 
first that this is not a term that has any customary or 
standardized meaning in horology so we must do some 
guessing about what was meant. Some possible meaninzs 
could be: (1) that the balance is “out-of-true”; or (2) 
that it is “out-of-poise”; or (3) that the balance-staff 
leans out-of-perpendicular; or (4) that the location of 
the balance in its jewels is incorrect in relation to the 
location of the pallet pivot centers; or (5) that the watch 
is “‘out-of-beat.” Which of these things was meant, could 
perhaps be learned only by asking the person who orig- 
inally made use of the expression “off-center.” 
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ARRELING MAINSPRING—Sometimes | have 
trouble keeping the end of a mainspring in place 


when inserting a spring in a barrel. Is there any sort of 


trick for doing this? (Question No. 6252) T. M. 


Answer—To keep the T-end or double-brace in place 
while pushing the spring into the barrel, a winder barrel 
should be selected that will fit inside the mainspring bar- 
rel with a little freedom. The spring is then wound leav- 
ing the outer end projecting through the slot in the rim 
of the winder barrel. Having a small enough winder 
barrel will permit placing it inside the watch barrel while 
engaging the end in its hole or on its hook. Next push the 
mainspring clear of the winder into the watch barrel with 
whatever is provided for this purpose on your particular 
make of winder. 


a DIALS—Please explain how to read 
the different kinds of chronograph dials; so many 
of them are apparently for special purposes. (Question 


No. 6253) M. K. 


Answer—There are a great many special purpose 
chronograph dials in use now—too many to be described 
and explained here. However, they are all made on the 
principle of the start-stop-and-flyback mechanism and the 
form longest and most used, is the one popularly called 
“horse-timer” or just “timer,” which is a chronograph 
with one hand. When it has two hands, it is called a 
“split” or “split-seconds” chronograph. In the single 
chronograph, the dial-circle is graduated in customary 
(60) minute-spaces, with each of these spaces further 
eraduated in fifths. The regular minute-hand is read 
against the graduations on this circle; the sweep-seconds 
hand of the chronograph is also read against this circle, 
each minute-space in this case meaning one second; and 
fifths of a second are read on the smaller spaces. In using 
a chronograph, for instance, to time horseraces, when a 

(Please turn to page 208) 
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7S No need 


to use motor bar... 
Saves up to 50% hand motion! 


Now—for the first time—you can add and list without 


depressing a motor bar! On this remarkable National 
every amount key is its own motor bar, because every 
key is electrified! 

Simply press the keys you want to add—the machine 
does it instantly! Your hand need never leave the “Live” 
Keyboard when adding amounts. You save up to 50% 
hand motion. 

National’s “feather-touch” action makes it easier than 
ever to press two or more keys at once—more time- 
saving! All ciphers print automatically—still more time 
saved! Operators love it—they do their work with so 
much less time and effort. 

Printed words cannot explain all the advantages of 
this “Live” Keyboard. See a demonstration today ! 


“Live” Keyboard is 

combined with 8 other 
time-saving features 
found only on National: 


Automatic Clear Signal ®@ Sub- 
tractions in red ® Automatic 
Credit Balance @ Automatic 
space-up of tape when total 
prints @ Large Answer Dials 
@ Easy-touch Key Action ® 
Full-Visible Keyboard ® 
Rugged-Duty Construction. 


THE NATIONAL CASH REGISTER COMPANY, payron 9, onto 


FOR May, 1953 


For demonstration phone the nearest 
National tact or National dealer. 
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race starts, the crown of the watch is pressed in, which 
starts the sweep seconds hand; when the first horse fin- 
ishes the race, the crown is pressed again, which stops 
the hand, showing to the fifth of a second how long the 
horse ran, and the exact time he crossed the finish-line 
of the track. With a split chronograph, the time of the 
second horse can be recorded in the same way; in this, 
the first pressing of the crown starts both hands off at 
the start of the race. After noting the time shown by the 
hands, they can be returned to 12 (“zero”) by pressing 
the crown a third time. 

If you will write us describing any other forms of 
chronograph dials you have, we would be glad to explain 
further how each is used. 


BRIGHTENING PEWTER—What is a good method 
for brightening pewter ware? (Question No. 6254) 
G. H 
Answer—Probably the old method that was mostly 
used long ago when pewter was in every-day use every- 
where, could still be called “the best” method. This is as 
follows: Dip the pewter in hot lye solution; or pour the 
hot solution on the pewter; scatter clean white sand over 
the wet pewter; then with a woolen cloth or piece of felt 
of a close-set bristle brush, scrub the work until bright; 
then rinse by dipping the pewter in very hot water and 
stand it on a cloth cover to dry by evaporation. 
Of course any of the preparations sold for polishing 


and cleaning metal will do a job with pewter, and might 
save some time over the old method. 


EPAIRING MUSIC BOX—Where can I have a fine 
old music-box put in order? (Question No. 6255) 
B. M. 


Answer—We suggest for this, Mr. Glenn Heckert. 


Massillon, Ohio. Mr. Heckert is a very well-known music 
box specialist, besides watchmaker and jeweler. We 
understand that he has a good deal of music box work 
piled up at certain times, so it is advisable to write him 
first and ask how long it would be before you could 
send him your job and have it done and returned to 
you, without a long wait for it. 


66 F,‘RIESLAND” CLOCKS—What can you tell me 
about “Friesland” clocks? (Question No. 6256) 
C. M. 

Answer—tThe term “Friesland” is applied to desig- 
nate clocks of the hooded bracket type, made in the 
province of The Netherlands of that name. The term is 
also loosely applied to clocks of that type made in other 
countries than Holland. Those made in Friesland are 
characteristically very ornate; clocks of hooded bracket 
form made in Germany and England were usually made 
much plainer in the designs of the cases. These clocks 
stand historically as the link between the very early 
lantern or “birdcage” clocks and the later long-case or 
“grandfather” clock. 

Friesland clocks made between about 1625 and 1725 
mostly had the foliot or verge balance instead of the 
pendulum; from about 1675 on, they were increasingly 
furnished with pendulums. Some clocks of the general 
form were still made up to and somewhat later than 1800, 


208 


without the elaborate ornateness of cases characteristic 
of earlier Friesland clocks. 

The range of age, quality, mechanical features, etc., of 
all clocks entitled to be termed “Friesland” clocks igs go 
great and various that one cannot say they are, or are 
not valuable, without considering the details of some 
particular specimen. 


A CLEANING SOLUTION — Please advise 
what to do about our watch-cleaning solution, which 
turns out to be of somewhat different color from the last 
lot made on the same formula, which was furnished us 


by JC-K. (Question No. 6257) S. H. 


Answer—the fact that your watch-cleaning solution 
is somewhat different in color does not indicate that it is 
not good for its purpose. There are many different grades 
of chemicals; and what you buy for acetone in one store 
can be somewhat different from the same product bought 
in another store. This is due to the fact that chemicals in 
stock may change somewhat, in condition as they lie 
awaiting purchase. Again, various manufacturers turn 
out somewhat different products of the same type and 
name. So any formula can yield somewhat different 
results at different times and places. This brings us 
to the advice that you must judge a solution by its effect 
when it is used. As long as your solution cleans watches 
effectively, it is all right; and when through continued use 
it ceases to give good results, that is when it should be 
thrown out and a fresh one made up for use. 


HEMICAL SOLUTION—What chemical will dissolve 
brass and copper, and have no effect on gold? 
(Question No. 6258) S. T. 

Answer—Nitric acid will dissolve brass and copper. 
It will not dissolve pure (24-karat) gold, and on gold 
alloys of lower “karat” than 24, it would not have an 
actual dissolvent effect, down to say 14 karat gold; but 
it does “eat” a little of the base-metal content of the 
alloys just on the surface. Perhaps it would be best if 
you would describe the work you wish to do, and we would 
suggest a technique that might avoid spoiling some pieces 
of work. 


LEANING MARBLE CASE—How can I restore the 

color to a black marble French clock case, that has 
become dull-looking with age? (Question No. 6259) 
y. & 

Answer—The most common process for this is to 
make a saturated solution of pure beeswax in spirits of 
turpentine; that is, add bits of the wax, cut into shavings, 
gradually to the turpentine until the latter will dissolve 
no more wax. Clean all surface dirt off of the marble, 
with soap and water and clean coarse cloths or a brush. 
Rub dry with clean cloths. Apply the wax mixture freely 
all over the surface. Rub off the surplus with coarse 
cloths folded into a hard wad. Finally, polish the stone 
by rubbing vigorously with a clean, soft cloth. It may 
help in polishing the work if several layers of the cloth 
are folded over a block of soft wood; this can be used 
with greater pressure than can be applied with just a wad 
of cloth. It is advisable to let the work stand for say 24 
hours, between washing it and waxing it, to make sure 
that all traces of water have evaporated. 
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Wm. Rogers & Son Offers 
Special Serving Unit 





Wm. Rogers & Son has announced a 
special “double offer” combining its new 
“Casual Table” serving unit with a 63-piece 
service for eight in Wm. Rogers & Son 
silverplate, the combination to retail at 
$99.75. The serving unit, molded plywood 
in a natural blond finish, has top and 
bottom shelf holding everything for a com- 
plete buffet dinner. Cover for silver com- 
partment forms serving tray. As an extra 
bonus during the introductory period, eight 
vinyl place mats, retail value $4, are in- 
cluded without charge. Design and finish 
of the serving unit harmonizes with either 
modern or traditional interiors. 

Newspaper ad mats are available, and 
a consumer mailing piece, imprinted, is 
offered to dealers at $12.50 per thousand. 





Gruen Offers New Films 
For Dealer TV and Movie Use 


A series of 12 new jewelers’ films for use 
in movie theaters as well as television ad- 
vertising have been made available by the 
Gruen Watch Co., Time Hill, Cincinnati, 
Ohio. Selling themes include graduation, 
Mother’s Day, diamond-set, Autowind and 
21-jewel Gruen watches. 

Television spots on 16 mm. black-and- 
white film are in time units from 10 to 47 
sec. Additional one-minute films tie in with 
Gruen watches featured on the Walter 
Winchell TV show. The films are flexible 
for use as “quickie” spots of 10 to 20 sec. 
duration with the jeweler’s name at begin- 
ning or end. 

For movie use, Gruen offers full color 
ene-minute films, filmed against the back- 
ground of Colorado forests and mountains. 
These films devote at least 30 sec. to the 
dealer’s message. The films are offered free 
to authorized Gruen dealers. 


FOR May, 1953 





Hamilton Issues Catalog Sheets 
On New Models, New Tech Info 


Hamilton Watch Co., Lancaste1, Pa., is 
distributing to its franchised jewelers a 
folder containing the full story on all new 
models added to the line since the last 
catalog was issued, as well as important 
recent service bulletins. 

An announcement with the new packet 
also mentions rapid progress on the com- 
pany’s plans to introduce the new Illinois 
line of popular-priced watches, to be ad- 
vertised and sold as a Hamilton product. 


Flex-Let Introduces New Box 
For Beau Brummel Men's Jewelry 


Flex-Let has an exclusive new gift box 
package in which all matched sets of Beau 
Brummel Men’s Fashion Jewelry are now 
being shipped. It is a grey molded plastic 
box, lined with matching grey faille. The 
new Flex-Let gift package has been de- 
signed to show the merchandise at either 
of two eye levels; for a window display it 
can be angled to catch the eye of passers- 
by, while on or in the counter it can be 
adjusted to give proper view. Individual 
tie bars or cuff links are individually 
packaged in a luxurious steel gift box. 





Illustrated is the new plastic box, shown 
with a hand-engraved matched set retail- 
ing at $8.50. 


improved Green Engraver 
Now Has Five Ratios 


The Green Instrument Co., Cambridge, 
Mass., announces that the Green Engraver 
has been improved to offer five ratios, to 
give a complete range of cut letters in 
reductions of 1%, 7/16, 3, 5/16 and % of 
the master size type in various styles 
which range from 3/16 in. to 2 in. in 
height. The company says the five positive 
positions may be set easily and accurately 
even by unskilled operators. 





Many Retailer's Mats 
Offered by Speidel 














Speidel says its 1953 spring-summer ad 
mat book features the most complete assort- 
ment produced by a watchband manufac- 
turer for retailers’ advertising. The book 
measures 22% in. by 17) in. and has eight 
pages, two of which are devoted to the new 
Photo-Ident nameplate bands which con- 
ceal space for a snapshot. Layouts of all 
popular sizes are shown, many built around 
graduation, Father’s Day and other gift 
occasions. There are also drop-ins for 
dealers’ omnibus ads. Book free of charge 
from Harold A. Rosenquist, adv. megr., 
Speidel Corp., 70 Ship St., Providence 2. 





Seth Thomas Issues 


New Service Manual 

Seth Thomas Clocks, Thomaston, Conn., 
a division of General Time Corp., has an- 
nounced the introduction of authorized 
Seth Thomas electric clock service centers. 
It is planned to authorize service centers 
in all the major clock markets through- 
out the country. 


THOMAS 
ELECTRIC CLOCK 


MATERIAL CATALOG 
SERVICE MANUAL 


() a 





A material catalog and service manual 
has been compiled to assist clock repair- 
men in these centers. 
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Harris Introduces Bayard 
Clocks to American Market 


L. Harris Co., Inc., has been appointed 
sole U. S. agent for clocks of the century- 
old Bayard factories of France, Lou Har- 
ris reports. Harris has returned from an 
extended trip to France where he super- 
vised styling of the new Bayard line for 
the U. S. market. 





The Bayard line will include every type 
of clock in a wide price range, but will 
be particularly strong in promotional, 
mass market, low-priced goods, especially 
in the travel and alarm clock lines. 

Distribution will be through authorized 
wholesalers, vigorously supported by na- 
tional advertising and special dealer ma- 
terial, Advertising and promotion will be 
handled by Albert Weisberg, specialist in 
jewelry advertising, according to Harris. 





Dealer Material Ties-in 
With Hamilton TV Show 


The Hamilton Watch Co., Lancaster, Pa., 
offers its dealers a number of point-of-sale 
display pieces directly tying-in with its 
television dramatic show, “Your Jeweler’s 
Showcase.” The “jeweler’s creed,” with 
which each program opens, may be had in 
an attractive reprint adhesive-backed to 
adhere to glass, wood or other smooth sur- 
face. Another piece is a three-dimensional 
_wood and velvet replica of the front of a 
television set, on which the dealer can 
place actual watches to re-create the ap- 
pearance of the watches as featured on the 
current show. Advertising mats are avail- 
able which highlight the “Your Jeweler’s 
Showcase” show and have space to insert 
local hour and channel. 





Sarkin Representatives 
Tour West Coast Area 


For thorough coverage of retail jewelry 
stores on the West Coast and far western 
states, Samuel Gorman, sales manager of 
David Sarkin, Inc., 37 W. 47 St., New 
York, has been making an extensive sales 
tour in that area, accompanied by Irwin 
Samkin, who has represented the firm on 
the Coast for many years. 
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Sauer Says Earring Guards 
Are Catching on Fast 


“Comfysafe” earring guards, which make 
it possible for the wearer to use only light 
pressure on the ear lobe and still be sure 
screw-type earrings won’t be lost, are said 
to be enjoying rapidly-growing popularity. 
They are made of stainless steel, by the 
Cheever-T weedy Co., North Attleboro, Mass., 
under license from A. Sauer & Co., Cin- 
cinnati. They fit any screw-type earring. Sold 
in pairs, mounted on individual tent-folder 
cards carrying complete instructions for use, 
they come 12 cards to a colorful counter 
display panel. Available through whole- 
salers or direct from Sauer & Co. 





Hermes New Ring Sizer 
Called Fast, Safe, Simple 





With a size range from 1 to 15, the ring 
sizer just introduced by New Hermes 
Products Corp., 13-19 University Place, 
New York 3, is said to be fast even in 
the hands of an unskilled operator, because 
of a leverage action which offers added 
control. Vertical mandrel is micro-finished. 
Reducing die has 16 countersunk sizing 
holes. 


Bechtel and Engel-Pack 
To Distribute Calvert Watches 


J. L. Grant, president of Calvert Watch 
Co., has announced two important addi- 
tions to the firm’s distribution organiza- 
tion. 

Jos. B. Bechtel & Co., Inc., Philadel- 
phia, will carry the complete Calvert line 
in its territories. Bechtel, which began 
business in 1897, is said to be one of the 
oldest in the history of American jewelry 
merchandising. In the south Atlantic 
states, Calvert Watches will be distributed 
by Engel-Pack Co., Inc., Baltimore. This 
firm is the successor to J. Engel & Co., 
Inc., and sales personnel is drawn from 
this firm and from Horace Pack Co., 
Washington. 





Longines Check-Up Display 
Proves Traffic Builder 
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Longines-Wittnauer Watch Co., Inc., re- 
ports that its “Protect Your Investment” 
reminder display, distributed to its dealers 
earlier this year as a supplementary or 
“honus” display piece, has been effective 
in attracting customers into stores, and the 
company is receiving requests for addi- 
tional cards from dealers who want them 
to appear in several windows at the same 
time. 
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Special-Occasion Gift Wraps 
Suggested for May-June 


Taffel Bros., Inc., 95 Madison Ave., New 
York, maker of specially designed gift 
wrapping ribbons for all occasions, offers 
samples and price list to retailers who want 
something special for the gift buying May- 
June season, which includes Mother’s Day 
(May 10), Father’s Day (June 21), as 
well as gifts for brides, grooms, bridal 
attendants, graduates and, as always, birth- 
days. June also means gift requirements 
for summer hostesses and children going 
to camp, etc. 


New Keepsake Display 
In Full Color 





A. H. Pond Co., Inc., Syracuse, has in- 
troduced a new display card to identify 
the franchised Keepsake dealer’s store and 
to provide local dealer tie-in with the 
company’s national advertising. The card, 
in full color on sturdy board stock, is 
suitable for window, counter or shelf. 
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Elgin Offers Dealers Mats, 
Graduation Mailer, Car Cards 


Elgin National Watch Co., Elgin, Ill, 
offers jewelers two special graduation gift 
advertising methods. One is a handsome 
full-color mailer, available either as a self- 
mailer or enclosure, which illustrates a 
wide variety of Elgin watches for men and 
women. These cost the dealer half-a-cent 
each, with a flat $2 charge for dealer's 
imprint. Minimum order 250. Also avail- 
able is a car card, measuring 28 by 11 in., 
which stresses the graduation gift theme. 
These are free to dealers and will be sent 
directly to the dealer’s transportation ad- 
vertising company. The dealer’s imprint is 
placed on these in neat block letters, or 
for a minimum charge of $20 for plates 
the dealer’s own logotype can be used. 

Elgin is also showing a large 12-page 
“Matalog,” a collection of more than 50 
newspaper ads in a full range of sizes, 
which jewelers can use for local spring 
and graduation promotion. Many of these 
ads permit the jeweler’s store name to be 
inserted at two points in the mat copy. 


Night Watch Stand Offered 
In New Bretton Promotion 
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Bruner-Ritter, Inc., makers of the Bret- 
ton Watch Bands, is offering a_ special 
flashing light window display representing 
a bedside table with a lamp, to call cus- 
tomers’ attention to the Bretton Night- 
Time Stand now packaged along with 
every Bretton De Luxe watchband. The 
Night-Time Stand makes it easy for the 
watch owner to use his watch as a night- 
table clock, and protects watch and band 
whenever they are off the owner’s wrist. 


To Stress Service to Jeweler 
At Elgin National Conference 


Elgin National Watch Co., Elgin, IIL, 
will avoid the “pep talk” and concentrate 
on solutions for the jeweler’s sales and 
display problems during the company’s 
national conference for its nation-wide 
field sales staff, to be held June 29 through 
July 2 at the Moraine Hotel, Highland 
Park, Ill. The conference, Elgin’s first 
national sales gathering since 1950, will 
be organized as a four-day institute on 
jewelry-store merchandising. 


FOR May, 1953 





Mickey Mantle Receives 
A Heuer "Solunar" Watch 





Mickey Mantle, New York Yankees’ 
popular star, is seen receiving one of the 
new Solunar-Heuer wrist watches from 
Hubert Heuer, executive of the Heuer 
Watch Co. of Bienne, Switzerland. The 
Solunar, distributed by Louis Aisenstein 
& Bros., Inc., 16 E. 40th St., New York, N. Y. 
gets its name because it tells both “solar” 
or regular time and also has a special 
smaller dial which tells moon time. The 
watch is a 17-jewel sportsman’s type. Moon- 
time dial can be set to tell high and low 
tides for yachtsmen and fishermen; phases 
of the moon for hunters or farmers. It re- 
tails at $71.50. 





Ronson College Contest 
Tied-in With After-Six 


Alfred R. Nathan, vice-president in 
charge of advertising of the Ronson Co., 
reports that the company has tied-in with 
a contest being sponsored by the maker 
of “After Six” formal wear. The contest, 
to select “Mr. Formal, U.S.A.” is being 
conducted in more than 70 leading colleges 
and universities throughout the country. 
The Ronson “Adonis” lighter is featured 
prominently in contest ads in newspapers 
and magazines. 


Merchandising Support for 
G.E.'s New "Starter" Clock 





The photo below shows the point-of- 
sale material kit General Electric has as- 
sembled for introduction of its new 
“Starter” electric alarm clock. Window 
streamer, package sleeves and counter 
cards, all in full color, are included. A 
schedule of full-page ads in Life is part 
of the campaign on this new clock. 





‘Beauty Matched’ Gift Wraps 
Harmonize Papers and Tapes 


More than 100 fine papers and 200 fine 
ribbons are combined in the “Beauty 
Matched” catalog of gift wrapping en- 
sembles. Orchard Paper Co., 3914 Union 
Blvd., St. Louis 15, Mo., announces that 
its papers have been matched to contrast- 
ing and harmonizing ribbons made by 
Minnesota Mining and Mfg. Co. by a 
panel of experts to produce the most 
effective possible combinations for the new 
coordinated line. 





Orchard’s papers range from simplicity 
to elegance. There are 25 different selec- 
tions of Kromekote Colorcast, deep-napped 
velours from pastel to dark shades, foil- 
velour combinations, etc. Ribbons are 
satiny Sasheen Brand, or sheer Decorette 
Brand. Papers come in a variety of packs, 
including jeweler’s rolls, counter rolls, cut- 
ter boxes, etc., as well as matching bags. 





Gemex Watchband Cabinet 
Available through Wholesalers 





This glass-front, mirror-backed display 
cabinet with removable trays and reserve 
stock drawers is available with 22 Gemex 
watchbands and three identification brace- 
lets. Merchandise plus unit costs retailer 
$129.25; merchandise retails at $289.60. 
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Gruen Sales Representatives Attend Winchell Telecast 





Walter Winchell and stage star Anne Jeffries, center, are shown with Gruen Watch Co. 
Eastern Div. sales representatives who attended a recent telecast sponsored by the com- 
pany. Front row, (left to right) are: J. Solon Maguire, Eastern Div. sales manager, Miss 
Jeffries, Winchell, Philip Wengrow and Sidney Pearce. Back row (left to right): Larry 
Katz, Edward Jacobs, Sam Rubin, Arthur Berger, Stanley Manne and Irving Broder. 





Parker Pen Offers Animated 
Turning-Page Display Unit 








Parker Pen Co. has available now a ma- 
hogany-framed display book, powered by 
a small 110-volt AC motor which turns the 
eight seven-inch-square pages one every ten 
seconds, then reverses. It costs only 3.6 cents 
a month, the company says, to operate the 
display 48 hours a week. The attractive four- 
color sales messages and illustrations on the 
pages feature the regular and demi-size 
“91” pens, the aero-metric ink system, and 
the Pli-glass plastic reservoir which is an 
important part of each Parker pen. Out- 
side dimensions of the unit are 20 in. by 
12 in. by 5 in. deep. 





Expect Strong Support 
for N.E:M.A. Gift Campaign 


The National Electrical Manufacturers 
Assn. expects participation by a record 
50,000 dealers in the 1953 Electric House- 
wares Gift Campaign. Dealer activity is 
expected to be particularly noticeable this 
month and in June as Mother’s Day and 
June bride gift buying occasions approach. 
Industry-prepared local newspaper adver- 
tising kits have been distributed to more 
than 800 participating newspapers for the 
convenience of dealers who wish to tie 
in their own advertising directly to the 
national campaign. 
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New Polishing Cloth 
Designed for Jewelry 


Castlecliff, 366 Fifth Ave., New York, 
N. Y., is introducing “Castle Cloth,” 
described as the first polishing cloth ex- 
pressly designed for jewelry care. It is a 
soft, long-lasting cotton cloth impregnated 
with a gentle but effective polish, without 
harsh abrasives or harmful chemicals, ac- 
cording to the company. The cloths are 
being made by J. Goddard & Sons Ltd. 


of England, specialists in fine polishes. 





individually 


Cloth” is 
wrapped in transparent printed film and 
retails at 25 cents. Counter display pack- 
age holds 36 units. 


Each “Castle 





63,000 Dealers Saw 
Westinghouse Musical 


Westinghouse’s million-and-a-half-dollar 
musical show, which went on the road to 
show .dealers the company’s completely 
re-tooled appliance line for 1953, played 
to 63,000 dealers before it closed, accord- 
ing to J. M. McKibbin, vice president and 
general manager of consumer products. 





"Floating Buttons’ Earrings 
Is Alice Jewelry's New Idea 


An earring that seems to “float” around 
on the wearer’s ear has been developed by 
Alice Jewelry Co., and the company has 
about 25 styles carrying out the new eye. 
catching effect. 

The patented style features, on each 
earring, two buttons, one in front of the 
other and hooked together by a mobile 
joint. The back piece is secured to the 
earwire while the mobile front section js 
allowed to move freely around the joint, 
so that it seems to be “floating” in space, 
They are designed to retail for $1 in gold 
plated and rhodium plated finish. Alice 
has plans for 75 additional “Floating But. 
ton” styles for fall. 





Harwood Breaks Campaign 
With Weekly TV Quiz 


Harwood Mfg. Co. is featuring its “Lead- 
ing Lady Flexible” bracelets, “Glamour 
Vanities” compacts and other items weekly 
on the Eleventh Hour Theater Movie Quiz 
throughout the New York TV market. An 
extensive summer and fall promotional 
campaign will add consumer and trade 
advertising, displays, fashion promotions 
and radio. Efforts will center around the 
Leading Lady Flexibles line but will also 
include watch attachments, compacts and 
other Harwood items. 





Animated Watchmaker Offered 
As Attention-Getting Display 


Wakmann Watch Co., Inc., 15 W. 47th 
St., New York 36, announces the avail- 
ability of a new device for the window of 
the jewelry store to attract attention and 
at the same time stimulate business for 
the watch repair department. The display 
is a miniature animated watchmaker, 9 
in. tall and 6 in. at the base. It is con- 
structed in careful detail, and the watch- 
maker moves his head and arms in lifelike 
manner. Handmade motor is durable; dis- 
play will operate 24 hours, and is guar- 
anteed for 18 months. There is ample 
space on the base of the unit for the 
jeweler’s own sales message. 





The price is $39.75 cash, or $45, with 
$10 down and $5 per month. 
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Shriro Plans to Expand 
Sandoz U. S. Distribution 


Morris Feldman, vice president of Shriro 
Watch, Inc., reports that the company has 
taken three important steps to increase 
sales of the Sandoz line of Swiss watches 
distributed in the U. S. by Shriro. 

Sandoz watches will receive expanded 
advertising in Life and in the New York 
Times Magazine, the media Shriro credits 
with being important factors in Sandoz 
watch acceptance in this country. 

Six new salesmen have been added to 
the sales force now covering the U. S. 
The men are: Al Bowman, Ralph Deutsch, 
Michael Frank, Sol Levitt, Irving Segal 
and Daniel Terranova. Stanley Gilbert has 
been promoted to district sales manager 
for the Southwest. 

Charles Henry Sandoz, great-grandson 
of the founder and now a director of 
H: Sandoz & Fils, is arriving here from 
Switzerland, having completed arrange- 
ments to bring the newest Sandoz models 
of men’s and women’s water-resistant and 
self-winding watches to the U. S. 





Parker Pen Reminds Dealers 
of Spring-Summer Mat Selection 


Retail pen outlets can now get 22 new 
advertising mats for spring and summer 
newspaper use from account managers of 
the Parker Pen Co., Janesville, Wis. The 
ads, varying in size from one column by 
3% in. to three columns by 12 in., feature 
product illustrations, prices and sales copy 
geared to seasonal selling events including 
Mother’s Day, Father’s Day, graduations 
and weddings. Cooperative advertising 
allowances are in effect for large and 
small retailers alike. 





Tissot Shows New Plaque 
for Authorized Agencies 





* Sore Name - 


AUTHORIZED 


EF Tia 


AGENCY 


A new plaque to identify franchised 
Tissot watch dealers has been distributed, 
according to Holzer Watch Co., Inc., 501 
Fifth Ave., New York 17. The emblem, 
with a rich blue velvet panel background, 
is suitable for either window or counter 
display use. 


FOR May, 1953 





Selecting Designs in Paris 
For Schiaparelli Fall Line 


Schiaparelli Jewels, 385 Fifth Ave., New 
York, will have its fall line ready by late 
spring, it has been announced. To select 
designs and materials for the new collec- 
tion, William W. Bernstein, vice president 
in charge of sales and advertising, and 
Jack Scalise, head of production, have 
made a trip to Paris for conferences with 
Madame Schiaparelli. 


-——_-—lUlc( Or 


Miller Bros. Offers Cabinet 
For Storing Small Parts 


The “Haz-Bin, Jr.,” a cabinet for storing 
small jewelry and watch repair items, is 
offered by the Miller Bros. Watch Strap 
Mfg. Co., 817 Main St., Cincinnati. It is 
available in nine sizes. Steel cabinet has 
plastic drawers with safety catches to hold 
them in open position. There is label space 
on drawer fronts, and movable dividers in 
each drawer permits any desired spacing 
arrangement. 


Green Leaves Give Summer Note 
To New Ronson Lighter Display 





Ronson Art Metal Works, Newark, N. J., 
offers dealers a new free counter or window 
display to hold seven lighters, four pocket 
models and three table models. The back 
panel is blond grained-wood effect, while a 
velvet-like deep-textured green covers the 
base and is carried up on the back panel 
in the form of a vine with green leaves. 
Each leaf carries a metal ledge to hold a 
pocket lighter. 


-_—_——_- - —-- 


Price Increase Announced for 
Westinghouse Roaster Oven 


Westinghouse Electric Appliance Div., 
Mansfield, Ohio, announces that the price 
of its roaster oven has been increased 
from $42.95 to $44.95. Prices of three 
accessories were also increased as follows: 
roaster cabinet, from $20.65 to $21.95; 
broiler grid from $8.50 to $8.95; and timer 
clock from $11.65 to $12.95. 

Prices on other electric housewares in 
the line are not affected, the announce- 
ment stated. 





Arrow Plastic Box 
Designed for Bulova 





The Bulova “Dolly Madison” 21-jewel 
watch is being shown in this new box 
specially designed for Bulova by Arrow 
Mfg. Co., West New York, N. J. Arrow 
makes the box of plastic with a cameo-like 
sculpturing of Dolly Madison’s head deco- 
rating the cover. Cover and pad are 
powder blue; base is white. 





Pollak & Wachs, Inc. 
Moves to Larger Quarters 


The wholesale and manufacturing jewelry 
firm of Pollak & Wachs, Inc., has moved 
from its location at 62 W. 47 St., New 
York 19, to larger quarters at 10 W. 47 
St., after seven years at the old location. 

The company carries an extensive line 
of birthstone rings and ring mountings in 
10 and 14K gold, and also manufactures 
a line of semi-mounted and mounted dia- 
mond rings in 14K gold and platinum. 
A new promotion of the company features 
a four-diamond cluster containing approxi- 
mately 1/5 carat of diamonds, with the 
look of *%4 carat, to retail at $100 F.T.I. 





Gavel Display Case 
Offered to Jewelers 





Lignum-Vitae Products Corp., 104 Boyd 
Ave., Jersey City 4, N. J., offers jewelers 
this 15 in. by 22 in. polished walnut dis- 
play case, velvet lined, free with three 
gavels and two sound blocks. Merchandise 
is assorted precious tropical woods and 
ivory plastic, with gavel mounting of 
tubular sterling silver rendered tarnish- 
proof by Rhodium coating. The glass- 
topped display case, valued at $15, is 
given free to jeweler with purchase of the 
“Long Life” gavels and sound blocks which 
wholesale at $25.62 for the assortment 
shown. 
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Bowman Technical School 
Offers Descriptive Booklet 


Bowman Technical School, Lancaster, 
Pa., announces the availability of a new 
illustrated book which describes the 
school’s courses in watchmaking and re- 
pairing, jewelry work and engraving. In- 
cluded are reproductions of letters from 
graduates and from prominent leaders in 
the jewelry trade and in education, de- 
scribing the results of the school’s courses. 
The publication of the book marks the 
institution’s 65th year of service. 

In announcing the book, school officials 
report that applicants may now enter on 
the dates of their choice for the first time 
in seven years. Until now, the 20-to-one 
excess of demand brought about by the 
G.I. Bill of Rights has meant that many 
applicants have had to wait for as long 
as two years before commencing courses. 

The book will be mailed free to anyone 
who writes the school requesting a copy. 





Special Bonus Offer 
With Community Set 


Community offers, as a special induce- 
ment to spark dealer efforts in selling-up, 
a special 24-piece set available at 25 per 
cent reduction (regular price $35.16; spe- 
cial price $26.37). This special set is sold 
only in conjunction with the 53-piece set 
priced at $79.75 with the Imperial Chest. 





Special Offer Now Made on 
Chronograph Watch Course 


Modern Technical Supply Co., 55 W. 
42 St., New York 36, is distributing a new 
folder describing its Esembl-O-Graf_ Li- 
brary, a fully illustrated Chronograph 
Watch Course in 24 volumes. The library, 
according to the company, will make it 
possible for one to repair chronographs im- 
mediately if he follows the step-by-step 
chart system, and will make it possible for 
watchmakers to save up to half the time 
in adjusting the Chronograph mechanism. 

The new descriptive illustrated folder 
tells of a new $l-a-week payment plan, 
and offers three special books free to any- 
one taking advantage of a 15-day trial 
examination offer. 





Alice Jewelry Introduces 
‘Shadow Box" Display Unit 





A new patented earring display called 
the “Shadow Box” is being introduced by 
Alice Jewelry Co. This unit, which holds 
12 earring styles, is included free. The 
earrings are in gold and rhodium plate and 
retail for $1 a set. 

This blue and black unit is 14” x 714”. 
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Mido Spring Advertising 
Features "Torture Test" 


Mido Multifort Superautomatic Watches 
will be advertised in the May 19 issue of 
Look and the June 1 issue of Life. Copy 
will stress the “Torture Test” theme which 
the company found successful last fall, 
according to Stanley Moser, executive vice 
president of Louis Aisenstein & Bros., Inc., 
sole U. S. distributors. Mido’s_ spring- 
summer sales promotion aid for dealers 
includes a complete new mat service, spe- 
cial promotions and radio scripts, as well 
as a variety of point-of-sale material avail- 
able at no charge. Material includes Tech- 
nicolor sound films, filmed animated TV 
spots, etc. 


Feature Lock Releases 
New Mat Service 

Feature Ring Co., Inc., manufacturer of 
Feature Lock interlocking engagement and 


wedding rings, has released a new mat ser- 
vice for jewelers. 








“This mat service,” remarked Henry Peter- 
son, president, “is a source of great pride 
to us. It results from a tremendous amount 
of research, effort, skill and experience. 
Every ad has been designed toward bring- 
ing sales of Feature Lock rings.” 

The service contains seven pages of ads 
which are readily available to all jewelers 
who sell the Feature Lock line. Retailers 
are requested to contact their wholesalers 
for mats or write to Feature Ring Co., 
Inc., 126 W. 46 St., New York. 





Special Display Created 
for Osterizer-Cookbook Offer 
John Oster Mfg. Co., Racine, Wis., an- 


nounces the creation of a special display 
piece in full color to promote the new 
premium offer of a $3.00 cookbook given 
with each purchase of an Osterizer. The 
book is “Mary Meade’s Magic Recipes for 
the Electric Blender,” which contains more 
than 500 recipes. The display piece is eye- 
catching, compact, but large enough to 
fit around both an Osterizer and a copy 
of the book. 











Anson Shows New Men's Pat- 
terns In Sterling and Gold-Filled 


Anson, Inc., 24 Baker St., Providence 5, 
R. I., has developed three new men’s pat. 
terns in Sterling and three new patterns 
in 1/20 gold-filled, to retail at $12.50 for 
the set of cuff links and tie slide. The 
package is the new Farrington gift box, 
steel with satin lining and covered with 
lamé in gold or silver color. Tie slides all 
feature the “bulldog grip.” Display unit 
illustrated is free with six-set order. 





Anson also offers special Father’s Day 
merchandise, the “Fashion Street” $3.50 
sets in gold-plated or rhodium finish, 
which are receiving strong promotion on 
Anson’s portion of the NBC “Today” tele- 
vision program featuring Dave Garroway. 
Anson will increase these commercials 
until they are appearing on an every-day 
basis two weeks before Father’s Day. In- 
cluded with each dozen boxes assorted of 
$3.50 sets dealers will receive two special 
four-color displays which tie in with the 
television program. The sets are also be- 
ing advertised for graduation gift use. 





Ad Photos Taken for 
Watchmakers of Switzerland 





The photo shows well-known New York 
photographer John J. Duffy preparing to 
take a close-up repair scene as Jean P. 
Savary, technician at the Watchmakers of 
Switzerland Information Center, works on 
a jeweled-lever movement. This shot will 
be one of the series of full-color photo- 
graphs to be used in consumer advertise- 
ments of The Watchmakers of Switzerland 
this year. Pictorial panels and copy will 
emphasize importance of taking a precious 
watch to a reputable jeweler for proper 
service with genuine factory replacement 
parts. 
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Omeca Wins At Geneva 
For Sixth Time in Eight Years. 


Norman M. Morris Corp., exclusive U. S. 
distributors of Omega watches, reports that 
Omega watches have scored the best results 
against all competition at the Geneva Ob- 
servatory in Switzerland. The competition 
involves testing of a series of five wrist 
chromometers during a period of five days 
under extremely stringent conditions of 
heat. cold and movement. 


Lux Clocks Break 
National Ad Schedule 


A national advertising campaign has 
been launched by The Lux Clock Mfg. 
Co., Waterbury, Conn., to promote Lux 
Minute Minders, the “Luxette” jeweled 
miniature alarm, and the Lux line of 
alarm and novelty clocks. This is the first 
time the company has had a full-scale 
national advertising schedule. 


Announcement of the appointment of 
John M. Tonry as -Eastern sales repre- 
sentative was made recently by Dunn Bros. 
of Providence, R. I., manufacturers of 
tubular bracelets, gold filled and sterling 
silver buckles, tie slides and cuff links. 
Mr. Tonry will continue as a sales rep- 
resentative for A. Micellef & Co., also of 
Providence, a post he has held for many 
years. 


JOHN M. TONRY 


Dunn Bros. 





Joseph D. O’Brien has joined the 
sales staff of Charles F. Winson, gem dis- 
tributor, 580 Fifth Ave., New York. Mr. 
O’Brien will be sales representative for 
Linde synthetic star sapphires and rubies. 





LEO M. LYNCH 
Charles Winson Waltham 


JOSEPH O'BRIEN 


Teviah Sachs, president of the Wal- 
tham Watch Co., announces the appoint- 
ment of Leo M. Lynch as the company’s 
mid-western sales representative with 
headquarters in Chicago. Mr. Lynch will 
travel the mid-western territory serving 
wholesalers and calling on retailers. 


FOR MAy, 1953 





News of Personnel 











Creation of two new posts in its re- 
search and engineering departments has 
been announced by Elgin National Watch 
Co. Dr. C. N. Challacombe has become 
assistant director of research and Earl 
H. Schaefer has been named chief en- 
gineer. Dr. Challacombe has been with 
Elgin since 1942 and Mr. Schaefer joined 
the company in 194]. 





E. H. SCHAEFER 
Elgin Elgin 


Cc. N. CHALLACOMBE 


R. Gray Doeblin has been named re- 
gional representative by Hamilton Beach 
Co., Division Scovill Mfg. Co., for southern 
Pennsylvania and Delaware. Mr. Doeblin’s 
headquarters are in Drexel Hill, Pennsyl- 
vania. 





THOMAS SPRICKMAN 


R. G. DOEBLIN 
Watchmakers of Switz. 


Hamilton Beach 


Thomas Sprickman, a member of the 
merchandising department in the Chicago 
office of Foote, Cone & Belding, has been 
named mid-western field merchandising 
representative for The Watchmakers of 
Switzerland. 





Arthur I. Shapera will supervise the 
showroom at National Silver Co.’s re- 
cently opened office and showroom in 
Portland, Ore. National Silver has suite 
222 at 510 S. W. Third Ave. 


E. C. “Dee” Nuckols is now associ- 
ated with Geo. Phillips Co., Inc., as a 
member of the Richmond, Virginia, sales 
staff. 








David Grad of the David Grad Co., cre- 
ators of Donna Costume Jewelry, an- 
nounced that Lou Einhorn, who has 
been associated with the firm for the past 
12 years as sales manager, has become 
a partner. Mr. Einhorn will continue in 
his present capacity, but will take a more 
active interest in developing the company’s 
new sales expansion and account servicing 
programs. 


National Silver Co. has announced 
the appointments of Edgar Faber and 
Irving Adler as sales -representatives 
for the showroom sales staff of its home 
office at 295 Fifth Ave., New York. 





IRVING ADLER 
National Silver 


EDGAR FABER 
National Silver 


Benjamin S. Katz, president of The 
Gruen Watch Co., has announced the ap- 
pointment of Martin H. Kaefer as as- 
sistant director of manufacturing. Mr. 
Kaefer formerly had been associated with 
Seth Thomas as works manager and im- 
port manager. 





JOHN LUDLOW 


MARTIN KAEFER 
Gruen Oster Mfg. Co. 


Appointment of John P. C. Ludlow 
as eastern regional sales manager, Elec- 
tric Housewares Division of the John 
Oster Mfg. Co., has been announced by 
John Oster, Jr., executive vice president 
of the company. In his new position, Mr. 
Ludlow will direct Oster sales activities 
in the eastern seaboard states, from New 
England through Virginia. 
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Special Notices 


“Situation Wanted”—Regular type only $1.50 

25 words; additional words, 10 cents per 

word. Heavy type $6.00; additional words 25 
cents per word. 

“Help Wanted”—*“Lines Wanted” and “Side 
Lines”—regular type $3.00 first 25 words. Ad- 
ditional words 15 eents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per word. 

All other headings—regular type $6.00 first 
2S words; additional words 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word. 

Name, address, initials and abbreviations 
eount as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 20 cents extra to cover postage must 
be enclosed. Remittance with order. 


Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
eeding month. 

To avoid unnecessary c ondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 
letters of r dati 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 





DISPLAY box salesman; top flight. Ad- 
dress “R., 1935,” care J C-K. 





FABULOUS pawnshop salesman: finest 
ee Address “D., 1898,” care 





WATCHMAKER; 24 years’ experience; 
age 44; married; desires permanent 
position in the South; good references. 
Thad P. Bell, Americus, Ga. 





A-1 jeweler and diamond setter, 25 years’ 
experience at the bench, desires perma- 
nent position in retail store; married; 
reliable. Address “G., 1902,’ care J C-K. 





BOOKKEEPER-expert, credits, collec- 
tions, correspondence, exceptionally ca- 
pable; top references. Address “K., 
1351,” care J C-K. 





DESIGNER; bring your line up to date 
with new designs that sparkle; ex- 
perienced, capable artist; designs for 
your particular need. Address “S., 1933,” 
care J C-K 





JEWELER; 10 years’ experience on plati- 
num, gold; can do light special orders 
and repairing; no setting; wishes po- 
sition; moderate salary. Address “E., 
1970,” care J C-K. 





YOUNG woman, experienced with dia- 
mond ring manufacturers and jobbers; 
full charge, orders, repairs, gold of- 
fice; good at figures, etc. Address “C., 
1943,” care J C-K. 





WATCH repair estimater; expert sales- 
man, window trimmer; fast moving 
man; real money maker; seeks connec- 
tion with lively Manhattan shop. Ad- 
dress “G., 1971,” care J C-K. 





GENERAL manager-buyer, thoroughly 
experienced in all phases of credit 
jewelry business; now employed in 
above capacity in chain organization. 
Address “R., 1974,’’ care J C-K. 





AAA-1 experienced credit jewelry sales- 
man-optometrist, wants position or 
business proposal; New Jersey, Penn- 
sylvania, Delaware; state details. Ad- 
dress “W., 1939,” care J C-K. 


TEN years’ jewelry experience, writing 
orders, caring for stock; knowledge of 
typing, weighing diamonds: will con- 
sider part time; good references. Ad- 
dress “E., 1945,’”’ care J C-K. 





MANAGER ; 25 years’ experience in credit 
jewelry business; thorough knowledge 
in sales, collections, promotions, win- 
dow trimming and personnel super- 
vision. Address “P., 1926,” care J C-K. 





SALESMAN; 10 years’ retail credit jew- 
elry experience; good promotion man; 
desires position in retail credit jewelry 
store, in Los Angeles or vicinity. Ad- 
dress “T., 1930,” care J C-K. 





EXPERIENCED salesman, thorough 
background in retail selling, cash and 
credit; have optometric license in New 
Jersey ; can utilize both to the interested 
party. Address “Y., 1909,’ care J C-K. 





MANAGER, salesman, thoroughly ex- 
perienced in every phase of both cash 


or credit operations; presently em- 
ployed; willing to re-locate. Address 
“R., 1932,” care J C-K. 





WATCHMAKER, chronographs, clock and 
jewelry repairman; dependable and re- 
liable salesman; B.T.S. graduate; 20 
years’ experience; good estimater; best 
references. Address “K., 1906,” care 








ENGLISH executive, expert practical 
jeweler, diamonds, colored stones, ap- 
praiser, desires responsible position 
with good establishment, manufacturer, 
wholesale, retail; available Autumn. 
Address “N., 1976,’ care J C-K. 





MANAGER; single; presently employed; 
aggressive; 35 years old; eight years 
thoroughly experienced buying, credit 
operation, collections, window  trim- 
ming; will relocate. Address “P., 1884,’ 
care J C-K. 





MANAGER, top salesman, presently em- 
ployed; 27 years’ experience in sales, 
promotions, merchandising and display; 
top collection percentage; relocate any- 
where for right firm. Address “R., 
1962,” care J C-K. 





SHOWROOM salesman; 47; available 
reputable importers, wholesalers or 
manufacturers; enviable merchandising 
knowledge every phase jewelry indus- 
try; finest reference; bondable. Ad- 
dress “E., 1899,’’ care J C-K. 





PAWNBROKER-manager-buyer 20 years’ 
experience, 37 years old, college gradu- 
ate (night), seeking interesting propo- 
sition, preferably profit sharing; can 
set up new store. Address “C., 1536,” 
care J C-K. 


MANAGER-salesman, qualified to op- 
erate aggressive and promotional credit 
store; presently employed; valid reason 
for making change; will relocate: 
proposition must contain security if I 
2: “eee Address “M., 1883,” care 








EXPERT casting foreman, experienced 
in metal and rubber molds, gold and 
platinum casting; 10 years’ experience; 
two years as instructor at Jelenko 
School, New York City; seeks respon- 
sible position; prefer Midwest. Address 
“E., 1920,” care J C-K. 


WHAT is the retailing job you wish done; 
should it demand top sales executive, 
outstanding administrative background, 
experienced every phase and type re- 
tail jewelry operation, I am your man; 
presently San Francisco. Address “C., 
1897,” care J C-K. 











WATCHMAKER, 12 years’ experience, 
who will pass your rigid inspection, of 
character and ability, desires position 
in northern New England: available, 
latter part of June. Write, George 
eo“, Nicholas Bldg. Lobby, Toledo 
4, Oo. 


BOOKKEEPER-accountant; credits, col- 
lections, correspondence; all phases of- 
fice procedure, costs, production; ac- 
customed to heavy responsibilities; top 
record with leading concerns; desires 
responsible position. Address “P., 1787,” 
eare J C-K. 








EXPERT diamond assorter and valuator 
wishes position as buyer or sales man: 
ager for high class jewelry concern ; 
many years’ experience; just returned 
from Dr. Williamson Diamond Mines, 
East Africa. Henry Abrahams, 2939 
Tyler, Detroit 6, Mich. 








SALESMAN or manager, with lots of 
energy and thorough knowledge of 
every angle of the retail jewelry busi- 
ness, cash or credit, including window 
display and ticket writing, seeks posi- 
tion with firm within fair traveling dis. 
tance of Nutley, N. J.; best of character 
and ability references. Address “J,, 
1904,” care J C-K. 








WATCHMAKER; Bowman _— Technica] 
School graduate, several years’ ex- 
perience; some experience in selling 
and estimating watch repairs; can do 
good, fine, accurate, quality work; ter- 
ritory preferred, Pennsylvania, New 
Jersey, Maryland, Ohio. Address “F,, 
1946,” care J C-K. 





married; graduate 
Institute); 12 
experience; four years 
traveling; excellent references; all 
phases retail operation; seeking _op- 
portunity with reputable firm New York 
Metropolitan Area. Address “K., 1857, 
care J C-K. 


SALESMAN, 34, 
G.I.A. (Gemological 


years’ retail 





FIRST salesman or manager in good 
class family business, available June 1; 
25 years two firms; single; out- 
standing appearance and _ personality; 
registered jeweler (A.G.S.) qualified 
gemologist; first class references i, mod- 
erate salary. Address “N., 1957,’’ care 
J C-K. 





FINE watchmaker, 30 years’ experience; 
experienced Patek, Agassiz, etc.; one of 
the finest mechanics, wants position at 
bench in shop; no contact with cus- 
tomers; in finest store; neat appear- 
ance: no liquor or tobacco; congenial, 
pleasing personality; $100 week_mini- 
mum. Address “Y., 1893,” care J C-K. 





DIAMOND expert, open for position as 
manager of diamond department; gen- 
tleman; veteran; 35 years’ experience 
in the diamond industry including cut- 
ting; excellent health, ability and_per- 
sonality; $10,000 year salary; willing 
to re-locate. Address “M., 1956,” care 
J 





WATCHMAKER-jeweler, 10 years’ ex- 
perience; member H.I.A., seeks per- 
manent position with future advance- 
ment in jewelry store or department 
store; estimates and sales knowledge ; 
would also consider good position in 
allied field, Metropolitan Area New 
York. Address “L., 1862,” care J C-K. 


a 





JEWELRY manager, 35, married, two 
children; 15 years’ experience in cash 
and credit stores, ability to buy, sell, 
dress windows, train and supervise em- 
ployees; desires to take complete con- 
trol of independent store that grosses 
$100,000 to $200,000. Address “E., 1754, 
care J C-K. 


> 





HAIN store owner, overburdened ; hire 

7 this man as your assistant and key 
man, extensive jewelry background ; 
direct working knowledge, sales, pur- 
chasing, merchandising, advertising, 
promotions, employee relations, store 
supervision; now employed in similar 
capacity; available June 15. Address 
“H., 1903,” care J C-K 


——————— 





CAPABLE, retail credit manager-sales- 
man, 41 years old, married, personable, 
20 years’ diversified experience; thor- 
ough knowledge promotions, advertis- 
ing, window store trims, repairs, credits 
and collections, etc., with outstanding 
New York and New Jersey chains; ex- 
cellent background; finest references. 
Address “‘N., 1864,’ care J C-K. 


rs 
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SITUATION S WANTED—Continued 








a 


MANAGER, retail jewelry, age 35, mar- 
ried and two children; 15 years’ ex- 
perience ; eight years in cash type store 
and seven years in credit store; good 
salesman and window trimmer; ex- 
perienced in buying, credits and collec- 
tions, also camera and optical depart- 
ments; desires permanent connection 
with reliable tirm offering incentive and 
good future. Address “G., 1755,” care 
J 





Senet 


CAPABLE, retail manager and salesman, 
presently employed; 35 years old; 
married, with family, seeking perma- 
nent position in jewelry field with 
future; G.1A. graduate gemologist, 
graduate of salesmanship, advertising, 
retailing courses, experienced buying 
and selling diamonds; personable and 
willing; good appearance; excellent 
references; Northern New Jersey or 
ee York. Address “G., 1948,” care 





AGGRESSIVE, young man, currently em- 
ployed in the personnel field, seeks a 
position with a tuture in the jewelry 
business; college graduate in business 
administration, with special emphasis 
in retail merchandising, selling, adver- 
tising, credits and accounting; H.I.A. 
certined watchmaker and_ Bradley 
graduate in jewelry repair and engrav- 
ing ; good over all knowledge of jewelry 
tield and capable of responsible position 
with retail store, chain or wholesaler; 
references, experience and _ personal 
data furnished on request. Address “D., 
1944,” care J C-K. 





$200,000 annual volume jewelry credit 
store manager, presently employed, 16 
years with same ftirm; thorough ex- 
perience all phases credit sales, includ- 
ing camera and optical departments, 
promotions, advertising, window dis- 
play, credits and collections; extremely 
personable; 41; married; also seeks 
partnership (or profit sharing) in store 
where his proven record of accomplish- 
ment will add to the units profitable 
growth; considering change only be- 
cause he has reached peak earnings 
with present concern; location imma- 
terial; complete resumé available to 
replies offering sufficient details to 
warrant mutual meeting. Address “P., 
1934,’ care J C-K. 








Lines Wanted 





FACTORY agent; bondable; open for 
good connections; desirable following. 
Address “R., 1978,” care J C-K. 





GEM consultant desires to execute com- 
missions with manufacturers of better 
type line of gems in New York area. 
H. Scott, 550 Fifth Ave., N. Y. C. 





WATCH salesman; Virginia and North 
Carolina; resides in territory ; can pro- 
duce good results and concentrated 
coverage for major watch line. Address 

J., 1953,” care J C-K. 


———— 


SALESMAN desires line to retailers and 
department stores; California State ; 
already have mountings and wedding 
rings. Jack Richmond, 1071 So. Hay- 
worth Ave., Los Angeles 35, Calif. 











PUERTO RICO sales representative, ex- 
perienced, established in Puerto Rico, 
interested in first class lines on com- 

a basis. Apartado 1323, Ponce, 








WEST Coast salesman, established over 
20 years, desires fine line of jewelry, 
genuine stones, or good ring line; com- 
mission basis; finest references. Ad- 
dress “W., 1435,” care J C-K 








TOP representation to retail jewelers 
Metropolitan New Jersey and New York 
area; eight years’ experience; want ex- 
clusive line offering liberal draw against 
commission; resumé on request. Ad- 


dress “A., 1942,” care J C-K. 






SALESMAN; young man to represent 
manufacturer of jewelry or silverware ; 
protected territory; willing to travel; 
student of Gemological Institute of 
2 Address “P., 1977," care 





OHIO resident with large loyal fol- 
lowing amongst jewelry and depart- 
ment stores wants outstanding 
manufacturer’s line; references fur- 
nished. Address “R., 1928,” care 
J C-K. 





WANTED; small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise; have 
salesmen who cover entire country ex- 
clusively for us. Address “H., 2006,” 
care J C-K. 





MANUFACTURERS’ representative, Chi- 
cago office; top contacts with leading 
wholesalers, material jobbers, im- 
porters and premium houses, desires 
strong costume jewelry line or allied 
merchandise, covering entire Midwest 
and South; 20 years’ experience. Ad- 
dress “Circular 268,’’ Room 1415, Hey- 
worth Bldg., Chicago 2. 





SALESMAN, 33 years’ experience sell- 
ing jewelers, jewelry jobbers and 
department stores, now retired, de- 
sires reputable line for Philadel- 
phia, Washington, Baltimore; com- 
mission basis. Address “‘A., 1895,” 
care J C-K. 





LINES wanted; two nationally known 
jewelry salesmen now covering whole- 
salers, jobbers, large chains, watch im- 
porters, material supply houses and 
allied distributors; territories New 
York City, New England, Middle At- 
lantic States, Middle West to Kansas 
City, Mississippi Valley into Texas, and 
will also consider the Pacific Coast; 
want one or two manufacturers’ lines 
that will appreciate honest, intensive, 
complete coverage, that will produce 
sales results. Address “A., 1910,” care 
J 





PACIFIC Coast to Denver representa- 
tive seeks well designed costume 
jewelry line promising potential 
volume; residence, California; 
coverage, three times yearly by car; 
experienced; strong following; 
present affiliation for seven years; 
permanent connection desired, Ad- 
dress “D., 1913,” care J C-K. 





DIAMOND salesman; having discontinued 
my diamond repairing and recutting 
business, I am eager to represent a 
reputable diamond firm, on the road, 
selling their diamonds for them; I am 
a gentleman who has a fine reputation 
in the diamond and jewelry industries ; 
am a veteran enjoying excellent health; 
my 35 years’ experience and great 
knowledge of diamonds and the dia- 
mond and jewelry industries, together 
with my ability to sell and make 
friends, plus my personality, should 
make this a very satisfactory and suc- 
cessful combination; this opinion is 
shared by several other knowing gentle- 
men in our industry. Joseph Hunt, 210 
W. 16th St., N. Y. C. 11, N. Y. 








SALESMAN; proven sales ability; 15 
years strong following Southeast 
retail and department stores; age 
39; only represented two firms 
during this period, not a drifter; 
excellent references furnished; in- 
terested in devoting full time with 
reputable concern; no side _ lines 
wanted. Address “V., 1891,’ care 
J C-K. 











Side Lines 





SALESMEN, covering better jewelers, 
etc., South, Midwest, New England; 
a better class of costume jewelry. 
Address “‘B., 1718,” care J C-K. 





SALESMEN, experienced, to _ retailers, 
complete line gold wedding rings; es- 
tablished manufacturer with large na- 
tional following; many territories open. 
Address “W., 1051,” care J C-K. 





SALESMAN, sterling silver hollow- 
ware for the South; no samples, 
catalog only; calling on established 
jewelers; territories recently worked. 
Address “*H., 1855,” care J C-K. 





SALESMEN, fast selling costume jewelry, 
cultured pearls, bracelets, pins, rhine- 
stones, watch attachments, straps, $1 
to $7.50 retailers; competitive prices, 
big values. Address “E., 1914,” care 





SALESMAN, experienced, to retailers, to 
carry fine line of marcasite jewelry, to 
cover Chicago and vicinity or Penn- 
sylvania, Maryland and Washington, 

. C.; commission basis. Address “M., 
1861,” care J C-K. 





SALEMEN; Midwest and Coast, con- 
tacting jobbers and wholesalers for 
manufacturer of low priced 14k 
gold earrings, crosses, medals, stars, 
mazuzas, chains, anklets. Address 
“S., 1979,” care J C-K. 





SIDE line or full time salesman; terrific 
individual, exclusive diamond bridal set 
line ; only one of its kind in the country ; 
original promotions with only 48 styles 
and sizes; Illinois and South Missouri 
wen now. Address “T., 1871," care 





SALESMAN, sterling silver hollow- 
ware; New England, New York 
State, Pennsylvania, Maryland or 
part; no samples, catalog only; call- 
ing on established jewelers. Address 
“G., 1854,” care J C-K. 





SALESMAN, calling on the better stores 
through the Midwest and Southwest; 
we have a small, but exclusive and at- 
tractive line of 14K and genuine pearl 
jewelry in antique reproductions; 15% 
straight commission; non-conflicting 
lines; state full particulars in first 
letter. Address “B., 1967,” care J C-K. 





SALESMEN, with established retail fol- 
lowing, to sell popular priced dia- 
mond rings, plain and engraved 
wedding rings, as a side line; in- 
quiries treated with utmost confi- 
09 Address “E., 1634,” care 
J C-K. 





SALESMAN, excellent opportunity; well 
established firm desires man with fol- 
lowing; outstanding and complete line 
of ladies’ gold mountings and watch 
attachments and watch cases; territory : 
Virginia, Georgia, North Carolina, 
South Carolina, Alabama, Florida; full 
details in first letter. Address “H., 
1972,” care J C-K. 


SALESMEN, with established retail de- 
partment store following, to sell out- 
standing, medium priced novelty 
and costume jewelry line, featuring 
“hand carved, genuine mother of 
pearl,” etc.; all territories now 
open; wonderful opportunity for 
right men. Address “M., 1924,” 
eare J C-K. 








(Continued on page 218) 
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SIDE LINES—Continued 








SALESMAN, excellent opportunity; well 
established firm desires man with fol- 
lowing ; outstanding and complete line 
of ladies’ 14K gold mountings, watch 
attachments and watch cases; terri- 
tory: Mississippi, Louisiana, Texas, 
Missouri, Arkansas and Oklahoma; full 
details in first letter. Address ‘“‘J., 1973,” 
care J C-K. 





SALESMAN: side line, with following 
among department stores and better 
stores, for attractively priced 14K 
diamond rings and earrings set with 
large fine cultured pearls; excel- 
lent opportunity for man with es- 
tablished retail following; state lines 
carried and territory covered. Ad- 


dress “L., 1879,” care J C-K. 





SALESMAN, for established territory, 
Missouri, Lllinois, Iowa, for Rings-O- 
Bliss; recognized as one of America’s 
finest lines of ladies’ and men’s matched 
wedding ring sets; line consists of eight 
trays of samples, straight commission 
basis; only men who are now traveling 
this territory will be considered. Bliss 
Ring Co., Inc., 29 E. Madison St., Chi- 
cago 2, IIL 





LEADING British manufacturer of high 
class leather watch straps who has ac- 
tive accounts in U. S. A. requires New 
York representative with well estab- 
lished connections, with watch importers 
and wholesale jewelers; commission 
124%%; personal interview in New York 
can be arranged during June/July; 
wox details. Address “C., 1912,’’ care 





OVER 700 numbers in gold filled and 
sterling rings (one telescope) selling to 
jewelry, pawn, department and specialty 
stores; territories available; New York 
State; Maryland, District Columbia, 
Virginia, West Virginia, Ohio, Indiana, 
Kentucky, Michigan, Minnesota, Wis- 
consin; Southern California; Washing- 
ton; Oregon; Texas; give full details 
in hand written reply; replies strictly 
confidential. Address “T., 1981,” care 








Help Wanted 





WANTED; A-1 jeweler, who can repair 
~ set stones. Address ‘“‘V., 1461,” care 





WANTED, two A-1 watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C-K. 





WATCHMAKER wanted, preferably one 
just out of school, but willing to work. 
Address “E., 1575,’ care J C-K. 





JEWELER, for new work and stone set- 
ting ; fine shop in which to work; write 
e detail. Address “X., 1908,” care 





A TRAINEE to learn parting and weigh- 
ing silver and gold buttons, and ana- 
lytical chemistry. Walker & Whyte, Inc., 
409 Pearl St., New York 38, N. Y. 





RETAIL salesman, for fine cash store, in 
Metropolitan Long Island; must be all 
around man; state experience and 
salary. Address “Y., 1940,” care J C-K. 





ATTENTION die makers: we need die 
shops to make ring dies for schools and 
colleges. J. Jenkins Sons Co., Inc., 20 
W. Redwood St., Baltimore 1, Md. 





SPECIAL order man; one who can 
handle platinum and gold, for well 
established shop. John A. Marshall, 
347 Spitzer Bldg., Toledo, Ohio. 





TUCSON, Arizona; opening in sterling 
Silver, china, and jewelry department 
for capable, experienced, willing, con- 
genial young lady. Apply Gruenwald & 
Adams, 60 E. Congress St. 





JEWELER and diamond setter; thorough- 
ly experienced on high grade jewelry; 
permanent position with established 
shop in Central New York. Address “‘H., 
1947,” care J C-K. 





SALESMEN, experienced ; established 14K 
gold jewelry line, popular priced, to re- 
tail stores; territories open: East 
Coast and Midwest; commission basis. 
Address “V., 1938,’ care J C-K. 





SALESMAN: young, intelligent, en- 
thusiastic, preferably one who is a 
member of the American Gem So- 
ciety. Gruenwald & Adams, 60 E. 


Congress, Tucson, Ariz. 





SALES representative wanted for the 
Midwest; residence in Chicago pre- 
ferred; excellent opportunity for quali- 
fied man. Feature Ring Co., Inc., 130 
W. 46th St., New York 36, N. Y. 





ENGRAVERS wanted, experienced in 
lettering and monograming on all types 
of jewelry; steady work all year with 
good salary; located in New Jersey. 
Address “R., 1885,’”’ care J C-K. 





SALESMEN wanted by well known 
manufacturer to sell ladies’ dia- 
mond set fancy and dinner rings to 
the retailer. Address “H., 1808,” 
care J C-K. 





WANTED; top notch salesman and man- 
ager for fine active cash retail jewelry 
store, in New Jersey; high salary; 
state experience, age in first letter. Ad- 
dress “B., 1911,” care J C-K. 





SALESMAN, for neighborhood credit 
store in Baltimore, Md.; sell, and take 
care of two windows; $60 per week 
and commission. Address “N., 1882,” 
care J C-K. 





DESIGNER, experienced on_ watch 
cases; the opportunity of a lifetime; 
all applications will be handled in 
the strictest confidence. Address “J., 


1738,” care J C-K. 





SALESMEN, covering wholesalers and 
large outlets, wanted for exquisite nov- 
elty line of carryalls, compacts, purse 
accessories; territories open. Address 
“P., 1866,’ care J C-K. 





A-1 experienced jeweler, diamond set- 
ter, for permanent position in old 
established retail firm; modern, air- 
conditioned shop. Call, H. Post & 


Sons, Decatur, IIl. 





YOUNG jewelers who want to learn finest 
special order work, including diamond 
setting, designing; have extraordinary 
opportunity. Write, F. & G. Jewelers, 





Georgia Savings Bank Bldg., Atlanta 
3, Ga. 
JEWELER, who possesses ability of 


manufacturing and creating, also with 
experience of operating a small shop; 
a future for a very capable man; give 
information in detail. Address “O., 
1907,” care J C-K. 





WATCHMAKER wanted; must be A-l 
mechanic; also light jewelry. and 
clock repairing; permanent position in 


high grade jewelry store in Fort 
Wayne, Indiana. Address “A., 1846,” 
care J C-K. 





JEWELER, for repair work, who can als 
set stones; steady job year around: 49 
hour week, paid vacation ; give referen 
and salary expected in first letter. Write 
to Post Office Box 105, Huntingtoy 
W. Va. 








cee 


WATCHMAKER, experienced; five da 
week; ideal working conditions in 
Northern Ohio city; permanent jop: 
state age, experience, Salary expected 
o first letter. Address “R., 2165,” care 





a 


SALESMEN, with following among re. 
tailers, wanted by importer of wef} 
known, low priced, fine Swiss watch 
line for Texas, Michigan and New York 
State; may carry non-conflicting line: 
10% commission. Address “L., 1955.” 
care J C-K. 








WATCHMAKER, experienced; perma. 
nent position; air-conditioned shop; 
paid vacation and pension and in- 
surance benefits. Wire or write, 
Hillman’s, 612 Wabash Ave., Terre 
Haute, Ind. 








MANAGER retail credit jewelry store; 
must be highly experienced and capa- 
ble of taking complete control of store, 
located in New Jersey; salary $4,500, 
plus commissions; write full details 
first letter. Address “P., 1959,” care 
J C-K. 





SALESMEN; manufacturer of leading 


promotional line of. sterling hollow. 


ware; several choice _ territories 
open; give resumé in strict confi- 
dence. Address “K., 1783,” care 
J C-K. 





MANUFACTURER of highly styled, prong 
set rhodium finished rhinestone costume 
jewelry wants experienced, _ resident 
salesman calling on retail and depart- 
ment store trade for West Coast; also 
for New England States. Address “R., 
1763,” care J C-K. 





SALESMAN, with strong wholesale fol- 
lowing to handle non-conflicting 
line of ladies’ and gent’s colored 
stone rings, to represent the Pacific 
Coast. Acme Ring Mfg. Co., Ince., 
445 So. 10th St., Newark, N. J. 





SALESMAN with following, by long es- 
tablished wholesale jewelers and watch 
importers selling popular priced mer- 
chandise, nationally advertised brands; 
residing in vicinity; travel by car, 
drawing against commissions; _refer- 
ences. Address “R., 2622,” care J C-K. 


SALESMAN, with wholesale following, 
to sell well known 14K watch attach- 
ment line in New York, East Coast, 
and Inland States; may have non- 
conflicting lines; commission basis; 
references. Address “F., 1900,” 
care J C-K. 











WATCH salesman; nationally advertised 
quality brand wants top men to call 
on retail trade in Southwest and in 
the East; drawing against commission ; 
non-conflicting line OK; write full de- 
tails in confidence. Address “L., 1923, 
care J C-K. 











ALL around jeweler who can do spe 
cial order work, fine alteration 
work, also good jeweler and dia- 
mond setter; can offer year around 
position to good mechanics; state 
hourly pay and references in reply. 


Address “‘A., 1542,” care J C-K. 


ee 
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HELP WANTED—Continued 























TED: watchmaker, capable of fine 
beget close timing on Watchmaster ; 
knowledge of jewelry repair helpful but 
not essential; Chicago area; give full 
qualifications, including salary. Address 
Circular 271, Room 1415, Heyworth 
Building, Chicago 2. 








WATCHMAKERS (two) must be fully 
experienced, personable, and with 
excellent references; write in confi- 
dence your age, experience and 
salary desired. Edwin Freed, care of 
Alpert’s, Jewelers, 111 E. Water, 


Elmira, N. Y. 











—<—<———— 


EXPERIENCED salesman to represent 
manufacturing jewelers; complete line 
mountings for diamonds and pearls, 
wedding bands, sets, rings, watches, 
pins and earrings; commission basis ; 
state territory and experience, etc. in 
detail; confidential. Address “L., 1975,” 


care J C-K. 





ee 


WATCHMAKER, experienced '= and 
capable; permanent position with 
33 year old firm; tri-city community 
of 27,000; please give qualifica- 
tions, experience, references and 
salary expected in first letter. C. 
A, Jensen, Jewelers, 709 First St., 
La Salle, Ill. 





SALESMAN, experienced, ambitious, with 
following, for diamond mounted ring 
line and diamond mounted wedding 
rings, for New York State, Pennsyl- 
vania and Middle West; commission 
basis; supply reference with first letter ; 
— Address “W., 1892,” care 





SALESMAN, resident, jewelry, now carry- 
ing popular priced non-conflicting jew- 
elry lines, to carry nationally adver- 
tised sterling jewelry line direct from 
manufacturer to retailer; this line re- 
tails from $1 up; commission basis; 
choice territories now open. Beaucraft 
Inc., 71 Troy St., Providence, R. 





DIAMOND setter; experienced, steady, 
all around mechanic; we offer an 
excellent proposition for the right 
man to do all of our setting work; 
well lighted, modern, air condi- 
tioned shop employing six men year 
ro Address “‘R., 1867,” care 





EXCELLENT opportunity, reputable 
manufacturer of better costume jewelry, 


with active accounts among jewelry 
Stores, has opening for salesmen with 
following in Texas, Southern and 
Mountain territories; men residing in 
territory preferred; references first 
letter. Address “J., 1732,” care J C-K. 


a 


MANAGERS (assistant and full charge) 
as well as fully experienced sales- 
man wanted by expanding Southern 
New York State (three store) firm ; 
write in confidence your full experi- 
ence, salary record. Ed Freed, care 
of Alpert’s, 111 E. Water St., El- 


mira, N, Y, 


a 








SALESMEN; excellent opportunit in 
Southern California, Rocky Mountains, 
Midwest, Southern territories for out- 
Standing line of jewelry displays, win- 
dow platforms, ring blocks, trays, etc. ; 
write us your experience and get our 
Story. Morton Pelzner Displays, 2445-49 
Taraval St., San Francisco 16, Calif. 








MANAGER, for well established jewelry 
store; highly industrial city in Middle 
West, 140,000 population; good mer- 
chandiser who is capable of increasing 
sales volume with knowledge window 
displaying, credits and collections; state 
age and salary. Address Circular 273, 
Room 1415, Heyworth Bldg., Chicago 2. 





OPPORTUNITY to earn substantial in- 
come; a nationally known diamond ring 
house requires salesman of proven 
ability and established following; lib- 
eral drawing against commission; fol- 
lowing territories open: New England, 
Tennessee, Alabama, Mississippi, Arkan- 
sas; our salesmen Know of this ad. 
Address “H., 1949,” care J C-K. 


SALESMAN wanted; manufacturer of na- 


tionally known diamond ring line has 
openings for two experienced and ag- 
gressive salesmen, with established fol- 
lowing, to cover the Southwest including 
Texas, and Middle West; we have well 
established accounts among the retail 
jewelers in this territory, affording an 
excellent opportunity for the right man; 
liberal commission; give full details, 
experience and territory in first letter; 
all inquiries held conndential. Address 
“N., 1925,” care J C-K. 








DIAMONDS; successful salesman visiting 
better jewelers and wholesalers with 
non-conflicting line and having large 
following to add diamond line from 
manufacturer-cutter; excellent opportu- 
nity; give background, references and 
territory covered; all replies held in 
— Address “S., 1821,’ care 
J C-K. 





SALESMAN; one of America’s top dia- 
mond houses desires services of 
salesman with non-conflicting line 
for loose diamonds, and platinum, 
gold mountings and wedding rings; 
fullest cooperation extended; out- 
line territory and other details which 
will be kept in confidence. Ad- 
dress “B., 1941,” care J C-K. 





WANTED; experienced jewelry man who 
knows jewelry business from A to Z; 
must understand chain store operation 
with all its detail work, window trim- 
ming, advertising, credit and business 
promotion; no other man need apply; 
position open in North Carolina, with 
permanent position for the right man. 
Address “P., 1868,’ care J C-K. 





SALESMEN, with established territory, 
covering department stores, jewel- 
ers, gift, specialty shoppes, for out- 
standing costume jewelry line retail- 
ing $1 to $5; 15% commission; 
long established manufacturer of 
spotless reputation, seeks salesmen 
with like qualifications. Orber Mfg. 
Co., Dunnell Lane, Pawtucket, R. I. 








ESTABLISHED manufacturer of fine cos- 
tume jewelry, packaged, with active 
accounts among _ jewelry stores, has 
openings for ambitious salesmen with 
following in South Atlantic, East South 
Central, West South Central and Ohio 
States; territorial rights; commission 
basis with drawing for right man. Ad- 
dress “C., 1852,” care J C-K. 





SALESMAN, to represent well known 
distributor of Waltham watches, na- 
tionally advertised silverware, clocks, 
electrical appliances, jewelry and other 
lines in Eastern Shore, Virginia, West 
Virginia, North Carolina and South 
Carolina; drawing account against com- 
mission ; answer giving age, experience. 
Address ‘“‘A., 1849,’ care J C-K. 





SILVERWARE salesmen; plated hol- 
lowware manufacturer seeks two 
salesmen with following in jewelry 
and department stores; one: North 
Carolina, South Carolina, Georgia, 
Florida, Alabama and _ Louisiana; 
two: Texas, Arkansas, Oklahoma, 
Tennessee; salary or commission. 


Address “S., 1887,” care J C-K. 


TERRITORIES being rearranged; we 


have openings for three or four top 
notch salesmen with outstanding 
reputation and wide experience, to 
earry America’s outstanding dia- 
mond ring line; you will have draw- 
ing account, outstanding promo- 
tional aids, good territory; give full 
details of your background by let- 
ter to, W. F. Sebel Co., 315 W. Fifth 
St., Los Angeles, Calif. 





WANTED; salesman or representative 


with following among retail jewelers 
and department stores for West Coast; 
South; Southwest; Midwest, and New 
York; New Jersey; Delaware; Mary- 
land; Washington, D. C.; we manufac- 
ture rosaries and other religious ar- 
ticles; only those who have a following 
need apply; commission basis; non- 
conflicting line acceptable; complete 
particulars in first letter; all replies 
confidential. Address ‘“J., 1856,” care 
J C-K. 





JEWELRY salesman; excellent oppor- 


tunity for above average retail sales- 
man to join large credit jeweler 
with two stores; must have thorough 
knowledge of retail credit jewelry 
business; salaries $6,000 year start 
with good chance for advancement; 
will pay transportation for personal 
interview; applications held strictly 
confidential. Dales Jewelers, P. O. 
Box 1371, Shreveport, La. 





COSTUME jewelry salesman; long es- 


tablished manufacturer, wholesaler, has 
several territories available for qualified 
men; must have strong following among 
jewelry, specialty, department stores; 
must travel by car for intensive cover- 
age in large and small cities; we fea- 
ture fashion jewelry of outstanding 
design, workmanship, retailing from $1 
to $15; protected territory, drawing to 
right man working our line exclusively ; 
write in confidence, full experience, 
qualification, age. Address “G., 1917,” 
care J C-K. 





SALES openings; a foremost manu- 


facturer of sterlng silver hollowware 
has openings in several territories 
for top-notch salesmen with strong 
following, selling department stores, 
jewelers and better gift shops; this 
is not just another hollowware line 
but a highly styled specialty one; 
other non-competitive line  per- 
mitted ; commission basis; open ter- 
ritories in South, Southwest, Far 
West; all communications confiden- 


tial. Address “C., 1968,” care J C-K. 





SUCCESSFUL chain wants managers 


for large, new stores to be opened 
in the South; besides top salary 
draw, 25% common stock interest 
will be issued to the manager, to 
be paid for out of his share of the 
store earnings; only men who un- 
derstand every phase of credit 
jewelry operation and have record 
of successful large store manage- 
ment will be considered; all replies 
held in strict confidence; our pres- 
ent managers know of this ad. Ad- 


dress “H., 1737,” care J C-K. 








(Continued on page 220) 
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HELP WANTED—Continued 





DIAMOND ring salesmen ; J. J. Schmukler 
& Son, Inc. creators of Beautycrest 
diamond rings, have two prime ter- 
ritories open; Southwest, consisting of 
Texas, Oklahoma, Louisiana, Arkansas ; 
Midwest, consisting of Illinois, Wiscon- 
sin, Iowa, Missouri and adjacent States ; 
applicants must be experienced, have 
established following with independent 
retail jewelers, and be currently selling 
diamond merchandise in the territory; 
drawing account and expenses against 
commission; we would prefer a man 
living in the territory; these positions 
offer real futures for the right men; 
please state background and experience ; 
all replies will be kept in strict con- 
fidence ; the line includes diamond rings 
for delivery, wedding rings, Waltham 
watches. J. J. Schmukler & Sons, Inc., 
630 Fifth Ave., New York 20, N. Y. 


For Sale 


Stores, Stocks and Businesses 








OLD established profitable jewelry store, 
for sale, $50,000; good business town. 
Gilmore Jewelry Co., Pensacola, Fla. 





JEWELRY, watch repair store, with stock, 
tools, fixtures, in New Jersey town of 
14,000; low rent; $3,000. Write, P. John, 
478-A Bloomfield Ave., Verona, N. J. 





JEWELRY store; due to poor health; 
new fixtures; name brands; clean stock; 
central Kentucky, population 9,000; 
eo factories. Address “S., 1936,” care 





ONE-MAN watch repair shop in tourist 
and fishing resort city, in beautiful 
southwest coastal Florida; ideal for a 
yok g jeweler. Address “D., 1969,” care 





SMALL, modern jewelry store in Southern 
Montana; Milwaukee watch inspection ; 
reason for selling, health and age; good 
volume; 100% location; $15,000. Ad- 
dress “T., 1937,” care J C-K. 





ESTABLISHED jewelry store since 1890; 
excellent repair business; good _ for 
credit jewelers; 30 miles from New 
York City; no auctioneers. Address “G., 
1877,”’ care J C-K. 





COMPLETELY equipped jewelry manu- 
facturing and repair shop; downtown 
Los Angeles; established 20 years. 
Write, Ray-Vern Jewelers, 448 So. Hill 
St., Los Angeles 13, Calif. 





JEWELRY store, cash, credit: established 
20 years; excellent watch repair busi- 
ness; will adjust size of stock: North 
Jersey Shore; ideal location: low rent; 
illness. Address “S., 1869,” care J C-K. 





OLD established, profitable jewelry, watch 
repairing store; clean stock, standard 
brand watches; good business location, 
Tremont Avenue, Bronx, N. Y.; $11,000; 
retiring. Address “V., 1931,” care J C-K. 





IDEAL spot, watchmaker and wife; the- 
atre location, near Fort Ord: low over- 
head ; good repair work; 15,000 popula- 
tion; reasonable price; going North. 
Middleton’s Jewelry, Seaside, Calif. 





APPROXIMATELY $50,000 year, 100% 
business location; low rent: Southeast- 
ern Pennsylvania; $25,000 asked; what 
do you offer. Address “F., 1714,” care 
J C-K. 


JEWELRY store, for sale, due to poor 
health; established 23 years in North- 
western I[llinois; stock inventory about 
$30,000; can reduce inventory. Address 
“A., 1702,” care J C-K. 





JEWELRY and watch repair store, in 
Mile High Denver; excellent, busy traf- 
fic location; nationally advertised lines; 
about $8,000 will handle. Genjian, 27 
Broadway, Denver, Colo. 





JEWELRY store for sale, Kingman, 
Arizona, established business ; should 
be qualified watchmaker as none in 
town. Estate of E. P. Gravelle, P. O. 
Box 271, Kingman, Ariz. 





INDIANA; County Seat, approximately 
12,000 population; jewelry and gift 
shop; splendid opportunity for watch- 
maker and wife; nationally advertised 
lines; priced for quick sale. Address 
“D., 1874,” care J C-K. 





OHIO; County Seat, large trading area; 
old established jewelry store, clean 
stock, jewelry and giftware lines, with 
well established repair department; low 
overhead; priced to sell. Address “B., 
1873,” care J C-K. 


ESTABLISHED credit, cash jewelry stor, 
in heart of heavy industria] itan 
Bay Area, N. J., grossing $85,000, sel] 
because of other interests; accounts 
receivable $25,000, inventory $30,009. 
modern air-conditioned ; requires aboy} 
$65,000, repairs pay all expenses, Ad. 
dress “C., 1876,” care J C-K. 





Le, 


ONE of the Southeast’s oldest jewelry 
firms’ entire capital stock for sale; 
doing one of the largest volumes of 
business of its kind; no indebted. 
ness; in heart of downtown shop. 
ping district of large city; owner, 
retiring. Address “R., 1748,” care 
J C-K. 








JEWELRY store, modern, near Harris. 
burg, Pa.; leading store in town, cen. 
trally located; have leading franchises 
for watches, diamonds and Silverplate: 
plenty of watch and jewelry repairs: 
lease has three years to run, is renew. 
able; will sell at inventory of stock, 
fixtures and furniture; about $7,500, 
Address “F., 1915,” care J C-K. 








MODERN jewelry store in New Jersey ; 
population 60,000; good repair business ; 
established 32 years; clean stock; good 
opportunity for credit; inventory, $50,- 

0; will sacrifice complete for less; 
retiring. Address “S., 1927,’ care J C-K. 





JEWELRY store, Northern New Jersey, 
population 80,000; good location on 
Main Street; clean stock; excellent 
watch and jewelry repairs; modern fix- 
tures; good reason for selling; price 
$12,000. Address ‘“‘T., 1889,’’ care J C-K. 





JEWELRY store, $2500, money maker, in 
center of dairy section; ideal climate; 
stock and fixtures at inventory; also 
Watchmaster, no parts or tools; plenty 
repairs; about 85 miles from New 
Orleans. Murrell Jewelers, Amite, La. 





IN Northern California City, population 
142,000, modern jewelry store for sale; 
excellent location for chain store; very 
spacious ; reasonably priced, long lease, 
low rent; write for pictures and par- 
ticulars; have other interests. Address 
“K., 1954,’’ care J C-K. 





INDIANA; industrial city, 20,000 popula- 
tion; one-man, modern, air-conditioned, 
watch, clock and jewelry repair shop; 
B. & O. watch inspection; sell with or 
without stock; if you are a watchmaker, 
act fast on this, priced right. Address 
“F’., 1875,” care J C-K. 





JEWELRY store; must sell at once, 
owner seriously ill; prosperous Califor- 
nia city, approximately 45,000 popula- 
tion; same town 23 years; just re- 
modeled, new fixtures, new top quality 
merchandise; sacrifice $25,000. Address 
“B., 1850,” care J C-K. 





MODERN, long established jewelry store, 
100% location, on Long Island, nearby 
three large defense plants, opposite the 
only movie; low overhead; fine repair 
trade; real opportunity for credit; will 
sell with or without stock: retiring 
2s ns Address “S., 1961,’ care 





COMPLETELY equipped jewelry manu- 
facturing and repair shop, in the fastest 
growing community in California, city 
of over 100,000; volume business last 
year over $60,000; trade work only; 
$10,000 will handle; reason for selling, 
to enter other business. Address “B., 
1896,”’ care J C-K. 








CASH jewelry store with minimum stock 
and fixtures; established repair depart- 
ment; franchises for good lines; no 
accounts payable or receivable; choice 
location in small South Carolina indus- 
trial city ; priced for quick sale, approx- 
imately six months gross _ receipts. 
Address “A., 1966,” care J C-K. 





—— TT 


ESTABLISHED jewelry store, New Or. 
leans, Louisiana; heart of the busi- 
ness district, with suburban outlet; 
now doing over $250,000 gross per 
annum; good opportunity for in. 
crease; large stock; good accounts; 
leases are good; owner retiring. 
Write, Mr. Potter, care of C. J. 
Tessier, 337 Carondelet St. 





ESTABLISHED store, large size, excellent 
watch, clock and jewelry repair; in 
Northern New York industrial city of 
about 40,000; with large farming area, 
Army and Summer resort activities; 
stock, fixtures and safe; requires ap- 
proximately $8,000; low rent; other 
2X Address ‘“M., 1863,’ care 





NEWARK, N. J., landmark; reputable 
going business, established same 
busy corner for over 50 years; mod- 
ern quality front and fixtures; elec- 
trical protected bank type vault; 
with or without inventory and ac- 
counts receivable; reasonable ren- 


tal; attractive terms arranged. Ad- 
dress “*A., 1872,” care J C-K. 





RETAIL cash store, heart of Times 
Square; wonderful tourist trade; jew- 
elry store 30 years; franchises na- 
tionally advertised watches; Trifari 
costume jewelry; modern fixtures; two 
separate air conditioning systems ; com- 
plete store without inventory, $7,500; 
inventory optional, 20% off cost; owner 
moving Arizona. Address “K., 1922, 
care J C-K. 


————,, 





SCHOOL; jewelry manufacture and 
repair, gem cutting and polishing; 
V.A. approved for Korean and 
World War II veterans, now operat- 
ing to capacity; will also sell com- 
plete manufacture and repair trade 
shop. Address Gem-Craft, 1018 

‘Vermont Ave., N. W., Washington, 
D. C. 


—————_, 





LEADING outlying Cleveland jewelry 
store, established 25 years; fine cash 
business; unlimited opportunity for 
credit or budget business; clean stock, 
top lines, modern fixtures and store 
front; good lease; excellent location 
near to Ford, Chevrolet and Cadillac 
plants; nice clientele; large watch and 
jewelry repair business; enviable rep- 
utation. Address “K., 1878,’’ care J C-K. 
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FOR SALE—Continued 





BEAUTIFUL modern credit store, 50 miles 
New York City, established over 50 

’ years; finest lines_including Hamilton, 
Longines, Gorham, Lunt, Reed & Barton, 
Wallace Heirloom, Franciscan china 
and pottery and many others; this is a 
money maker and wonderful opportu- 
nity for growing chain or live wire in- 
dividual; owner has other interests; 
will deal with principals only. Address 
‘“W., 1567,” care J C-K. 





—— 


COMPLETELY remodeled, leading cash 
jewelry store in Pennsylvania; 20 years 
in same location; reason for selling, 
retiring ; long lease; enough repairs for 
two watchmakers; leading franchises; 
$25,000 cash; don’t answer unless you 
can give proof by your local bank that 
you can take care of a transaction like 
this; we will not give you any infor- 
mation on this sale unless you give us 
proof from your local bank. Address 
“D., 1853,” care J C-K. 





JEWELRY store, to settle estate: ex- 
cellent location; low rent; 1952 gross 
profit $17,000; surrounded by million 
dollar government payroll; Fort Ord, 
Navy School, Presidio, language school, 
fishing industry ; agents for all national 
advertised brands, watches, diamonds, 
etc.; clean stock; furniture, fixtures and 
lease; all for less than wholesale in- 
ventory cost. If interested, write or 
come to, H. Yossem, “Your Jeweler,” 
453 Avarado St., Monterey, Calif. 


ERD SP TOMLIN EAI EEL ERTL LENS LARRABEE A he! 
For Sale 


Tools, Equipments 








USED tools, benches, lathes, cleaning ma- 
chines, staking tools, etc. R. P. Gallien, 
220 W. Fifth St., Los Angeles 13, Calif. 





FOR SALE; complete set of dies for 
crosses and lodge emblems: all sizes; 
for all denominations and orders. Ad- 
dress “D., 1919,” care J C-K. 


FRR oR RR URNS RS CERNE: 





Business Opportunities 





HVERY EFFORT is made by the Jewel- 
ers Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers Circular- 
Keystone. 


qe 





DUTCHMAN; experienced jeweler, re- 
turning Europe May, seeking commis- 
sionS or agencies; five languages. A. 
Bulsing, 130 W. 57th St., New York 
City. Telephone Circle 6-6978. 








M. C. MAXWELL, exclusive jewelers’ 
auctioneer; guaranteed profits; all 
correspondence strictly confidential. 
Phone 5-2920. Res. 4-7231, 1429 
Boardwalk, Atlantic City, N. J. 


— 


AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
5200 Blackstone Avenue, Chicago 








WEIGHERS, samplers, assayers as rep- 
resentatives for shippers of sweeps; 
bullion assayers of precious metals; 
sovernment representatives. Walker & 
oe 409 Pearl St., New York 


38, N 





GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 





FOR mutual benefit, wish to contact 
jewelers who have had a sale conducted 
by outside agent or sales enterprise in 
the past 18 months, also jewelers who 
contemplate such a sale. S. E. Riley, 
110 S. Main St., Livingston. Mont. 





AUCTIONEER; 10 successful sales 
conducted in 1952; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6748 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write, 15-17 Maiden Lane, 
New York. Telephone Rector 2-5928. 





COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 
mont St., Boston, Mass. 





ANNE Wrona Durkin, resident buyer for 
the jewelry trade, offering 20 years 
market experience; excellent connec- 
tions with manufacturers; best of ref- 
erences ; contact for details. Wrona Co., 
7 Monument Sq., Woonsocket, R. I. 
Phone Woonsocket 7646, or Providence, 
Williams 1-4331. 





ATTENTION, Mr. Jeweler; want to sell 
out, reduce stock, raise cash, removal, 
remodel; Robert E. Jones Sales Co., 
Auctioneers, flat sale conductors; we 
buy ; we conduct sale for you; 25 years’ 
experience in over 500 stores. Phone 
ol 1-8683, 702 E. 185th St., Cleveland, 

io. 





IMMEDIATE cash for diamonds, watches 
(new or used), sterling, antique pieces, 
or anything of value; your whole store 
with or without fixtures; we have un- 
limited cash for this purpose; write, 
wire or call at our expense; references; 
Jewelers Board of Trade; shipment held 
for your approval of payment; since 
1919. Harry Elkins & Co., 59 E. Madi- 
son St., Chicago 3, Ill. Randolph 6-7390. 





WE have done it before and we can do 
it again; if you operate a jewelry store 
in a resort town, this Summer we can 
reduce unwanted stock, gain new cus- 
tomers and make substantial profits for 
you, by conducting an ethical auction 
sale; if you prefer, we will buy your 
store complete; highest references. 
Write, Alvin Freemount, 4750 York 
Road, Philadelphia 41, Penna. 





WILL pay cash to any established 
jeweler, dollar for dollar, for stock 
and fixtures, or will conduct auction 
sale for you and finance any neces- 
sary funds needed for a successful 
sale; our long record in conducting 
auction sales is well-known in the 
trade. Louis Colmes, 637 Scranton 
Ave., Lynbrook, N. Y. Tel.: Lyn- 
brook 3-8044. 





WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephones 
Plaza 8-2110-2111. 





DO you need cash; examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in our files 
for your inspection. Wire, write or 
telephone, Manny Silverman, of Sil- 
verman Sales Enterprises, 580 Fifth 
Ave., New York 19, N. Y. Telephone 
Pl. 7-4693. 





I AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and 
enjoy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; I have bought and 
sold over 100 stores in my 40 years 
of business; all correspondence held 
in strict confidence. Herman Kim- 
mel, 48 W. 48th Street, Room 1309, 
New York, N. Y. 


—————— 





WANT to raise cash; want to sell out; 
reduce your inventory; don’t gam- 
ble; play it safe; we have the “know 
how” to conduct a flat sale or auc- 
tion for you, without hurting the 
prestige of your store; our methods 
of operation are guaranteed to ob- 
tain much more money for your 
stock than its original cost, after all 
sales expenses; all inquiries are con- 
fidential and we will advise you on 
your particular problem without 
any obligation. Harry Schecter 
Sales Service, 2 W. 47th St., New 
York 19, N. Y. Tel. Lux 2-0513. 





WITH our booklet, our up-to-the-min- 
ute references for quick contact be- 
fore you, and our guarantee to 
please you or no pay for our ser- 
vices, there will be no guess work 
on your part with whom to trust 
your liquidation either in bulk or 
at auction sale; if you have a good 
name, size makes no difference; in- 
terested in stores up to a million 
dollars; our preliminary study is 
helping others, why not you; our 
service for jewelers who care. Amer- 
ica’s foremost jewelry auctioneer, 
Thomas J. Faussett, 521 Fleming 
St., Howell, Mich., Auctioneer & 
Broker, Telephone 721. 





(Continued on page 222) 
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BUSINESS OPPORTUNITIES—Cont. 








JEWELERS; tired of working your 
business; have you been thinking 
of retiring and just haven’t done 
anything about it; if you are in- 
terested in selling your store out- 
right for cash, or we will conduct 
a flat sale or auction for you; if 
interested give information in your 
first letter; location of business, 
type of inventory, how long estab- 
lished, price, etc.; highest bank and 
trade references; all corrospondence 
will be treated in strictest confi- 
dence; 35 years of jewelry expe- 
rience. Hyman Freedman & M. Wil- 
liam Snyder, Associates, Stephen- 


town, N. Y. Phone 4-4633. 








Wanted to Purchase 





JEWELRY store in Texas wanted by 
watchmaker, one carrying top lines; 
well established; reasonable inventory. 
Address “L., 1859,” care J C- 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





CASH for watches, movements, solid gold 
cases, watchmakers lathes, motors, 
cleaning machines, timing machines, 
staking tools, etc. T. D. Sweazey, 2320 
Milwaukee Ave., Chicago 47, IIl. 





ESTABLISHED jewelry store wanted in 
100% location, doing over $40,000 an- 
nually, with leading lines in sterling 
and watches; state full particulars ; 
confidence respected. Address “V., 1960,” 
care J C-K. 





WE will buy one or more stores in Vir- 
ginia, North Carolina, South Caro- 
lina, Georgia, Florida, Alabama or 
Tennessee; we will take over your 
lease and pay you top cash price. 
Address “A., 1412,” care J C-K. 





BROKEN, chipped, “Old Mine” dia- 
monds recut by expert cutters; in- 
crease value and quality of your 
unsalable diamonds; also purchase 
all types of diamonds. Jack Blau- 
weiss, Est. 1919, 22 W. 48th St., 
New York City. 





STORES wanted; we have half million 
cash available to purchase for cash, 
chain of successful jewelry stores that 
do a substantial volume, in Southern 
cities only; upon receipt of general in- 


formation, if interested, we will make 
personal inspection. Address Circular 
272, Room 41415, Heyworth Blidg., 
Chicago 2. 





WILL buy small to medium size plant 
equipped to make stainless steel table 


flatware; if you have such a plant for 
sale, give general location, name of 
company, and_ “sufficient information 


about equipment, personnel, etc. to 
bring us together; we are successful 
manufacturers of another line in the 


WATCHES wanted; any quantity, all 
brands; highest cash prices paid; 
we also buy surplus jewelry, rings 
and diamond _ jewelry, diamond 
rings, etc.; correspondence invited ; 
references, The Houston National 
Bank of Houston, Texas, or Dun & 
Bradstreet, Inc. Diamond Jewelry 
Co., 219 Melrose Bldg., Houston 2, 


Texas. 





ESTABLISHED cash or credit retail jew- 
elry store with good reputation, that 
will gross about $75,000 actual cash 
annually, and within a radius of 500 
miles of New York City; will buy with- 
out stock or will consider reduction of 
same; we are not professional buyers, 
but are interested in operating a good 
paying store on a permanent basis; if 
possible send photograph of store, and 
give all details in first letter. Address 
“E., 1848,’ care J C-K. 





WE’LL buy it; lock, stock and barrel, 
or part, if you wish, providing, of 
course, that it’s jewelry and belongs 
in a jewelry store; what’s more, 
we'll pay cash for it without hem- 
ming and hawing; wire or write 
your proposition or call.  Ref.: 
Jewelers’ Board of Trade, Dun & 
Bradstreet, Manufacturers Trust 
Co., N. Y. Frank Pollak & Sons. 
since 1905, 72 Bowery, New York. 
N. Y. Phone Canal 6-2854. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references ; National 
Bank of Commerce, Memphis, 
Tenn.; Jewelers’ Board of Trade, 
Dun & Bradstreet. Weinman’s 
Dept. K., 108 Beale Ave., Memphis, 
Tenn. 








Watch Work, etc., for 
the Trade 





SINCE 1921 reliable watch repairing for 
the trade; efficient, dependable mail 
service. Standard Watch Service, 949 
Broadway, New York 10, N. Y. 





BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service; prices 
on request; mail orders invited: David 
Migdal & ates 109-B Summer St., Tel. 
Hu 2-9547 





SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster; 
guaranteed service; I. Altay, 22 W 
48th St., New York 19, N. Y. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8: watches 
timed on Watchmaster, one week's ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





KNOW your vibrator; quality, speed, 
dependability; vibrating, staffing, 
jeweling; mail direct; same day ser- 
vice. Hairspring Vibrating Co., 406 
32nd St., Union City, N. J. 








RELIABLE watch repairing within one 
week; Watchmaster accuracy guaran- 
teed ; pearl restringing within two days; 











SINCE 1928, a superior watch repair 
service to prominent jewelers, 
Holmes protected vaults; attractive 
prices; speedy service; all work 
guaranteed; position tested on oy, 
Watchmaster. Cooper Watch Re. 
pair Co., 48 W. 438th St., New York 
36, N. Y. 








TWENTY-FIVE years’ experience ip 
fine watch repairing; repair on 
chronographs, and all types of com. 
plicated watches; free case polish. 
ing; Watchmaster machine assures 
accurate timing; work guaranteed; 
delivery three to six days; price list 
upon request. H. Spielman Co., 9 
Maiden Lane, New York 7, N. Y, 
Worth 4-3377. 
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Special Order Work and 
Repairs for the Trade 








— 








PHOTOGRAPHY, on gold, silver, 
num; book locket miniatures our spe- 
cialty. Carman Art Co., 15139 Glaston- 
bury Blvd., Detroit 23, Mich. 


or plati- 





iXPERT jewelry repairing—all tynes and 
special order work for the trade: out- 
of-town orders given full consideration, 
prompt service. Mann Jewelers, 24 Wil- 
‘iam St., Newark 2, N. J. 





EASY profits; ring stone replacements; 
send the ring we will furnish the stone 
and have it set; also Titania and Opal 
loose or mounted. Ace Lapidary Co., 
Jamaica, N. Y. 





PEARLS and beads 
woven; rosaries repaired, refinished; 
rizht prices, prompt service, monthly 
billing; we specialize on mail orders; 
our husiness is nation-wide. Woodman’s, 
55 B. Eddy St., Providence, R. I. 


restrung, knotted, 





COMPLETE jewelry repair § service; 
diamond setting, sizing, special 
orders, polishing and rhodiuming 
accomplished with speed and guar- 
anteed workmanship. Evans & Co., 


125 W. 45th St., New York 36, N. Y. 


— 





STONE encrusting, engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge emblems encrusted and 
engraved; coats of arms; mono- 
grams and initials; military insig- 
nias, fraternal emblems; _ stone 
cameos up to 50 mm size; onyx 
crosses, special jobs invited. Braun- 
feld & Mehlman, 108 Fulton St., 
New York City. 











Miscellaneous 





WATCHMAKERS’ JOURNAL: contains 
valuable information for watchmakers 





Mid-West: all replies strictly confiden- good fast service for out-of-town ac- and students; $1 year; sample copy 
tial; will deal with principals only. counts. Fred Lowey, 48 W. 48th St., 20¢. Dean Co., 7% N. Atlantic Ave., 
Address “D., 1600," care J C-K. New York 19, N. Y. Daytona Beach, Fla. 
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FOR A CHANGE—STUDY IT 


Human nature being what it is, most people resist 
change. And the more secure a person’s position, the 
greater the resistance to change. 

Yet, nothing is to be gained by hiding one’s head nor 
by ignoring a glaring opportunity. 

An alert businessman will overcome the human pro- 
clivity toward maintenance of the status quo and will 
impartially investigate every opportunity for widening 
the base of his business. 

Frequently this action requires, what at first sight, 
might appear to be a distasteful procedure; but survival 
requires a pace to match progress. 

We were induced to think of this when we recently 
heard that the National Tube Company, a division of the 
United States Steel Corporation, had obtained a license 
to manufacture and sell plastic tubing. 

Quite analogous in our own field is the recent action 
by many silverware manufacturers in entering the quality 
stainless flatware business, the old-line fountain pen 
manufacturers making ballpoint pens. There are many 
other examples where indicated change has been met 
with courageous action. 

How recently have you, as a retailer, checked the vari- 
ous phases of your business—its functions, its operation, 
its departments, its stock, its merchandising—in the light 
of recent changes in the American population, economy 
and distributive system? 

How many opportunities for increasing the importance 
of your business to the community—and its profit pro- 
ducing capacities to you—are you ignoring just because 
you are resisting change? 

An honest analysis of your operation, in search for a 
true answer to the above, can lead you as a businessman 
toward existing changes that will add pleasure to your 
daily work and greater vitality to your business. 

Change is the one thing that is permanent. Only that 
which adapts itself to its changing environment survives. 


HERE TOO—THE RETAILER HOLDS THE KEY 


The ever-continuing revolution in retailing has resulted 
in endless studies from which have come many half 
truths. 

An example: “Nationally advertised products are pre- 
sold to the public.” This has been repeated so often that 
it is frequently accepted “wholehog.” Yet the fact re- 
mains that no piece of merchandise is ever finally sold 
until the consumer pays the retailer for it. 

Of course, it is true that many consumers become sold 
in their minds, as the result of advertising. Admittedly, 
many of these people actually buy the products from the 
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retailer. But it is equally true that if the retailer (and we 
are now speaking of the jeweler) doesn’t want to sell a 
particular brand to the customer, he doesn’t have to. 

Therefore, it behooves the manufacturer to point out 
to the retailer, just what national advertising he is doing 
and how that national advertising makes the retailers’ 
selling of his products easier, quicker and more profitable, 

The manufacturer should also follow through, with 
evident conviction, by providing the retailer and store 
clerks with adequate display material and instructive sales 
and product information. In that way the manufacturer 
directs the “pre-sold’’ customer to a convenient source 
for the actual purchase and provides the customer with 
an intelligent source for conclusive information on the 
product. 

There are plenty of manufacturers in our industry who 
do provide this follow-through, informative material to 
their retailers. They are the ones who usually do, and 
certainly should, enjoy your active support. For, these 
manufacturers respect the importance of your position 
in their pattern of distribution. By their very actions 
they demonstrate their desire that you get your full share 
of the business benefits which are possible from a well- 
made product, nationally advertised, dramatically dis- 
played and intelligently presented over the counter. 


CONFIDENCE—THE CATALYST 


You have either a watch repair shop or a gift shop or 
you sell diamonds and have a jewelry store. 

You can’t be a jeweler without diamonds—and you 
can’t be a successful merchant of diamonds unless you 
enjoy the confidence of a large segment of your public. 

For, most consumers buy their diamonds only from a 
merchant in whom they have blind faith, blind faith as 
to his knowledge of diamond values and his integrity 
in pricing his wares. 

Thus, public confidence can be an ever-active catalyst; 
an element which, when combined with the diamond 
needs of the community and the jeweler’s stock, sets up 
a reaction resulting in greater volume for every depart- 
ment of the jeweler’s store. 

To get some ideas on how to obtain more of this 
essential element for your business, see the series of 
articles starting on page 81 in this issue. 


Editor 
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1847 ROGERS BROS. great new Heritage pattern will be advertised in 
beautiful color, in the following best-read magazines > 
MAY JUNE 
LADIES’ HOME JOURNAL double pas© page 
McCALL’S double pas* page 
OMAN’S DAY page page 
FAMILY CIRC page page 
MODERN BRIDE (Spring issue) page page 
BRIDE’ AGAZINE (Spring issu page page 
SCREEN STORIE page 
MODE N ROMAN ES page 
MODERN SCREEN page 
In addition: network radio announcements: coast to coast! 
1 Selling 4 magnificent, completely new 


such richness: - 


The largest launching campaign ever 

kind of silverpiate pattern! Only in solid silver before, 

luxury ! Gives you an entirely new» XCLUSIVE selling angle for silverplate- 

To make this great campaign work for you: 9. display 
romote HERITAGE. 4. sell HERIT 
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Gift toys in two haby set 


Chick Bank” and “Quacky the Duck” 
included at no extra charge! 


Here are the new Community silverware gift sets to 
help you take advantage of 1953's bumper crop of 
nabies! 

ow you can offer the complete Community line of 
8 different sets, including 2- and 3-piece baby sets 


new White Orchid,* Evening 
* Lady Hamilton,* and Coronation.* 
esdier now for earliest delivery! 





in 


a, | e THE Fisesr $11 


NEW! 2-piece baby set with 
“Quacky the Duck” (he floats) | — | : : 
Gift boxed. (Spoon and Fork) : | : : aA NEW! eT tea 
Retail . . . $2.00. ] . —. * — ‘ 


(coin bank with key) 3-piece 
| baby set. Gift boxed. (Feed- 
» ing Spoon, Baby Spoon, Fork) 
| Retail... $3.00. 





Carousel sets in 
clear, protective ace- 
tate cases. Baby Spoon 
(bent handle). 
Retail... $1.25; 2-pc. 
Baby Set (Spoon and 
Fork) 

Retail... $2.00; 
Feeding Spoon. 
Retail... $1.00; 3-pc. 
Child Set (H.H. Knife, Fe igs 
Spoon, Fork) Retail... Fe = COMMUNITY . 


és ess 
$4.50. ) 3 = ee, \ 
; 3 ~ 
: : : 3 ; 
t “Sig £3 
i ; 
$3 Ep 
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For your window or count- 

er. Handsome full-color Merry- OO Bed sini 

Go-Round display yours at no i esas COME ALONG WITH 
extra charge with every $20 

order at net dealer prices. 


eee es 
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Primary Set 3 pieces. 

With gold-lined cup, suit- 

able for engraving. . ; 
(Child's Cup, Spoon and Progress Set. 6 Pieces. All the silver 3 
Fork) No. 9039. ware a growing child needs! Acetate casé © 
Retail .. . $5.50; (Cup perfect as permanent silverware holder. 
alone, $3.50 value. No. 9002. Retail . . . $6.95. (Feeding 
Subject to Federal Tax). Spoon, 2-pc. Baby Set. 3-pce. Child Set}. 
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*7RADE MARKS OF ONEIDA LTD, 


THE FINEST SILVERPLATE 





